An Exploration of the Effect of Total Quality Management Implementation on Organisational Creativity in Jordanian Resort Hotels. by Al-Ababneh, M.
UNIVERSITY O F
SURREY
School of Hospitality and Tourism Management
An Exploration of the Effect of Total Quality Management 
Implementation on Organisational Creativity in Jordanian
Resort Hotels
By
Mukhles Mansour Ahmad Al-Ababneh
A Dissertation Submitted in Fulfilment of the Requirements for 
the Award of the Degree of PhD
M. Al-Ababneh 2011
ProQuest Number: 27558221
All rights reserved
INFORMATION TO ALL USERS 
The quality of this reproduction is dependent upon the quality of the copy submitted.
In the unlikely event that the author did not send a com p le te  manuscript 
and there are missing pages, these will be noted. Also, if material had to be removed,
a note will indicate the deletion.
uest
ProQuest 27558221
Published by ProQuest LLO (2019). Copyright of the Dissertation is held by the Author.
All rights reserved.
This work is protected against unauthorized copying under Title 17, United States C ode
Microform Edition © ProQuest LLO.
ProQuest LLO.
789 East Eisenhower Parkway 
P.Q. Box 1346 
Ann Arbor, Ml 48106- 1346
M Al-Ababneh Declaration
DECLARATION
I  hereby declare that my thesis entitled “An Exploration o f the Effect o f  Total Quality 
Management Implementation on Organisational Creativity in Jordanian Resort Hotels ” for  
the degree o f Doctor o f Philosophy (PhD) o f the University o f  Surrey embodies the results o f  
an original research programme undertaken by me. All quotations have been distinguished by 
quotations marks and all sources o f information have been acknowledged by means o f 
references.
Mukhles Al-Ababneh 
November, 2011
11
M Al-Ababneh______________________________________________________________Abstract
ABSTRACT
The current study sets out to explore the impact of the Critical Success Factors (CSFs) necessary for 
TQM implementation on organisational creativity in the hotel industry. Two questionnaires were used 
to test the study's models. The first questionnaire on TQM was designed to measure managers’ 
perceptions of the CSFs of TQM, process innovation and product innovation. The second 
questionnaire on creativity, was designed to measure employees’ perceptions of job attitudes (i.e. 
intrinsic motivation, job satisfaction and organisational commitment), work environment for creativity 
(i.e. stimulants and obstacles to creativity), and work outcomes (i.e. organisational creativity, service 
innovation performance and productivity). In addition, few short structured interviews were 
conducted to explore further the practices of quality management.
Using cluster analysis on the CSFs of TQM resulted in two groups of hotels based on their level of 
TQM implementation: Tow TQM adopters’ and ‘high TQM adopters’. These two groups showed 
significant differences across the study’s variables. For instance, hotels with a high level of TQM 
implementation were also higher in employee attitudes, work environment for creativity, and work 
outcomes, while hotels with a low level of TQM implementation were lower in all the study’s 
variables.
This study used both regression analysis and Structural Equation Modelling (SEM) to test hypotheses 
and proposed models. For the TQM model, the findings revealed that TQM had positive relationships 
with both process innovation and product innovation, and process innovation partially mediated the 
relationship between TQM and product innovation. In the second model, the creativity model, the 
stimulants to creativity had positive impacts on employee attitudes and work outcomes, while 
obstacles to creativity had negative impacts on dependent(s), and employee attitudes partially 
mediated these relationships. The study’s findings showed that implementing successful TQM 
practices can help hotels to create an appropriate work environment for stimulating creativity and 
enhancing innovation.
Ill
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CHAPTER ONE 
INTRODUCTION TO THE STUDY
1.1 BACKGROUND OF THE STUDY
The tourism industry is an important sector to the national economy of Jordan. It is the largest 
export sector and the second largest private sector for employment and is an important source 
of foreign exchange. The hospitality sector has grown over the last ten years. In Jordan there 
is no distinction between the tourism industry and the hospitality industry, and the term 
‘tourism’ is used to represent both industries. Tourism’s contribution to the Jordanian 
economy was estimated to be US$ 3,422.74 million and accounted for approximately 12.4 per 
cent of the country’s Gross Domestic Product (GDP) in 2010. The number of direct 
employees in the tourism sector increased to 41,900 in 2010 with some 36 per cent of them 
(15,080) working in hotels. Also, the number of tourist arrivals to Jordan increased to 8.25 
million in 2010. If the Jordanian economy wants to utilise these potential opportunities, it has 
to expand and improve all the related tourism sector components to match the growth of 
tourist flows towards Jordan (Jordanian Ministry of Tourism, 2011).
In the hospitality industry a resort is defined as “tourist accommodation catering primarily to 
leisure travellers, providing a range of recreational facilities and differentiated by experiential 
qualities in the context of a particular regional destination” (Ernst and Young, 2003: p. 4). 
Resorts face several challenges such as a shortage of trained employees especially in 
unskilled jobs and, since these jobs are low paid and require the least educated people, that 
has led to an increase in the level of employee turnover as a main problem in resorts (Dabbas, 
2000). Hence, resorts rely on seasonal workers and this challenges managers to hiring, 
training, and motivating many new employees each season (Mill, 2001). On the other hand, 
hospitality employee attitudes are especially important aspects at work because guests have 
high expectations of service when they are spending their vacation in resorts, and they expect 
a high quality of service in an efficient, courteous and professional way. This leads to 
increased pressure on employees to be more friendly, productive and effective in providing 
outstanding service in order to maintain guest loyalty to the resort (Dabbas, 2000). 
Employees' attitudes and their behaviour towards customers have a significant impact on 
customer-perceived service quality (Ekinci, 2002; Zeithaml and Bitner, 2003). Because of the 
pressures that resorts face with seasonality they tend to rotate employees through different 
positions during the off-season, requiring employees to have multiple skills (Mill, 2001).
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Due to these challenges in the hospitality industry, many organisations, including hotels, have 
responded by adopting Total Quality Management (TQM) as a management approach in 
order to provide new solutions through organisational creativity and innovation as well as 
established outeomes in terms of produetivity and service delivery. Since TQM is a necessary 
management philosophy to improve organisational performance, it has become popular in the 
hotel industry to achieve business excellence through its Critical Success Factors (CSFs). This 
study is going to identify the CSFs for successful TQM implementation in four- and five-star 
resort hotels, and to investigate the consequent effects of TQM on organisational creativity.
1.2 SIGNIFICANCE OF THE STUDY
Changing technology, increasing global competition and shortening of the product life cycle 
have made organisations more vulnerable to failure than at any time in the past. It is important 
for organisations to address business issues creatively (Wong and Pang, 2003 a). 
Organisations in an increasingly competitive business environment need to become creative 
(Andriopoulos and Lowe, 2000) in order to develop their products and services through 
building an organisational environment that encourages creativity (Andriopoulos, 2001). 
Thus, each organisation has to overcome its competitors by encouraging both itself and its 
employees to search for new work processes, new ideas, new products and services, and new 
strategies for withstanding the changing business environment in order to survive and grow 
(Ehigie and McAndrew, 2005).
Organisations are increasingly dependent on creativity to enhance innovation and, therefore, 
research is needed to examine the role of creativity efforts in enhancing innovation 
performance. Most studies have been conducted on enhancing creativity at the individual 
level, with very few studies focused on creativity at the organisational level. Creativity 
appears as an important tool to reduce competitive pressure by solving problems and adopting 
new technologies to overcome external threats (Williams, 2001). Success in organisations is 
more dependent on creativity and innovation than ever (Wong and Pang, 2003b) as they need 
to find new methods and products, increase motivation and job satisfaction, increase 
efficiency, strategic thinking at all levels and teamwork, and put a greater focus on customer 
satisfaction (Basadur et al., 2002). Creativity seeks new solutions to product problems, as well 
as new and better solutions to business and customer problems (Mostafa, 2005). This study 
focuses on organisational creativity, not on the implementation of creative outcomes. It 
attempts to explore the role of creativity in making innovation happen within an organisation. 
In addition, it focuses on how hotels encourage creativity in their working environment 
through identifying the key faetors that impact organisational creativity.
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Organisations that have implemented TQM practices have achieved better employee relations, 
higher productivity, greater customer satisfaction, increased market share and improved 
profitability (GAO, 1991). Implementing TQM in a proper way provides benefits for 
organisations such as: reduced wages and costs, improved service, fewer complaints, 
increased customer retention, more efficient and effective use of resources (Witt and 
Muhlemann, 1994); improved quality and less rework, reduced costs of poor quality, 
improved competitive advantage (Antony et al., 2002) increased efficiency (Zairi, 2002); 
eliminated defects, reduced scrap (Walsh et al., 2002); reduced waste, increased inventory 
turnover, enhanced service/product quality (Kaynak, 2003), and these improvements will lead 
to better business performance (Zairi, 2002; Kaynak, 2003, 2006).
Adopting TQM practices has a positive relationship with business performance and service 
quality in the hotel industry (Cheung, 2006). TQM also benefits employees; clearly, the 
practices of TQM encourage employee participation, promote employee empowerment and 
recognise the employees’ role in achieving the objectives of organisations. For example, 
TQM practices increase employee motivation, enhance job involvement, improve job and 
career satisfaction, and encourage greater organisational commitment and morale (Witt and 
Muhlemann, 1994; Antony et al., 2002; Walsh et al., 2002; Karia and Asaari, 2006).
TQM focuses not only on product/service quality, but also on the quality of employees. 
Implementing TQM in an organisation will lead to creating a culture that encourages 
employees to work together across the organisation, improving personal responsibility and 
enhancing a sense of accomplishment in the tasks of the job (Karia and Asaari, 2006). The 
principles of TQM can create an organisational climate that is necessary for encouraging and 
adopting innovation in organisations (Montes et al., 2003), but it has also been suggested that 
innovation could be hindered by some forms of TQM implementation (Martinez-Costa and 
Martinez-Lorente, 2008). The main benefits of TQM implementation in organisations can be 
achieved through improved training, communication, teamwork, creativity, innovation, 
decision making and trust (Karia and Asaari, 2006). As a result, TQM supports some features 
among employees such as autonomy, creativity and self-control that encourage cooperation in 
an organisation (Vouyas and Psyehogios, 2007).
Organisations following TQM implementation will become more innovative, developing new 
products and finding better ways for the production process and consequently enhancing 
competitiveness (Turchi, 2001). Another viewpoint suggested by Guimaraes (1997) is that 
employee creativity and innovativeness are considered as key requirements for successful 
TQM implementation. However, TQM has been widely implemented by many organisations
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as one of a series of productivity improvement programmes in order to achieve a competitive 
edge, quality and productivity (Samson and Terziovski, 1999; Kaynak, 2003; Karia and 
Asaari, 2006).
Although several empirical studies of TQM have been conducted around the world, there is a 
lack of information about the nature and stage of TQM implementation in the Middle East, 
Asia, Africa and South America (Sila and Ebrahimpour, 2003). Few empirical studies have 
been conducted in developing countries in general and in the Arab countries in particular, 
including Jordan (Al-Madi, 2005). Reviewing the literature indicated that there is no evidence 
that the CSFs of TQM implementation and their impact on organisational creativity has been 
studied in the hotel industry, particularly in Jordan. It was found that the number of TQM 
studies in the hospitality industry in general is very limited and only ten have been conducted 
in hotels, with most of these using case studies and measuring models of quality management 
(e.g. Malcolm Baldrige National Quality Award (MBNQA)) rather than TQM. Therefore, 
further TQM studies in the hotel industry are needed to fill that gap (Sila and Ebrahimpour, 
2002).
A review of the literature on TQM and organisational creativity showed that no study has 
addressed the implementation of TQM to stimulate organisational creativity in the hospitality 
sector in general and in Jordanian resort hotels in particular. In addition, there are no similar 
studies conducted in Jordanian resort hotels either in TQM or organisational creativity. In 
spite of the shortage of academic attention to creativity in the Arab world, few studies have 
been focused on organisational creativity (Mostafa, 2005). Most studies in TQM focus on 
investigating the impact of TQM on organisational performance. However, this study can be 
considered as a first attempt to explore the impact of the CSFs of TQM on work outcomes 
related to organisational creativity, innovation and productivity in Jordanian resort hotels. 
This investigation will provide valuable information on the relative importance of CSFs of 
TQM, which can help hotel managers to focus on those that are important to employee 
attitudes, work environment for creativity and work outeomes. Hence, this study attempts to 
provide a comprehensive set of CSFs of TQM for the hotel industry. The value of this study 
comes from filling the gap in the literature related to TQM implementation and organisational 
creativity in Jordan, specifically in the hotel industry.
1.3 THE AIM OF STUDY
The aim of this study is to explore the impact of the TQM implementation on organisational 
creativity in Jordanian resort hotels. Thus, this study aims to contribute to existing knowledge
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regarding the hypothesised relationship between TQM implementation and organisational 
creativity.
1.4 THE OBJECTIVES OF STUDY
The objectives of this study are:
1. To identify the CSFs of TQM implementation, as well as the level of TQM 
implementation, in Jordanian resort hotels.
2. To explore the appropriate working environment for organisational creativity, and to 
investigate organisational creativity in Jordanian resort hotels.
3. To investigate through a review of previous research the link between TQM 
implementation and an appropriate working environment for creativity.
4. To investigate and analyse the relationship between TQM and organisational 
creativity in Jordanian resort hotels.
5. To explore the role of employee attitudes in mediating the relationship between work 
environment for creativity and organisational creativity.
6. To provide recommendations to managers of Jordanian resort hotels in order to 
improve the implementation of TQM and stimulate organisational creativity.
1.5 THE STRUCTURE OF THE STUDY
The chapters of this thesis are organised and arranged to cover the main ideas that help to 
explore the relevant literature and discover the major findings of this study. This thesis 
comprises ten chapters, as described below and summarised in Figure 1.1.
Chapter One: Introduction to the Study
This chapter provides an introduction to this study, giving the background and significance of 
the study, as well as the study’s aim and objectives, and the structure of the thesis.
Chapter Two: Understanding Resort Hotels in Jordan
This chapter is the first part of the literature review. It discusses the definition of resort, resort 
characteristics and resort hotels in Jordan. The chapter presents facts about Jordan in general 
and the tourism industry in particular and, finally, the study context.
Chapter Three: Exploring the Development and Implementation of TQM
This chapter is the second part of the literature review. It covers the literature related to TQM 
that investigates various aspects of TQM including definition, origin, process, CSFs (both soft
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and hard), implementation in the hospitality industry and other industries, as well as the 
benefits.
Chapter Four: Reviewing the Nature of Organisational Creativity
This chapter is the third part of the literature review. It reviews the relevant literature 
concerning organisational ereativity. It explores the concepts of individual creativity and 
organisational ereativity, innovation, the nature of ereativity, organisational creativity in the 
hospitality industry and other industries, development of ereativity, and faetors affecting 
organisational creativity at individual and organisational levels.
Chapter Five: Discovering the Relationship between TQM and Organisational 
Creativity
This chapter is the fourth part of the literature review. The chapter reviews empirical studies 
of the relationship between TQM implementation and organisational creativity through direct 
and indirect relationships in order to build the theoretical framework. It also reviews the 
indirect relationships between TQM and work outcomes (i.e. organisational ereativity, 
innovation and productivity) mediated by employee attitudes and the organisational climate 
for ereativity. At the end of this chapter, the proposed conceptual framework is presented.
Chapter Six: Research Design and Methodology
This chapter explains and justifies the general methodology adopted in this study. It covers 
research questions, research philosophy, research design, sampling procedures, the study’s 
proposed model and research hypotheses, the definitions and measurement of the study’s 
variables, research instrument design, data collection and data analysis techniques.
Chapter Seven: Data Analysis and Findings (Survey 1: TQM Data)
This chapter is the first part of the study’s data analysis. It presents descriptive and 
hypotheses testing analyses (i.e. regression analysis, and Struetural Equation Modelling 
(SEM) analysis) of the data collected from the TQM survey, including the TQM scales and an 
innovation scale. It also includes a descriptive analysis of the sampled managers’ gender, age, 
education and other demographic faetors, as well as characteristics such as the classification 
and affiliation of the hotels involved in the study. Furthermore, the chapter presents both 
exploratory and confirmatory factor analysis, and validity and reliability tests of the TQM 
instrument. The findings show the level of TQM implementation in the sampled hotels and 
their current level of innovation, and cluster analysis classifies the hotels into groups based on 
their TQM implementation. Then, both regression analysis and SEM analysis were conducted
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to test the proposed model and hypotheses, and a t-test was conducted to investigate any 
significant differences between hotels with regard to the level of TQM implementation.
Chapter Eight: Data Analysis and Findings (Survey 2: Creativity Data)
This chapter is the second part of the study’s data analysis. It provides descriptive and 
hypotheses testing analyses (i.e. regression analysis, and SEM analysis) of the data collected 
from the creativity survey, which included several scales such as work environment for 
ereativity, employee attitudes (i.e. intrinsic motivation, job satisfaction and organisational 
commitment), and work outcomes in terms of creativity, produetivity. Employee Service 
Innovation Behaviour (ESIB) and New Service Development (NSD). A descriptive analysis 
of the sampled employees’ gender, age, education and other demographic factors is also 
presented. In addition, the chapter presents both exploratory and confirmatoiy factor analysis, 
and validity and reliability tests of the ereativity instrument. The findings present the current 
work environment for ereativity in the sampled hotels, employee attitudes and work outeomes 
among employees. Then both regression analysis and SEM analysis were conducted to test 
the proposed model and hypotheses. Finally, the link between this chapter’s findings and the 
findings of Chapter Seven are presented in this chapter.
Chapter Nine: Findings Discussions
This chapter discusses the findings of both Chapter Seven and Chapter Eight more 
specifically, and highlights the links between the findings of the previous two chapters. These 
findings are discussed in the light of the findings of previous studies.
Chapter Ten: Conclusion
This chapter provides the final conclusions of this study, and highlights the contributions of 
the study in terms of both theoretical and practical contributions. It discusses the major 
limitations of this study and directions for further research.
- 7
M. Al-Ababneh Chapter 1: Introduction to the Study
Figure 1.1: The Research Structure
Chapter One 
Introduction
Literature Review
Chapter Two 
Hotels in Jordan
Chapter Three 
TQM
Chapter Four 
Creativity
Chapter Five 
TQM and Creativity
Chapter Six 
Research Methodology
Data Analysis
r Chapter Seven 
Survey 1 (TQM)
----
V J
Chapter Eight 
Survey 2 (Creativity)
Chapter Nine 
Discussion of Findings
Chapter Ten 
Conclusion
CHAPTER TWO 
UNDERSTANDING RESORT HOTELS
IN JORDAN
M. Al-Ababneh Chapter 2: Understanding Resort Hotels in Jordan
CHAPTER TWO 
UNDERSTANDING RESORT HOTELS IN JORDAN
2.1 INTRODUCTION
This chapter presents a background o f the study context. Section 2.2 shows general facts 
about Jordan. The following sections 2.3, 2.4, and 2.5 displays an overview o f Jordan’s 
economy, the tourism industry in Jordan, and Jordanian hotel industry respectively. Next, 
section 2.6 justifies the context o f study that including four- and five-star resort hotels in 
Jordan. Section 2.7 presents the definitions and the main issues related to resort hotels. 
Finally, section 2.8 provides a summary o f the background o f the study context.
2.2 FACTS ABOUT JORDAN
Jordan is located in the heart of the Middle East, in a strategic location between Asian Arab 
countries in the East and African Arab countries in the West. Jordan is bordered in the North 
by Syria, in the South by Saudi Arabia, in the East by Iraq, and in the West by the occupied 
West Bank and Israel. Jordan has access to the Red Sea via the port city o f Aqaba, located at 
the Northern end of the Gulf o f  Aqaba.
MATERIAL REDACTED AT REQUEST OF UNIVERSITY
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Jordan’s population is 6.113 million in 2010, 37.3 % of population are less than 15 years old 
and therefore Jordanian society is regarded as a young society, 59.5% of the population are 
between 16 and 64 years old, and only 3.2% of the population are over 65 years old. The main 
religions in Jordan are Islam and Christianity. The majority of the country is semi desert since 
it consists 78.4% of the kingdom’s area. Therefore, Jordan’s climate is a combination of 
Mediterranean and arid desert climates, the Mediterranean climate prevailing in the North and 
West of the country, while the arid desert climate prevailing in the East and South of country. 
Generally, the country has warm, dry summers and mild, wet winters, with annual average 
temperatures ranging from 12 to 25 °C and summertime highs reaching 40 °C in the desert 
regions.
Jordan is a small country in the Arab world; it has limited supplies of water, oil, and other 
natural resources. The country’s economy faces three fundamental problems of poverty, 
unemployment, and recently inflation. Therefore, Jordan focuses mainly on the service sector 
and the human capital which make up the major sectors of the national economy. This sector 
topped the list of all economic sectors in terms of contribution to the overall growth rate in 
2010. The service sector generated 65.8% of the total GDP in Jordan, while 34.2% came from 
the manufacturing sector.
2.3 THE ECONOMY OF JORDAN: AN OVERVIEW
Jordan has conducted a comprehensive social and economic reform agenda over the ten years 
since King Abdullah II assumed his constitutional powers as Monarch of the Hashemite 
Kingdom of Jordan in 1999 in order to build a modem state based on economic vitality with 
substantial potential for growth and social stability. King Abdullah II made it a priority to 
integrate Jordan into the new global economy, and he has exerted extensive effort to ensuring 
sustainable levels of economic growth and social development aimed at improving the 
standard of living of all Jordanians. In 2000, under King Abdullah's reign, Jordan was 
admitted to the World Trade Organization (WTO), and ratified agreements for the 
establishment of a Free Trade Area with the United States of America, the European Union, 
the European Free Trade Association countries, and sixteen Arab countries. This creates 
tremendous opportunities for investing in Jordan, for instance, the foreign direct investment in 
Jordan in 2010 was US$ 1,706.21 million. Consequently, Jordan has become one of the most 
progressive countries in the Middle East. Table 2.1 displays the main economic indicators of 
the Jordanian economy over the period 2006 - 2010.
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Table 2.1: Main Economie Indicators of Jordan 2006 -  2010, in Jordanian Dinar (JD) 
Million
Indicators 2006 2007 2008 2009 2010
Population (In Million) 5.600 5.723 5.850 5.980 6.113
Unemployment rate (%) 14.0 13.1 12.7 12.9 12.5
Average JD exchange rate against US Dollar 1.410 1.410 1.410 1.410 1.410
Gross Domestic Product GDP at market price 11,092.6 12,595.7 16,108.0 17,815.6 19,527.9
Real GDP growth rate (%) 7.9 8.5 7.6 2.3 3.1
The growth rate of total commodity- 
producing sectors
9.3 8.1 7.2 2.7 2.8
The growth rate o f total services sectors 7.4 7.1 7.2 3.5 5.1
Foreign direct investment in Jordan 2,512.7 1,859.1 2,005.7 1,722.9 1,208
Inflation rate (%) 6^5 4.7 13.9 -0.7 5.0
Source: The C entral B ank o; 'Jo rd a n  (2011)
As shown in Table 2.1 the rate of growth of GDP has decreased steadily to reach 3.1% in 
2010 compared to 8.5% in 2007. In terms of industry growth, the service-producing sectors 
grew collectively at 5.1%, while the commodity-producing sectors grew at 2.8% in 2010 
compared to 3.5 % and 2.7 % in 2009, respectively. The fastest growing sectors in 2010 were 
mining and quarrying (32.4%); agriculture, hunting, forestry and fishing (8.2%); transport, 
storage and communication (6.2%); trade, restaurants and hotels (5.7%); and financial, real 
estate and business services (4.6%). Improvements in economic activity in 2010 have 
reflected the relative importance of the service-producing sectors to Jordan’s GDP that 
generated 65.8 % against 34.2 % for the commodity-producing sectors. The unemployment 
rate has declined to reach 12.5% in 2010. Finally, the inflation rate has decreased to reach 5% 
in 2010 compared to the highest rate 13.9% over the last 20 years in 2008.
The following diagram shows the relative importance of economic sectors to Jordan’s GDP 
during 2010. As Figure 2.1 displays, the sector of finance, real estate and business services is 
the most important sector that contributed (21.1%) of Jordanian GDP. This is followed by the 
manufacturing production (19.7%); transport, storage and communication (18.1%), producers 
of government services (14.5%); and trade, restaurants and hotels (11.9%) respectively. Thus, 
the hotel sector occupied the fifth rank based on the relative importance of economic sectors 
to Jordan’s GDP in 2010. The statistics indicate that the hotel sector is important for Jordan’s 
economy, and therefore more attention must be given to this sector.
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Figure 2.1: The Relative Importance of Economie Sectors to GDP in 2010 (%)
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Government 14.50%
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2 .10%  
Construction 5.50%
Transport, Storage 
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18.10%
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Source: The Central Bank of Jordan (2011)
2.4 THE TOURISM INDUSTRY IN JORDAN
Tourism plays an important role in the Jordanian economy and contributes highly to the 
country’s GDP compared with the other sectors. Tourism’s contribution to the Jordanian 
economy was estimated to be US$ 3,422.74 million and accounts for approximately 12.4 per 
cent of the country's GDP in 2010. It provides the Jordanian economy with hard currency and 
creates new jobs. The tourism sector is a promising sector in Jordan due to Jordan being 
considered as an attractive country for tourists in the world for reasons such as the diversity of 
nature, the deep-rooted cultural heritage, and the country’s political stability. In addition, 
Petra became one of the “Seven Wonders of the World” in 2007, and that attracts more 
tourists from around the world. The number of arrivals has increased from 7.08 million in 
2009 to 8.25 million in 2010, a growth of about 16.5%. As well tourism income has increased 
by 17.2% from 2009 to 2010. The tourism statistics between 2006 and 2010 indicate that the 
tourism sector in Jordan is growing rapidly. The tourism income has increased from 
JD 1,460.8 million in 2006 to JD 2,423.36 million in 2010. The total number of hotels was 
487 in 2010 compared to 476 hotels in 2006. The occupancy rate in all hotels has increased to 
reach 48% in 2010, which was the highest rate over the last five years, compared to 33.7% in 
2006 as shown in Table 2.2 (Jordanian Ministry of Tourism, 2011).
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Table 2.2: Tourism Statistics Indicators 2006-2010
Indicator 2006 2007 2008 2009 2010 Relative 
change % 
2009/2010
Total number of visitors 6,712,804 6,528,626 7,100,483 7,084,552 8,247,136 16.4%
Tourists
(overnight visitors)
3,546,990 3,430,959 3,728,724 3,788,892 4,557,024 20.3%
Same day visitors 3,165,814 3,097,666 3,371,759 3,295,660 3,690,112 12.0%
Number of package tour 
tourists
278,341 359J25 506,674 474,683 707,790 49.1%
Average length o f stay 4.2 4.4 4.3 4.8 4.5 -6.25%
No. of classified and 
unclassified hotels
476 470 481 485 487 0.4%
Number of rooms in 
hotels
2f& # 21^87 22,507 23J13 23,882 3J94
Number of beds in hotels 42,029 42,140 43,922 44,371 45,880 3.4%
Occupancy rate 33.794 37.3% 42.8% 45.8% 48% A8%
Tourism income 
(million JD)
1,460.8 l,63!k3 2,088.9 2,067.0 2,423.36 17.2%
Source: Jordanian Ministry of Tourism (2011)
The increase in tourism activities during the last five years, as discussed earlier in this section 
indicated that the tourism sector has created more new jobs as shown in Table 2.3. As seen in 
the following table, the total direct employment in the tourism sector has increased by 10,837 
new jobs during the last five years. In 2010, there were 41,900 employees working in the 
tourism sector, of which about 41.4% are working in tourist restaurants, about 36% in hotels, 
about 10.4% in travel agencies and 3.6% in car rental companies.
Table 2.3: Number of Employees in Different Tourism Activity, 2006-2010
Type of Activity 2006 2007 2008 2009 2010 Relative 
Change 
% 09/10
Share%
2010
Hotels 13,256 13,193 13,994 14,690 15,080 27% 36.0%
Tourist Restaurants 9,474 13,472 15,498 16,517 17,345 5.0% 41.4%
Travel Agencies 2,888 3,408 3,680 3,981 4,351 9J%o 10.4%
Car Rental Companies 1^^7 1,417 1,500 1,520 1,520 0.0% 3.6%
Tourist Shops 530 637 732 772 791 2j%6 1.9%
Tourist Guides 672 686 803 855 988 15.6% 2.4%
Horse Guides 613 613 713 713 713 0.0% T7%
Tourist Transportation 
Companies 758 814 881 879 939 &8% 22%
Diving Centres 32 45 45 45 45 0.0% 0.1%
Water Sports 97 120 120 120 125 42% 02%,
Total 31,063 34,405 37,966 40,092 41,900 4.5% 100%
Source: Jordanian Ministry of ourism (2011)
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2.4.1 The Hotel Industry in Jordan
This section presents a brief discussion of the main statistics concerning hotels in Jordan. The 
hospitality industry (including hotels and restaurants) is one of the most important sectors in 
Jordan, since in 2010 the total number of employees in the hospitality industry represents 
77.4% of the total direct employment in the tourism sector. The total number of employees in 
hotels in 2010 was 15,080, of which about 96.01% work in four locations: 59.89% in 
Amman, 17.13% in Aqaba, 11.27% in the Dead Sea, 7.73% in Petra. Only 3.99% work in 
other areas. Jordanian nationals make up 87.1% of the total employees, while Non Jordanian 
employees were 12.9%. The majority of employees 91.86% were male and female employees 
were 8.14% as shown in Table 2.4.
Table 2.4 Number of Employees in Hotels 1)y Locality, 2010
Location Total No. of Employees in 
Hotels
Share of Total Employees in 
Hotels % 2010
Amman 9,032 59.89%
Aqaba 2,583 17.13%
Dead Sea 1,699 11.27%
Petra 1,165 7.73%
Other areas 601 3.99%
Total 15,080 100%
Nationality Jordanian 13,141 874A&
Non Jordanian 1,939 12.9%
Gender
Male 13,853 91.8694
Female 1,227 844%
Source: Jordanian Ministry of Tourism (2011)
The creation of new jobs in the hospitality industry has increased by 51.24% in 2009 
compared to 2008. The tourism statistics indicated that 5,912 new employments were created 
but 3,660 employees left their jobs, which means that this sector creates 2,247 new jobs in 
2009. The statistics show that the hospitality industry consists of 2.94% of total Jordanian 
employment in 2009. These new jobs 89.19% were filled by males, and only 10.81% by 
females as seen in Table 2.5.
Table 2.5: Job Creation in the Hotels and Restaurant Sector, 2008-2009
Item 2008 2009
New Employments 3,909 5,912
Jobs Lost (number of employees left their jobs) 2J62 3,665
Net Job Creation 1,748 2,247
Share of the total employment % 2.7% 2.94%
Gender Male 1,586 2,004
Female 162 243
Source: Department of Statistics in Jordan (2011)
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The Jordan Hotel Association (JHA), a non-profit association representing the hotel industry 
throughout Jordan, was established in 1969 to promote cooperation among hoteliers. The JHA 
assists members to meet international standards. It is a member of the Arab Hotel and 
Tourism Association (AHTA), and the International Hotel and Restaurant Association 
(IH&RA). JHA represents more than 487 classified and unclassified hotels throughout Jordan 
(Jordan Hotel Association, 2011).
Jordan has a variety of hotels ranging from international chains to small apartments. Thus, the 
hotel industry in Jordan is classified into three groups as shown in Table 2.6. The first group, 
the classified hotels represent large hotels including local hotels and international chain 
brands (e.g. Movenpick, Intercontinental, Four Seasons, Holiday Inn, Marriott, etc.). The 
tourism statistics indicate that in 2010 there are 208 classified hotels, with 27 five-star hotels, 
25 four-star hotels, 46 three-star hotels, 56 two-star hotels, and 54 one star hotels. The total 
number of rooms in these hotels is 16,931, with a total of 31,613 beds. The total number of 
employees in the hotel industry in 2010 is 15,028, of which about 90.97% are working in 
classified hotels. The second group, apartments and suites are classified as a mid-size family 
business, and there are 133 apartments and suites. These apartments and suites include 4,537 
rooms and 8,779 beds. Around 867 employees are working in the apartments sector which 
makes up 5.77% of the Jordanian hotel workforce. The third group, unclassified hotels 
represents an important sector for internal tourism in the hotel industry. There are 127 
unclassified hotels, two hostels, one motel, and 16 campsites. The total number of rooms and 
beds in this sector are 2,414, and 5,488 respectively. The total workers in unclassified hotels 
and other accommodation are 490, which consists of 3.26 % of the Jordanian hotel workforce. 
In the hotel industry, the majority of employees are Jordanians 88.07%, against to 11.93 % 
non-Jordanians. As well most employees are males 92.46%, while 7.54% are females, as 
Table 2.6 shows:
Table 2.6: Number of Hotels 
Classification in 2010*
and Employees Distributed by Nationality and
By classification No. of 
Hotel
Suite Room Bed Jordanian Non Jordanian Total
Male Female Male Female
Five Stars 27 473 1^697 11,776 (\898 462 443 118 7,921
Four Stars 25 227 3,285 5,922 2,441 145 127 47 2,760
Three Stars 46 220 21,231 (^249 1,355 109 314 63 1,841
Two Stars 56 118 :^237 4h620 516 52 186 27 781
Star 54 28 1,481 3,046 272 17 75 4 368
Sub Total 208 1,066 16,931 31,613 11,482 785 1,145 259 13,671
Apartments B 22 557 976 1,722 105 17 73 1 196
Apartments C 87 1,689 2L639 5,200 197 16 142 8 363
Suites A 2 44 63 146 68 8 0 0 76
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By classification No. of 
Hotel
Suite Room Bed Jordanian Non Jordanian Total
Suites B 9 228 303 555 95 7 12 0 114
Suites C 13 3278 556 1,156 81 10 27 0 118
Sub Total 133 2,896 4,537 8,779 546 58 254 9 867
Unelassified Hotels 127 0 1,674 3,898 238 16 73 0 327
Hostel 2 0 14 34 12 1 0 2 13
Motel 1 1 11 18 0 0 1 0 1
Camping 16 0 715 E538 93 5 51 0 149
Sub Total 146 1 2,414 5,488 343 22 125 2 490
Grand Total 487 3,963 23,882 45,880 12,371 865 1,524 268 15,028
* Data until 30/09/2010 Source: Jordanian Vlinistry of Tourism (20 1)
2.5 RESORT HOTELS
The resort industry is considered as a distinctive and dynamic segment of the hospitality 
industry (Brey, 2011). Traditionally, resorts are considered as places for making social 
contacts, attending social occasions, and improving health and fitness (Huffadine, 1999). 
There are several definitions for resorts in leisure industry research, these descriptions and 
definitions define the variety of resorts’ features and functions (Murphy, 2008). For example. 
Gee (1996: p.22) defined the resort concept as “accomplished through the provision of quality 
accommodation, food and beverage, entertainment, recreational facilities, health amenities, 
pleasant and restful surroundings, and most important, an extremely high level of service 
delivered in a friendly and personalised manner”. While, Ernst and Young (2003: p. 4) 
defined a resort as “tourist accommodation catering primarily to leisure travellers, providing a 
range of recreational facilities and differentiated by experiential qualities in the context of a 
particular regional destination”.
A resort hotel is considered as the most common type of resort development. Clearly, a 
business hotel guest selects a hotel based on convenience and purpose, while the guest at a 
resort hotel visits it for relaxation purposes (Mill, 2001). When the prefix ‘resort’ is attached 
to a hotel, tourists expect from that hotel provides superior facilities and services (Murphy, 
2008). The convenience for business travellers means the hotel is close to the businesses to be 
visited, while for leisure travellers it means proximity to tourist attractions (Mill, 2008). 
Therefore, leisure customers are considered the main market in resort hotels rather than 
conventional customers. Consequently, resort hotels are located at destinations to attract and 
target customers with their high levels of service and accommodation for leisure and 
relaxation (Jones, 2002). Historically, resorts were used as the main planned destinations for 
pleasure and leisure travellers only. Recently, resorts have also become target destinations for 
national and international conventions and meetings (Stutts and Wortman, 2006). Thus, many
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resort hotels offer and attract meetings, conventions, and conferences in order to maintain or 
increase occupancy in general and especially during low and off seasons (Walker, 2007).
A resort is designed to emphasise a core activity such as a beach, a heritage site or a golf 
course, and supported with other services such as accommodation, restaurants and retail 
opportunities (Murphy, 2008). Consequently, resort hotels are different from commercial 
hotels in terms of their location and facilities. The resort hotels have attractive natural features 
since they are located in attractive destinations, also various amenities either onsite or off-site 
facilities are offered by resort hotels (Mill, 2001, 2008). Given this distinction, a resort hotel 
is designed around its leisure facilities and extensive recreation. The organisational structures 
and staffing requirements in resort hotels are different from traditional hotels, given the nature 
of the services that are offered. These resort hotels are located in areas which are considered 
as destinations in their own right; a resort hotel is completely full service hotel therefore 
guests at resorts do not need to go outside of the resort (Jones, 2002). Whereas, Stutts and 
Wortman (2006: p.22) considered a resort hotel as a special type of full-service hotel, they 
defined a full service resort as “geared to vacation travellers. This destination offers varied 
food and beverage outlets, speciality shops, meeting or conference facilities, entertainment, 
and extensive recreational facilities for special interests such as golf, tennis, skiing, fishing, 
and water sports. Assorted social and recreational programs are typically offered in season, 
and a variety of package plans are usually available, including meal plans. Larger resorts may 
offer a variety of guest accommodation.”
The resort is often used as the final destination with superior location and full-service 
facilities by pleasure and leisure travellers (Stutts and Wortman, 2006). In addition, 
accessibility to resort hotels is very important for all types of resort hotels in order to attract 
customers, therefore resort hotels require locations which are close to commercial centres, 
and a railway station or an airport for overseas customers (Jones, 2002). Resort hotels tend to 
be affiliated with a chain, they range in size from 125 to 400 rooms and located in major 
resort locations (Mill, 2008).
Resorts can be characterised according to three factors (Mill, 2001):
1. Proximity to primary market, therefore resorts can be either destination resorts or 
non-destination resorts. Destination resorts far from the market at least several 
hundred miles. While non-destination resorts just two to three hours driving from the 
primary market.
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2. Setting and primary amenities, resorts can be categorised by their locations and 
amenities. Thus, resorts can be mountain resorts, ski resorts, lake resorts, ocean 
resorts, river resorts, and golf resorts.
3. Mix of residential and lodging properties, resorts can be classified according to their 
mix of residential lodging facilities since lodging facilities play the main role to 
characterise resorts.
Since the high level of services in resorts and that requires more employees per room than any 
type of hotels, and therefore payrolls in the resort hotels are the highest among all types of 
hotels (Jones, 2002). However, Walker (2007) explained that resort hotels face several 
challenges, which are guests’ expectations and services, seasonality or low occupancy, and 
competition. Firstly, resort guests are always looking for leisure and recreation in a good 
climate in order to engage in recreational activities, and they travel with considerable 
locations of resorts to stay longer than hotel guests. This presents operating challenges to 
resort managers to provide various services at a high quality and present and serve in an 
attractive and attentive manner. Secondly, seasonality in resorts is considered another 
operating challenge during low seasons or very low occupancy. This presents a challenge for 
resort managers to attract and train new staff, and retain competent staff. Finally, increased 
global competition from direct competitors and indirect competitors, therefore resort 
managers faced challenges to attract guests and to repeat those guests to resort. In addition, 
tourism and hospitality sectors faced several problems such as labour shortage in industry for 
more than 20 years, employees stress at work to provide outstanding services in order to meet 
guests expectations, and employees turnover rate varies within tourism and hospitality sectors 
and ranging from zero for small family business to over a hundred per cent in large businesses 
(Murphy, 2008).
On the other hand, in order to increase the occupancy rate at resort hotels, resort managers 
started to attract different activities such as sales meeting, business meetings, conventions, 
incentive groups, spas, sporting events, additional sporting and recreational facilities, 
ecotourism, adventure tourism, and so on (Walker, 2007). Also, it is important for resorts to 
provide high levels of service in a competitive workplace that faces labour shortage and rising 
guest expectations on employees. Therefore, resorts are designed and managed to raise the 
quality of facilities and services in order to remain competitive with other competitors in the 
leisure industry (Murphy, 2008). Lin et al. (2011) argued that most tourists in resort hotels 
considered most services as critical, and they suggested that resort hotel operators must 
continuously provide more intricate and customized service quality to increase tourist 
satisfaction, more specifically, resort hotels operators should offer more services to tourists
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than basic service quality in order to create more attraction quality elements and increase 
hotels profit. Whereas, Brey (2011) suggested that resorts operators should ensure quality 
customer experiences rather than just service quality.
Resorts have to overcome the previous challenges through various ways such as capturing 
customers by differentiating themselves from their competitors and providing outstanding 
services. Resorts serving national and international customers that requires to provide 
sufficient activities, attractions and accommodation, which are not only of the highest quality 
but are competitive on the global market in order to keep their guests for longer stay. The 
guest within the resort requires quality as well as mass of activities by providing fabulous 
facilities and super service that force resorts to obtain the latest technical advances in their 
field, and employ outstanding professionals. A ‘resort hotel’ needs to provide a critical mass 
of internal activities that will hold its guests within business and in combination with quality 
rooms, retail opportunities, gastronomic and entertainment. Consequently, resorts can attract 
guests through competitive market, differentiation and branding, they will hold their guests by 
providing attractive setting, sufficient critical mass of activities and supportive staff (Murphy, 
2008). That requires resort hotels to enhance their organisational creativity and innovation in 
order to differentiate themselves from other competitors.
Due to the customers’ expectations are being changed all the time, hospitality organisations 
found quality implementation as an essential competitive element, and therefore continual 
quality improvement is critical to achieve business competitive success. Thus, during the 
previous decade many organisations in the hospitality industry have embraced the TQM 
concept (Cannon, 2002). Providing higher service quality has some benefits to hotels such as 
competitive advantage, continuous improvement, management leadership, work development, 
employee job satisfaction, employee involvement and empowerment, increased employee 
working value, organisational commitment, teamwork and communication, reduce costs, 
economic profits, sustainability in organisations, customer satisfaction, and customer loyalty. 
The CSFs of TQM implementation are important to provide better service to customers. 
Consequently, providing higher service quality benefits both customers and employees in the 
hotel industry (Shahbazipour, 2007). This study aims to recognise the impacts of TQM 
implementation in the hotel industry that leads to provide better service to customers through 
organisational creativity and innovation, and therefore providing higher service quality 
benefits hotels and their employees as well customers.
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2.6 THE CONTEXT OF THE STUDY
Resort hotels represent a main sector in the Jordanian hotel industry. According to Table 2.6 
there are 27 five-star hotels and 25 four-star hotels in Jordan in 2010. These hotels represent 
international chains and some independent hotels. These hotels represent 25% of the total 
classified hotels in Jordan and they employ around 10,681 employees represents 71.07% of 
the total Jordanian hotel workforce, of which about 74.16% are working in five-star hotels, 
and 25.84% are working in four-star hotels.
This study selected four- and five-star resort hotels in Jordan since these resort hotels employ 
more than 28.20% of the total Jordanian hotel workers, as well they generate the largest 
percent of hotels income due to their location in tourist destinations. On the other hand, resort 
hotels have several problems and challenges related to employees (i.e. high turnover rate; a 
shortage of qualified staff, employees stress), and operations (i.e. low occupancy and 
seasonality; stress work environment; high customers’ expectations; high competition), and 
ultimately, service quality (i.e. poor perceived service quality). Consequently, one can 
conclude that these problems decrease resort hotels perfbnuance in general and their income 
in particular. These problems require more attention from researchers in order to suggest 
some solutions. Thus, this context represents an ideal working environment to investigate the 
study’s model.
According to the tourism statisties from Ministry of Tourism in Jordan (2011), resort hotels 
are located in three locations, which are: Aqaba, Dead Sea, and Petra. Table 2.7 shows that 
there are 22 four- and five-star resort hotels in Jordan and they employ more than 4,239 
employees that represents 28.20% of the total Jordanian hotel workers, Jordanian nationals 
make up 89.44% of total employees against 10.56% were non-Jordanian, as well as the 
majority of workforce were males 92.8% and only 4.93% were females, with a capacity of 
4,439 rooms and 8,080 beds and these represent 18.58%, 17.61% of the total number of 
rooms and beds in the hotel industry respectively.
Table 2.7; Number of Resort Hotels and Employees in Jordan
Location Hotelclassification
No. of 
Hotel Suite Room Bed
Jordanian NonJordanian
Total no. 
of
employeesM F M F
Aqaba Five Stars 5 18 L333 :^430 1,131 24 238 1 1,394
Four Stars 4 10 682 1,318 280 7 57 5 349
Sub Total 9 28 2,015 3,748 1,411 31 295 6 1,743
Dead Sea Five Stars 4 54 1,156 2,025 1,254 74 48 66 1,442
Four Stars 1 0 271 471 243 7 4 1 255
Sub Total 5 54 1,427 2,496 1,497 81 52 67 1,697
by Locality, 2010*
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Location Hotelclassification
No. of 
Hotel Suite Room Bed Jordanian
Non
Jordanian
Total no. 
of
employees
Petra Five Stars 6 70 760 1,381 599 17 21 5 642
Four Stars 2 8 237 455 153 2 2 0 157
Sub Total 8 78 997 1,836 752 19 23 5 799
Total 22 160 4,439 8,080 3,660 131 370 78 4,239
* Data until 30/09/2010 Source: Iordanian Ministry oU 'ourism (2011)
According to Table 2.7, there are 22 resort hotels in Jordan, with 15 five-star hotels and seven 
four-star hotels, these resort hotels are shown based on their classification and location in 
Table 2.8. The hotels are categorised into two groups: international chain hotels and 
independent hotels. Around 14 four- and five-star are international chain hotels that represent 
63.63% of the total number of hotels, only eight hotels are independent hotels which represent 
37.37% of the total number of hotels.
Table 2.8: Resort Hotels in Jordan by Classification, Type ant Location, 2010
Classification No. of 
hotels
Location Hotel Name Hotel
Code
Type of hotel
Five -S tar 4 Dead Sea Dead Sea Movenpick 15 International Chain
Marriott Dead Sea 12 International Chain
Kempinski Hotel Ishtar Dead Sea 13 International Chain
Holiday Inn Resort Dead Sea 18 International Chain
6 Petra Grand View Hotel 14 Independent
Movenpick Nabatean Castle hotel 2 International Chain
Petra Marriott hotel 5 International Chain
Movenpick Resort Petra Hotel 1 International Chain
Crown Plaza Resort Petra Hotel 3 International Chain
Beit Zaman Hotel 6 Independent
5 Aqaba Intercontinental Aqaba 19 International Chain
Movenpick Resort Aqaba 11 International Chain
Radisson SAS Aqaba 20 International Chain
Kempinski Hotel Aqaba-Red Sea 17 International Chain
Movenpick Resort Tala Bay Aqaba 9 International Chain
Sub Total 15
Four -Star 1 Dead Sea Dead Sea Spa 21 Independent
2 Petra Petra Panorama Hotel 4 Independent
King’s Way Hotel 22 Independent
4 Aqaba Mena Aqaba Hotel 16 Independent
Aqaba Gulf Hotel 8 Independent
Days Inn Aqaba Hotel 10 Independent
Marina Plaza Hotel Aqaba 7 International Chain
Sub Total 7
Total 22
Sources: Jorc an ian M inistry  o f  Tourism  (2011)
2.7 CONCLUSIONS
This chapter presented some facts about tourism in Jordan in general, and the hotel industry in 
particular as the context of this study. Reviewing the tourism statistics in Jordan indicated
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that the service sector is considered an important source of incomes in Jordan, this sector 
created most jobs in Jordan, and generated 65.8% of the total GDP in 2010. In addition, the 
statisties underscore the importance of the tourism sector for Jordan. The tourism income has 
increased from JD 1,460.8 million in 2006 to JD 2,423.36 million in 2010, which contributed 
12.4% of Jordan’s GDP in 2010; this means that the income of tourism industry has increased 
by 65.89% from 2006 to 2010. This sector is considered as one of the fastest growing 
industries in Jordan and its growth rate was 14.3% in 2010, whereas, the total number of 
hotels was 487 in 2010 compared to 476 hotels in 2006.
The hotel industry expanded rapidly over the last decade through increasing the number of 
hotels as well as the number of workers, it reflects on Jordan’s economy as one of the most 
important industries. The total direct employment in tourism sector has increased by 10,837 
new jobs during the last five years. The creation of new jobs in the hospitality industry has 
increased by 51.24% in 2009 compared to 2008. The hospitality industry plays an important 
role in increasing Jordanian employment due to it created 2,247 new jobs in 2009. There are 
41,900 employees are working in the tourism sector, of which about 36% are working in 
hotels. The total number of employees in the hotel industry in 2010 was 15,080, of which 
about 90.97% are working in classified hotels.
On the other hand, there are some problems related to resort hotels in Jordan such as a 
shortage of qualified staff, employee turnover rate, low occupancy, and poor perceived 
service quality. For instance. Ministry of Tourism in Jordan has announced in 2010 that the 
tourism sector needs 25,000 employees within the next five years due to many hotels will 
open in the nearest future. High seasonality is considered another problem in Jordan, therefore 
most hoteliers face two seasons: high season and low season (or off season) based on the 
location of hotels. The occupancy rate in the best year in the last five years (i.e. 2010) was 
48% compared to 33.7% in 2006. Finally, the hotels’ prices are high comparing to other 
countries in the same region. These problems lead to poor perceived service quality in 
Jordanian resort hotels. Thus, there is a real need for more research in the area of resort hotels 
in Jordan to investigate the TQM implementation to improve the quality of service and 
people, and to stimulate organisational creativity and innovation as well as to improve 
productivity. Furthermore, employees’ attitudes (i.e. job satisfaction, intrinsic motivation, and 
organisational commitment) and their behaviours (i.e. creativity and innovation) need more 
attention from the hotel management and researchers. This study addresses the gap in the 
literature by investigating empirically the relationship between TQM and organisational 
creativity in the Jordanian resort hotels context.
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3.1 INTRODUCTION
All organisations around the world are faeed with various unprecedented changes; these rapid 
changes in the world economy and international market create real challenges for 
organisations such as high technology, globalisation, open international markets, and 
ultimately, intensifying competition (Anjard, 1998). Hotels are under pressure to increase 
profitability in this challenging situation (Daghfous and Barkhi, 2009). In these environments, 
organisations are forced to apply new management approaches, one of which is TQM, in 
order to achieve competitiveness (Samson and Terziovski, 1999; Pavlic et al., 2004). Thus, 
many organisations have widely adopted TQM as a response to these changes (Anjard, 1998).
TQM has developed primarily because of the changes that have appeared in the global 
economy and the demands of market forces (Al-Zomany, 2002). Since the 1950s many 
organisations invested in their product and service quality, which led to the TQM boom in the 
1980s. The concept of TQM appeared during 1980s and 1990s, both in developed and 
developing countries (Pavlic et al., 2004). Organisations started to adopt TQM as a quality 
and productivity improvement programmes in the early 1980s after the success in Japanese 
organisations enhancing competitive edge (Motwani, 2001; Kaynak, 2003), and therefore 
TQM has become an essential management philosophy used for improving quality and 
productivity in organisations (Karia and Asaari, 2006).
TQM appears to have been a universal remedy for solving organisational problems and 
improving organisational performance in the 1980s (Joiner, 2007). Implementing TQM is an 
important process for improving organisational efficiency within businesses (Yusof and 
Aspinwall, 2000). TQM rapidly became the preferred management philosophy among 
organisations in the 1990s (Samson and Terziovski, 1999), and became a top priority in many 
organisations due to the globalisation age and highly competitive environment forcing 
customers to search for better products and services (Thiagaragan et al., 2001). Furthermore, 
TQM has received a much attention in many industries, especially in developed countries (Al- 
Zomany, 2002).
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TQM has also attracted a great deal of attention from practitioners and academies, and every 
organisation tries to follow and implement TQM due to its receiving global acceptance in 
business (Lakhe and Mohanty, 1994). Clearly, TQM has been recognised and used by 
organisations worldwide during the last two decades to improve organisational performance 
and the quality of products and services. Hence, the implementation of TQM is growing in 
developed and developing countries. All organisations, private and public, manufacturing and 
service, are implementing TQM or are planning to implement it (Ho et al., 1999). Despite the 
importance of TQM, the implementation of TQM is still a problematic practice in many 
organisations because they do not realise that the process of TQM implementation is a 
comprehensive organisational change (Hansson and Klefsjo, 2003). Thus, this study will 
investigate the CSFs for successful TQM implementation needed overcome the difficulties 
related to TQM implementation.
3.2 ORIGIN OF TQM
In the early 1920s, the origin of the TQM movement started when Shewhart introduced the 
concept of Statistical Process Control (SPC) to monitor quality in mass production 
manufacturing for the first time (Shewhart, 1931). This was followed by the application of 
Statistical Control (SC) methods at the Bell Telephone Company in 1926. Quality Control 
(QC) was started in Japan in 1949 when the Union of Japanese Scientists and Engineers 
invited a group of specialists to provide a programme for promoting quality control in 
Japanese organisations (Lakhe and Mohanty, 1994). Similarly, Powell (1995: p. 16) stated that 
“TQM’s origins can be traced to 1949, when the Union of Japanese Scientists and Engineers 
(JUSE) formed a committee of scholars, engineers, and government officials devoted to 
improving Japanese productivity, and enhancing their post-war quality of life”. In 1950, 
Deming was invited to present a lecture on Statistical Quality Control (SQC), and he 
introduced a comprehensive management system “Japanese-Style Management Model”. 
Clearly, the period 1946 to 1950 was declared to be the period of SQC in Japan. 
Consequently, SQC and QC education programmes were established in Japan (Laklie and 
Mohanty, 1994).
The first quality award, the “Deming Application Prize”, was established in Japan in 1951. 
Feigenbaum published his book “Quality Control”, whereas Juran published his book 
“Quality Control Handbook” in 1951 (Martinez-Lorente et al., 1998). In 1954, Juran was 
invited to present a lecture on “Planning and Practice in Quality Control”, after that Total 
Quality Control (TQC) appeared (Lakhe and Mohanty, 1994). TQC was introduced by
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Feigenbaum in 1961 in his first edition “Total Quality Control”, which is a revision of his 
previous book “Quality Control” that was published in 1951 (Martinez-Lorente et al., 1998). 
Without a doubt, the years 1955 to 1960 were declared as the “Years of TQC” (Lakhe and 
Mohanty, 1994). The TQC approach was used by Feigenbaum, who worked with the 
Japanese like Deming and Juran, as the forerunner of TQM as known today (Omachonu and 
Ross, 1995).
The idea of quality circles appeared in Japan in 1962, but quality circles began to be widely 
introduced in the USA in the mid-1970s. For example, the first quality circles programme was 
launched at Lockheed in 1974, whereas in the UK it was launched at Rolls Royce in 1979. 
Furthermore, in 1979 Crosby presented his first edition “Quality is Free”, and the British 
Standards Institution (BSI) published British Standard (BS) 5750 ‘quality management 
series’. Then, in 1982, Deming issued his first book “Quality, Productivity and Competitive 
Position” as well as the first edition of “Out of Crisis” in 1986, while Garvin published 
“Quality on the Line” in 1983. More specifically, in 1985, the TQM term appeared for the 
first time when the Naval Air Systems Command named its Japanese-style management 
approach “Total Quality Management”. In 1987, the first edition of ISO 9000 quality 
management system and publication of the Malcolm Baldrige National Quality Award 
(MBNQA) were launched, whereas the European Foundation for Quality Management 
(EFQM) launched the European Quality Award (EQA) in 1991, and the King Abdullah II 
Quality Award (KAIIQA) was established in Jordan in 2000. In addition, ISO 9001 and ISO 
9004 were launched in 2000, while in 2005, ISO 20000 and ISO 22000 were launched. The 
first study identifying the critical factors of quality management emerged in 1989, by Saraph 
et al. Table 3.1 summarises the main historical events that have influenced the development 
and implementation of TQM.
Table 3.1: The Important Historical Events in the Development of TQM
Year Historical Events
1924 >  Shewhart developed Statistical Process Control (SPC) at Bell Telephone 
laboratories.
1926 >  Statistical Control methods were applied by the Bell Telephone.
1939 >  Shewhart conceived a four-step plan “Plan-Do-Check-Act” (PDCA) “the 
Shewhart Cycle”.
1946-1955 >  Statistical Quality Control (SQC) period
1946 >  American Society for Quality Control was formed (now known as 
American Society for Quality).
1949 >  Quality Control was started in Japan.
1950 >  Deming promoted PDCA Cycle and known as “the Deming Wheel” .
>  Juran applied the Pareto principle to inventory management.
>  Deming introduced a comprehensive management system “Japanese- 
style management model” .
1951 >  The first introduction of Kaizen “improvement” or “change for the 
better” to Japan.
>  Creation of the first quality award model, the “Deming Application
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Prize”, in Japan.
> First edition of Juran’s Quality Control Handbook.
> Feigenbaum published his book “Quality Control”.
1956 > Feigenbaum introduced the first expression “Total Quality Control”.
1960s-1970s > Quality control (QC) period
1961 > Feigenbaum first introduced “Total Quality Control” (TQC) in the first 
edition of his book “Total Quality Control”.
1962 > The idea of Quality Circles appeared in the first issue of the Japanese 
Journal “Quality Control for the Foreman”.
1970s-1980s > Quality Assurance (QA) period
1972 > Quality Function Deployment (QFD) and House of Quality (HOQ) were 
developed at Mitsubishi’s Kobe shipyard site.
1974 > Quality Circles began to be widely introduced in the USA, and the first 
Quality Circle programme was launched in Lockheed.
Mid 1970s > Business Initiative Directions (B.I.D) began developing quality award 
programmes based on the criteria of QC 100.
1979 > First edition of Crosby’s ‘Quality Is Free’.
> The first Quality Control Circle was launched in the UK at Rolls-Royce.
> British Standards Institution (BSI) developed the first commercial quality 
assurance system such as a standard (BS 5750) “quality management 
series”.
1980s-1990s > Quality Management (QM) period
1982 > First edition of Deming’s ‘Quality, Productivity and Competitive 
Position’.
1983 > Garvin published “Quality on the Line” in Harvard Business Review, 
which analysed the differences between Japanese and American 
companies.
1985 > The TQM term appeared for the first time when the Naval Air Systems 
Command named its Japanese-style management approach “Total 
Quality Management”.
1986 > First edition of Deming’s ‘Out of the Crisis’. It became a best seller.
> Six Sigma (Business Management Strategy) was developed by Motorola, 
USA.
1987 > International Organisation for Standardisation published the first edition 
of ISO 9000 “quality management system series”.
> Publication of the Malcolm Baldrige National Quality Award (MBNQA) 
in the USA.
1988 > Navy Personnel Research & Development Center (NPRDC) published 
“A Total Quality Management Process Improvement Model”.
1989 > First study was emerged by Saraph et al. for identifying critical factors of 
quality management.
1990s to current > Total Quality Management (TQM) period
1991 > The European Foundation for Quality Management (EFQM) launched 
the European Quality Award (EQA).
2000 > Publication of King Abdullah II Quality Award (KAIIQA) in Jordan.
> Publication of ISO 9001 quality management systems.
> Publication of ISO 9004 quality management systems.
2004 > Publication of ISO 14001 environmental management systems.
2005 > Publication of ISO 20000 IT service management systems.
> Publication of ISO 22000 food safety management system.
Source: The Researcher
TQM was initially developed in Japan, and its origin can be traced to the work of the quality 
gurus, namely Deming, Juran, Feigenbaum, Ishikawa and Crosby, during the dominance of 
the Japanese automobile industry in global markets (Vouzas and Psychogios, 2007). Thus, the 
evolution of TQM into a well-known management philosophy was shaped through the work
-26
M. Al-Ababneh_________________________________________________Chapter 3: TQM
of the most gurus of quality management. English (1996) considered that Juran is associated 
with TQM, and Crosby is a theorist in TQM, while, Hackman and Wageman (1995) 
considered Deming, Ishikawa and Juran to be the founders of the TQM philosophy. On the 
other hand, Martinez-Lorente et al., (1998) considered that Feigenbaum and Ishikawa were 
the greatest contributors to the development of the term TQM, and other quality gurus such as 
Deming, Crosby and Juran formed the concept of TQM by identifying its dimensions, 
practices and mechanism, but none of these quality gurus actually used the term TQM itself.
Macdonald (1998) supports the view that quality gurus do not use the term TQM. For 
example, Juran does not use it in his book “Quality Control Handbook” (i.e. Juran et al., 
1974; Juran and Gryna, 1988) nor in “Juran on Planning for Quality” (i.e. Juran, 1988), but he 
explained TQM in less than one page in his book “A History of Managing for Quality” 
(1995), and he stated that the best definition of TQM can be found in the criteria of the 
MBNQA. Similarly, Crosby does not use TQM in his books “Quality Is Free” (1979), 
“Quality without Tears” (1987), and “Completeness Quality for the 21st Century” (1992). 
Macdonald (1998) claimed that many of the famous quality gurus do not use the term TQM 
although much of their work has been recognised as being relevant to TQM. For instance, 
both Deming and Crosby refused to recognise the term. Deming (1994: p.22) said “the trouble 
with total quality management, the failure of TQM, you can call it, is that there is no such 
thing. It is a buzzword. I have never used the term, as it carries no meaning”. Juran (1994: 
p. 32) stated that “It is astounding how the term TQM is tossed about without defining what it 
means. To me, TQM consists of those actions needed to get to world-class quality. Right now, 
the most comprehensive list of those actions is contained in the Baldrige Award criteria.” This 
resistance to the term TQM by some quality gurus creates confusion and doubts about TQM 
(Hellsten and Klefsjo, 2000).
Although most quality gurus never used the term TQM, Goh and Ridgway (1994) indicated 
that the concepts of TQM are based on the works of the quality gurus as follows:
• Management leadership and employee participation in the new philosophy (Deming, 
1986). Make quality the concern of everyone in the company (Crosby, 1980, 1984; 
Feigenbaum, 1991).
• Emphasis on meeting the requirements of both the internal customer (Crosby, 1980, 
1984; Feigenbaum, 1991) and external customer (Ishikawa, 1985).
• Eliminate non-conformance. Appraise conformance to standards. Have a zero defect 
standard of performance (Crosby, 1980, 1984). Reduce costs of appraisal, prevention 
and failure (Feigenbaum, 1991).
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• Use statistical and quantitative control methods. Implement problem solving using 
Quality Control Circles, Shewhart/PDCA cycle and Quality Assurance (Ishikawa, 
1985; Deming, 1986).
• Search continually to improve processes and products (Deming, 1986). Develop new 
products and processes. Quality is a continuous programme (Crosby, 1980, 1984; 
Feigenbaum, 1991).
Although the exact birth date of the term TQM was not recognised by scholars, the origin of 
the term TQM started as a substitute for TQC as used previously, with the word “control” 
replaced by “management”, because quality is not just a control process, but it needs to be 
managed (Martinez-Lorente et al., 1998). However, many of the dimensions that have formed 
TQM were developed earlier during the 1950s to 1970s (Martinez-Lorente et al., 1998; Lau 
and Anderson, 1998). Quality Management (QM) was introduced in Japan in the 1960s and 
1970s, and it returned to North America during the 1980s (Tenner and DeToro, 1992; 
Upchurch and Lashley, 2006). The western quality revolution started in the USA in the mid- 
1970s, but the term TQM was not used for the first decade of this revolution. Hence, the term 
TQM was used in the USA in the late 1980s, and it was introduced in the UK in late 1983 by 
the Trade and Industry Department of Margaret Thatcher’s government (Macdonald, 1998). 
In the 1980s, US organisations emphasised the improvement of productivity and quality by 
adopting the principles of Japanese quality in order to narrow the quality gap between US 
organisations and their competitors (Lau and Anderson, 1998). Consequently, most 
theoretical developments of TQM were made in the USA whereas the initial application of 
TQM took place in Japan (Martinez-Lorente et al., 1998).
The evolution of quality management happened in four stages starting with inspection, then 
quality control, quality assurance and, finally, TQM. Those terms are used to indicate the 
hierarchical progression levels of quality management as shown in Figure 3.1 (Dale et al., 
2007).
1. Inspection; The first stage includes sorting, grading and taking corrective action to 
achieve the designed standards of a product or service (Drummond, 2001).
2. Quality Control; The second stage involves paperwork control, quality planning, 
testing of the product/service and measuring performance based on standards through 
basic statistics (Drummond, 2001).
3. Quality Assurance; The third stage includes SPC for each function, involving 
services, using quality costs, quality planning and comprehensive manuals of quality 
(Drummond, 2001).
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4. Total Quality Management: This is the final stage of the evolution of quality 
management which includes the application of principles of Quality Management 
(QM) to all functions of an organisation. Hence, the principles of QM will be 
required to apply at every level in the organisation in order to obtain TQM (Dale et 
ah, 2007).
Figure 3.1: The Four Levels in the Evolution of TQM
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Each stage of the evolution of TQM has specific CSFs as shown in Figure 3.2. TQM started 
from quality control as the first stage of TQM evolution during the 1960s-1970s.The CSFs 
that related to quality control were product testing, statistics, workmanship control and 
complaints. Quality assurance appeared in the 1970s-1980s and its CSFs were quality 
assurance programmes, process documentation and qualification, and quality assurance 
standard. Quality management emerged in the 1980s-1990s and its CSFs were quality 
manuals, process manuals, software quality assurance, quality assurance being everybody’s 
responsibility and quality assurance standards ISO 9000/14000. During the 1990s to the 
present day, TQM flourished with its CSFs now including customer satisfaction, strategic 
planning, people and change management, process improvement, impact on society, quality 
awards maturity model and performance measurement (Zairi, 2002). The researcher has 
concluded that CSFs have developed from focusing more on “hard factors” at the quality 
control stage to focusing more on “soft factors” at the TQM stage.
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Figure 3.2: The Evolution from Quality Control to Total Quality Management
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As a result, TQM started to be used in the literature and then became recognised as a part of 
quality language, and it began to become popularised in the business world in the second half 
of the 1980s (Martinez-Lorente et ah, 1998). Furthermore, TQM became a popular topic for 
many people in the 1980s and the early of the 1990s, especially for managers, leaders, 
consultants, researchers, academics and students (Petersen, 1999). Thus, TQM began as an 
attempt to meet the needs of customers by achieving better quality (Macdonald, 1998).
3.3 DEFINITION OF QUALITY
Quality has become a familiar word; it has various uses and interpretations, and therefore 
there are many definitions for quality (Dale, 2003; Dale et al, 2007). At the same time, quality 
is considered as one of the most misunderstood issues in business, as well as being necessary 
for the survival of organisations in a competitive market (Lesley and Munro-Faure, 1992). 
Quality is regarded as a difficult term to define consistency since there are various individual 
perceptions related to quality such as value for money, appearance and performance 
expectations (Al-Khawaldeh, 2001). Quality does not have a single accepted definition in the
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business world in the twenty-first century, but it is a universal multi-faceted concept (Dale, 
2003; Sila and Ebrahimpour, 2003).
Quality in a linguistic sense comes originally from the Latin word ‘qualis’ which means ‘such 
as the thing really is’ (Dale et al, 2007: p.4). Quality gurus provide several definitions for 
quality such as ‘value’ (Feigenbaum, 1951; Abbott, 1955), ‘conformance to specifications’ 
(Levitt, 1972), ‘fitness for use’ (Juran et ah, 1974, 1988), ‘conformance to requirements’ 
(Crosby, 1979), ‘meeting and/or exceeding customers’ expectations’ (Gronroos, 1983; 
Parasuraman et ah, 1985), and meeting customer requirements (Deming, 1986). Deming 
(1982) stated that “quality should be aimed at the needs of the consumer, present and future.”
There have been many attempts to define quality, therefore many definitions of quality have 
emerged (Sila and Ebrahimpour, 2003). In previous years, the term quality has suffered by 
being used to describe characteristics of products or services such as goodness, beauty, 
freshness, expensiveness and luxury (Lesley and Munro-Faure, 1992). Recently, Collard 
(1989: p.93) defined quality in a simple definition as “an effective system for integrating 
quality improvement efforts of various groups of the organisation so as to provide products 
and services at levels which allow customer satisfaction”. Kanji (1990) added that quality is 
considered as a continuous process that may break anywhere in the system of supply and 
customer service and which helps employees to fulfil customer's requirements through 
integrating their activities. In many organisations, quality is defined as total conformance to 
total customer requirements, and not just specifications of products or services (Lesley and 
Munro-Faure, 1992). Tenner and DeToro (1992) regarded quality, in an operational 
definition, as a basic strategy in business that provides products and services which satisfy 
customers and employees through meeting their expectations. Similarly, quality is defined as 
‘the extent to which a product or service meets and/or exceeds a customer’s expectations’ 
(Reeves and Bednar, 1994). Quality may also be defined as performance to a standard, 
providing customers with products and services that meet their expectations, or doing the 
right thing the first time and striving for improvement and customer satisfaction (Goetsch and 
Davis, 2000: p.49).
Previous definitions of quality integrate customer needs and expectations with managing all 
functions in an organisation. Thus, quality focuses on customer satisfaction and reengineering 
an organisation in order to achieve the intended organisational objectives (Drummond, 2001). 
The definition of quality as meeting the requirements of customers, it is not restricted to the 
functional characteristics of products and services (Oakland, 2004). Quality is defined, in an 
international definition, as “the degree to which a set of inherent eharacteristics fulfils
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requirements” (BS EN ISO 9000, 2000). Although there is no universal accepted definition 
of quality, there is a strong similarity among the definitions of quality that give common 
dimensions of quality (Al-Khawaldeh, 2001). Most definitions of quality focus on satisfying 
customers through meeting and exceeding their needs and expectations.
3.4 DEFINITION OF TQM
Today, there are many definitions of TQM have been given by quality researchers. It is 
difficult to introduce a single definition of quality itself, and therefore it could be impossible 
to provide a single universal definition of TQM (Lau and Anderson, 1998). Despite this, an 
international definition of TQM is suggested by the International Organisation for 
Standardization (ISO) (ISO 8402:1994) as “A management approach for an organisation, 
centred on quality, based on the participation of all its members and aiming at long-term 
success through customer satisfaction, and benefits to all members of the organization and to 
society.” However, all quality researchers do not stick to this definition and provide their own 
definitions (Martinez-Lorente et al., 1998). Hence, there is no universal agreement about the 
definition of TQM (Sila and Ebrahimpour, 2003; Boon et al., 2007). The absence of a 
universal definition of quality creates difficultly in discussing TQM since each individual has 
specific perspectives about the term of quality (Lau and Anderson, 1998). Consequently, 
TQM means different things to different people (Eriksson and Hansson, 2003).
Many researchers have introduced various definitions of TQM. Some definitions foeus on 
meeting customer requirements and satisfaction. For example, Kanji (1990) defined TQM as 
the way of life of an organisation committed to customer satisfaction through continuous 
improvement. Similarly, Berry (1991) defined TQM as a total corporate focus on meeting 
and exceeding customers’ expectations and significantly reducing costs resulting from poor 
quality by adopting a new management system and corporate eulture. Another definition of 
TQM stated that TQM is a management approach that focuses on improving the quality of 
products and services offered to customers as the key to business success (Palmer and 
Saunders, 1992). TQM is defined as “the integration of all functions and processes within an 
organisation in order to achieve continuous improvement of the quality of goods and services, 
the goal is customer satisfaction” (Omachoun and Ross, 1995: p.3). Lakhe and Mohanty 
(1994: p.9) regarded TQM as “a continuous quest for excellence by creating the right skills 
and attitudes in people to make prevention of defects possible and satisfy customers/users 
totally at all times”. Stahl (1995: p.4) considered TQM to be “a system approach to
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management that aims to continuously increase value to customers by designing and 
continuously improving organisational processes and systems”.
Other definitions focused on TQM as a philosophy. Kendrick (1993) considered TQM to be a 
management philosophy with a set of tools and strategies for implementing that philosophy. 
Oakland (1993) described TQM as an approach for enhancing the organisational performance 
as a whole in an organisation. TQM is more than just quality; it is a philosophy, a process and 
a set of techniques, and the implementation of these elements will achieve customer 
satisfaction and continuous improvement. Similarly, TQM can be defined as a philosophy of 
management the aim of which is not only to meet the needs and requirements of internal and 
external customers but also to exceed these needs and requirements by creating an 
organisational culture in which everyone at all stages of producing a product or service, as 
well all management levels, are committed to quality (Youssef et al., 1996).
Recently, Kanji (2002) defined TQM as “a management philosophy that fosters an 
organisational culture committed to customer satisfaction through continuous improvement”. 
A similar definition was provided by Antony et al. (2002: p.551), who regarded TQM as “an 
integrative management philosophy aimed at continuously improving the performance of 
products, processes and services to achieve and exceed customer expectations”, whereas, 
Oakland (2003: p.41) suggested a comprehensive definition of TQM as "a comprehensive 
approach to improving competitiveness, effectiveness, and flexibility through planning, 
organizing, and understanding each activity, and involving each individual at each level. It is 
useful in all types of organisation". Palo and Padhi (2005) defined TQM as “an integrated 
approach to bring continuous improvement in products and services using proper tools, 
technology and training to meet customers’ expectations on a continuous basis”. TQM can be 
defined as a holistic philosophy of management that strives for continuous improvement in all 
functions in an organisation (Kaynak, 2006) or as “the mutual cooperation of everyone in an 
organisation and associated business processes to produce value-for-money products and 
services which meet and, hopefully, exceed the needs and expectations of customers” (Dale et 
al., 2007: p.4).
On the other hand, TQM can be defined based on its concepts. Collard (1989) defined TQM 
based on two concepts: he defined ‘Total Quality’ in a simple definition as the 
products/services in an organisation being defect free, and he defined ‘Quality Management’ 
as a systemic approach in all functions of organisation that guarantee that operations follow 
their proposed plans. Kanji (1990) defined TQM using three concepts, as follows: ‘Quality’ is 
to satisfy customers’ requirements continually, ‘Total Quality’ is to achieve quality at low
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cost, and ‘Total Quality Management’ is to obtain total quality by involving everyone's daily 
commitment. Other definitions have defined the TQM by its three words: the first word 
‘Total’ which means that all employees in all organisational levels throughout their functions 
pursue quality (Bounds et al., 1994), and ‘everyone associated with the company is involved 
in continuous improvement (including its customers and suppliers if feasible)’ (Ho, 1997: p. 
276). The second word, ‘Quality’, refers to excellence in all aspects of an organisation 
(Bounds et al., 1994), and ‘customers’ expressed and implied requirements are met fully’ (Ho, 
1997: p. 276). The third word, ‘Management’, means that achieving quality through a quality 
management process (Bounds et al., 1994), and ‘executives are fully committed’ (Ho, 1997: 
p. 276).
There is little agreement about what is the real meaning of TQM, since some confusion has 
occurred related to many different terms being used in literature when discussing TQM, such 
as Total Quality Control (Feigenbaum, 1956, 1991), Total Quality Improvement (Lascelles 
and Dale, 1991), Company Wide Quality Control (Ishikawa, 1985), and Strategic Quality 
Management (Garvin, 1988). Furthermore, the difference between these concepts is still 
unclear and creates confusion. There are many reasons for the different opinions about TQM. 
Firstly, quality gurus, who are considered to be the fathers of TQM, do not like the concept 
itself. Secondly, there are many similar names for the same idea. Finally, there are many 
vague descriptions and few definitions that introduce the real meaning of what TQM is 
(Hellsten and Klefsjo, 2000).
It is important that TQM needs to be understood and managed better, and there is no single 
correct definition of TQM. Many different prescriptions about TQM have been offered by 
quality gurus, and therefore several common principles, tools and approaches can be drawn 
from these prescriptions (Ho et al., 1999). Based on the previous definitions of TQM, this 
study can define TQM as a ''management philosophy which involves a set o f principles, 
techniques, and tools that are used for continuously improving the quality o f processes, 
products, services and people by involving all employees to achieve superior customer 
satisfaction'\ Consequently, most of the definitions of TQM are focused on TQM as a 
philosophy of management that fosters an organisational culture committed to customer 
satisfaction throughout continuous improvement.
3.5 TQM CONCEPT
TQM is one of the numerous philosophies of management that emerged during the 1980s and 
1990s, and it is the most common concept that was used during this period (Hamesk and
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Abrahamsson, 2007).The TQM concept consists of two important aspects: the first aspect is 
management tools and techniques, and the second is management concepts and principles 
(Vouzas and Psychogios, 2007). It is represented as a universal set of practices, and its 
implementation leads to improved organisational performance (Motwani, 2001). TQM can 
have many different tools, methodologies and strategies (Karia and Asaari, 2006).
The concept of TQM is based on several ideas. For example, TQM will bring all employees 
in an organisation to work together in order to ensure and improve the quality of product, 
process, working environment and working culture. TQM is owned by all employees in an 
organisation and the concern of everybody in TQM is perpetual improvement (Lakhe and 
Mohanty, 1994). Similarly, TQM means thinking about the quality of all operations of an 
organisation through the integration of interrelated functions at all organisational levels 
(Omachonu and Ross, 1995). The overall concept of a TQM approach consists of continuous 
improvement and training, total employee empowerment and involvement and a quality 
driven culture. TQM is not just a technical system, but it is associated with the organisation 
itself, and TQM is also considered to be a social system through managing the organisation 
and its employees to achieve business excellence (Vouzas and Psychogios, 2007).
3.5.1 TQMl Principles
The main popular perspectives on TQM, Deming’s 14 Points, the Juran Trilogy and Crosby’s 
14 quality steps, are shown in Table 3.2 (Powell, 1995). More specifically, Crosby (1979) 
identified 14 steps for quality improvement, namely, top and intermediate management 
commitment, quality improvement teams, quality measurement, evaluation of quality costs, 
quality awareness, corrective action, training, zero-defect committee, zero-defect day, error 
cause removal, quality councils, rework, objective setting and employee recognition. 
Similarly, Deming (1986) introduced 14 principles to improve quality in the business. These 
relate to leadership, an improvement philosophy, the right production from the beginning, 
training for managers and employees, internal communication aimed at the elimination of 
obstacles for cooperation and the suppression of quantitative objectives. Juran (1986) 
identified the importance of both technical and managerial aspects, and determined the three 
basic functions of the quality management process including (quality planning, quality 
control, and quality improvement) as the stages for quality improvement.
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Table 3.2: Popular Perspectives on TQM
Deming’s 14 points The Juran Trilogy Crosby’s 14 quality steps
1. Constancy of purpose
2. Adopt the philosophy
3. Don’t rely on mass inspection
4. Don’t award business on
price
5. Constant improvement
6. Training
7. Leadership
8. Drive out fear
9. Break down barriers
10.Eliminate slogans and 
exhortations
11 .Eliminate quotas
12.Pride of workmanship
13.Education and retraining
14.Plan of action
1. Quality planning
• Set goals
• Identify customers and their 
needs
• Develop products and 
processes
2. Quality control
• Evaluate performance
• Compare to goals and adapt
3. Quality improvement
• Establish infrastructure
• Identify projects and teams
• Provide resources and 
training
• Establish controls
1. Management commitment
2. Quality improvement teams
3. Quality measurement
4. Cost o f quality evaluation
5. Quality awareness
6. Corrective action
7. Zero-defects committee
8. Supervisor training
9. Zero-defects day
10.Goal setting
11 .Error cause removal
12. Recognition
13.Quality councils
14.Do it over again
Source: Powell (1995, p. 18)
Quality gurus (i.e. Deming, Juran, Crosby, Feigenbaum and Ishikawa) and other quality 
experts have developed some prescriptions in the field of quality management. Their 
investigations into quality management provide a good understanding of the principles of 
quality management (Karuppusami and Gandhinathan, 2006). The perspectives of quality 
gurus are considered the main basis of TQM principles, even though they have been critical 
of the evolution of TQM through their principles. For example, Crosby (1979) recommended 
a 14-step programme to improve quality through defect prevention, Deming (1986) 
prescribed 14 points encompassing the organisational requirements for effective quality 
management, Feigenbaum (1983, 1991) supported the integration of statistical techniques and 
methodology into the processes of organisations to implement company-wide total quality 
control, and Juran (1989) offered a set of three processes that form a TQM framework (Sila 
and Ebrahimpour, 2003). Thus, a wide range of principles, tools, techniques and approaches 
that are related to TQM is based on the personal prescriptions of quality gurus (Black and 
Porter, 1996).
Various quality gurus' prescriptions about TQM have been offered, and there are several 
common principles and assumptions that can be drawn from their work (Martinez-Lorente et 
al., 1998; Ho et al., 1999). For example, the shared principles among the TQM perspectives 
are top management support, employee involvement, and customer and supplier relationships. 
Many researchers have tried to identify the various principles that shape TQM (Martinez- 
Lorente et al., 1998). Another view supported by Ho et al. (1999) indicated that there are 
three shared principles and assumptions of TQM. First, more attention should be paid by all 
employees to customers by offering products and services that meet customers’ needs and 
their expectations (customer orientation principle). Second, the processes that create products
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and services need be improved continuously (the continuous improvement orientation 
principle). The third principle is teamwork and partnership with customers and suppliers 
whieh are eritical to the eontinuous improvement of processes and customer satisfaetion. The 
three principles customer focus, continuous improvement, and teamwork form the eore of 
TQM philosophy. Geraedts et al. (2001) regarded TQM to be based on three principles. This 
approach is widely aecepted in the business, and these prineiples are as follows:
1. Customer focus: Customers’ needs are the main eore of eaeh decision in an
organisation.
2. Continuous improvement: This prineiple emphasises the continuous efforts to improve
the organisation and its products and services.
3. Integral approach: TQM involves every aspect of the organisation.
3.5.2 TQM Components
The core values of TQM are: focus on customers, let everybody be committed, focus on 
processes, improve continuously, and base decisions on facts, as shown in Figure 3.3 
(Bergman and Klefsjo, 1994).These values are similar to those used by Hellsten (1997) who 
indieated that some core values seem to be common in most descriptions of TQM, namely: 
focus on customers, management commitment, everybody’s commitment, foeus on processes, 
continuous improvements, and fact-based decisions.
Figure 3.3: The Cornerstones of Total Quality Management
Top Management Commitment
Base decisions on facts Focus on processes
Focus on customers
Improve continuously Let everybody be 
committed
Source: Bergman and Klefsjo (1994)
According to G oh and Ridgway (1994: p.56), TQM has five major eomponents, and these 
eomponents eonstitute the five pillars of TQM because five are vital for a full TQM 
organisation, as shown in Figure 3.4. The pillars of TQM form the basis of the whole 
philosophy of TQM. Without any one of the pillars, an organisation cannot be a full TQM 
organisation. The five pillars that support the TQM system are eategorised as follows:
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management commitment (commitment to quality), customer focus, quality costs, quality 
systems and continuous improvement.
Figure 3.4: The Five Pillars of TQM
Total quality  m a n a g e m e n t
M an ag em en t
com m itm ent
C ustom er Quality
c o s ts
Q uality
sy s te m s
C on tinuous
im provem ent
Source: Goh and Ridgway (1994, p.56)
1. Management commitment to quality: Management commitment is essential for an
organisation to implement TQM successfully as resources and 
management leadership are required. With this commitment, 
management needs to establish a sound quality policy. This policy will 
state the organisation’s corporate policy, its objectives, its mission and 
vision on the quality of the organisation’s products and on its 
commitment to its customers, together with arrangements for 
implementation. The contents of the policy must be made known to all 
employees and widely publicised and understood at all levels of the 
organisation.
2. Customer focus: This component includes customer surveys and trials, working closely
with key customers, competitor analysis, analysis of customer complaints
and compliments, trade surveys and trials.
3. Quality costs: Costs are incurred in ensuring that products and services meet the 
customer’s requirements. The huge and non-productive costs associated 
with poor quality and non-eonformance are avoidable through the 
implementation of TQM. Quality costs on average amount to between 25 
and 30 per cent of annual sales. Scrap and rework account for a 
significant part of the cost of non-conformanee. Appraisal activities are 
often found to be common practice in companies with high costs of non­
conformance.
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4. Quality systems; Any organisation can develop its own quality system to ensure that its
principles, procedures and processes are appropriate and adequate for its 
business operation. Written and documented procedures are preferable to 
unwritten procedures because of the mobility of workers and to ensure 
that these procedures and practices are improved on and updated. For 
example, the Quality System BS 5750 is an important aspect of TQM. It 
defines quality as fitness for purpose. Although it does not meet the TQM 
objective of delighting the customer, it is an important step which can be 
expanded into a TQM system.
5. Continuous improvement: This is a continual search for excellence and customer
satisfaction. Both of these escalate and evolve into ever higher standards 
and greater expectations, so that any organisation wishing to rank among 
the market leaders must actively engage in this pillar of TQM to improve 
growth and productivity.
On the other hand, Lau and Anderson (1998) identified the common components that are used 
in defining TQM as shown in Table 3.3.Their philosophical definition of TQM consists of 
three major concepts which make the abbreviation of TQM much more meaningful than an 
acronym of three letters, as follows:
1. The T-component of TQM
The term TQM implies a total approach. In the 1950s, Feigenbaum had considered the 
importance of a comprehensive, company-wide approach to quality and provided the term 
‘Total Quality Control’, and then the Japanese adopted Feigenbaum’s approach to quality 
with a different name, company-wide quality control. The T-component of TQM indicates 
that everyone, including suppliers, has responsibility for quality and being involved in all 
efforts to maintain or to improve their work.
2. The Q-component of TQM
Some quality innovators (i.e. Deming and Juran) recognised the role of the customer in 
valuing quality. Therefore, the main goal of quality management is to meet or exceed the 
expectations of customer. Quality should be emphasised in product design, customer service 
and market analysis, as well as in the production stage of the product. Continuous 
improvement must be an integrated part of the management of all systems and processes.
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3. The M-component of TQM
Since the nature of TQM efforts is broad it requires top management commitment to the 
processes in an organisation. Top management is responsible for creating clear values and 
integrating these values into the strategic plans of the business. Thus, top management is 
considered as the driver of TQM. All employees have to be involved in TQM, therefore it is 
important to reform the culture of an organisation to support the efforts of TQM. The effort to 
involve all employees and transform the culture of the organisation makes both horizontal and 
vertical communication important aspects of TQM.
Table 3.3: Major Components of TQM
Total Quality Management
1.Require employee 
participation and teamwork
2. Everyone must develop a 
sense o f quality ownership.
3. Involve every level and 
function of the company.
4. Apply systems thinking.
1. Customer (internal and 
external) driven.
2. Emphasis on continuous 
improvement (kaizen).
3. Technical issues: training for 
skills and knowledge.
4. Human issues: encourage 
innovation.
1. Require commitment from 
top management.
2. Establish purposes and values 
for the company.
3. Leadership is critical.
4. Make appropriate change in 
organisation culture.
Source: Lau and Anderson (1998, p.88)
As Table 3.3 shows, TQM consists of three components which are total, quality and 
management, and each component has several elements that together form TQM as a whole. 
‘Total’ consists of many elements such as employee participation, teamwork, employees 
committed toward quality, employee involvement and system thinking. The ‘Quality’ 
component consists of customer driven aspects (internal and external), continuous 
improvement, technical issues (skills training) and human issues (innovation encouragement). 
The final component is ‘Management’ which consists of top management commitment, 
establishing the purposes and values of the organisation, leadership and changing 
organisational culture.
However, another view stated that TQM consists of a different set of three components: The 
first component is the core values which are the basis of the organisational culture. The 
second component is techniques (i.e. ways to work within the organisation to reach the 
values) whieh consist of a number of activities. The third component is tools, which have a 
statistical basis, to support decision making or facilitate analysis of data. These three 
components are interdependent on each other and support each other as shown in Figure 3.5 
(Hellsten and Klefsjo, 2000).
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Figure 3.5: Components of TQM
(Values) Tools I
Top M anagement
Commitment Focue on
improve Focus on P rocesses
ontinuously C ustom ers
_  _ , , Let Everybody
Base Decisions be Committed
on Fact
Controi
Charts
Reiatlon
Diagram Factoriai
Design Criteria of 
MBNQA
Process 
Maps Tree 
Diagram
Ishikawa
Diagram
uality Function 
Deployment 
Quality Employee
Circles Development SupplierPartnership
Bench- Process
marking Management
assey e n t
(Techniques)
Design of 
Experiment
Source: Hellsten and Klefsjo (1998)
Consequently, most components of TQM are similar to those identified by researchers such as 
Khan (2003), who identified that the philosophy of TQM includes four basic components, 
namely customer focus, employee empowerment, continuous improvement and systematic 
approaches to management, whereas Karia and Asaari (2006) determined that the three basic 
components of TQM are: quality, customer satisfaction and eontinuous improvement. In 
addition, after analysis all definitions of TQM, they are not very different from each other. 
Most definitions emphasise the basic components such as eontinuous improvement, customer 
focus, human resource management and process management (Sila and Ebrahimpour, 2003).
The process of TQM components started from core values, then techniques and, finally, tools 
which aimed to increase external and internal customer satisfaetion with a reduced amount of 
resources. The role of TQM components is displayed in Figure 3.6, which shows that core 
values characterise business organisations and that is followed by identifying the appropriate 
techniques used to support values, and the appropriate tools then have to be identified and 
used to support the techniques efficiently. For instance, some particular techniques can 
support different core values and some tools can be useful within many techniques. Therefore, 
organisations have to use particular techniques and tools to support TQM values (Hellsten and 
Klefsjo, 2000).
Figure 3.6: Role of Core Values, Techniques and Tools in TQM
Total Quality Management
Vakils Tools
Aim:
increase external and 
internal customer 
satisfaction with a 
reduced amount of 
resources
Source: Hellsten and Klefsjo (2000, p.242)
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3.5.3 TQM Approaches
The approach of TQM is both a practical process and a philosophy of quality for 
organisations that are committed to growth and survival. The TQM approach starts with the 
vision that management can improve the quality of products and services of the organisation, 
at a highly competitive cost, for satisfying customer needs and increasing their market share 
(Kanji, 1990). The TQM approach is an organisation-wide activity that includes all 
employees within an organisation, and it is considered to be an integration of several 
processes that shape the dynamics of organisational behaviour. The approach of TQM is 
based on the quest for quality, continuous improvement, reliability, innovation and 
effectiveness of business (Lakhe and Mohanty, 1994).
TQM is still in the early stages of theory development. Furthermore, the fiiture theoretical 
development incorporating “appropriate management theories” is still to come before TQM 
can reach a “refined” stage of development (Vouzas and Psychogios, 2007). In TQM, the 
basic approach is customer satisfaction which is considered to be the driving force behind the 
practices of quality. Another important characteristie of the TQM approach is continuous 
improvement. Thus, organisations that implement TQM are more dynamic and are constantly 
striving for improvement (Zhang, 2001).
Laklie and Mohanty (1994: p. 12) indicated that the TQM approach differs fi*om traditional 
management in various ways, which are:
1. TQM focuses on customers absolutely. The organisation customer focus brings 
competitive edge to the organisation.
2. “Products conquer markets” is the basic core of TQM.
3. TQM takes the view that profits follow quality, not the other way around.
4. TQM views total quality as having multi-dimensional attributes.
5. TQM creates goal-directed relationships between customers, managers and 
workers. For example, everyone is motivated to contribute towards quality, and 
TQM empowers every employee, regardless of level, to find better ways to work.
6. TQM is process-oriented.
7. TQM favours a long span of control, with authority pushed down almost to the 
lowest level, and accountability for quality is embedded at every level.
8. TQM requires a multi-skilled workforce with job rotation.
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3.5.4 TQM Models
Although there are many definitions of TQM, TQM models share several common elements. 
Firstly, QM is a systematic process which means that all departments in an organisation must 
be involved in and support quality efforts. Secondly, the main goal of QM is (internal or 
external) customer satisfaction. Finally, QM is a belief in the need for continuous 
improvement because products and services have to be continuously improved (Breiter et al., 
1995%
The first award model was established in 1951 in Japan. It was called the “Deming 
Application Prize”. In 1987, the ‘Malcolm Baldrige National Quality Award’ (MBNQA) 
award was created in the USA. This model was followed in Europe in 1991, when the 
‘European Foundation for Quality Management’ (EFQM), the European Organisation for 
Quality (EOQ) and the European Commission together created the 'European Quality Award' 
(EQA) in order to improve the quality of products and services. It takes two forms (Camison,
1996):
1. The 'European Quality Award', which rewards the company that is the best 
exponent of TQM in Western Europe
2. The 'European Quality Prize', which rewards a certain number of companies that 
show excellence in their quality management as a basic process of continuous 
improvement.
The descriptive models for TQM have become today more standardised with national quality 
awards. These awards help to create awareness of quality improvement in both manufacturing 
and service industries (Gupta et al., 2005). Consequently, many eountries have developed and 
implemented their own quality awards. Thus, several researchers have described their 
‘National Quality Awards’ (NQA) characteristics, assessments and benefits such as the 
MBNQA in the USA, the EQA in Europe, UK Quality Award, Australian Quality Award, 
Canada Award for Excellence, Japanese Deming Prize (DP), Japan Quality Award, and others 
(Rawabdeh, 2008). These models have been established in the form of Quality Prizes, for 
example, the King Abdullah II Quality Award (KAIIQA) has been established in Jordan 
(Al-Ghanim, 2003).
There are standardised models of quality that are used by organisations for implementing 
quality, or to carry out self-evaluation of quality practices. The main models are the MBNQA 
model in the USA, the EFQM model in Europe and the ‘Deming Application Prize’ model in 
Japan. The USA model involves seven categories that include the main concepts and values
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of quality management, namely: leadership, strategic planning, human resources orientation, 
process management, information and analysis, customer and market focus and business 
results. The EFQM model consists of the following principles: leadership, employee 
management, policy and strategy, alliances and resources, process management, people 
results, customer results, society results and key results (EFQM, 2000). The Japanese model 
is classified into ten chapters that are divided into a number of sub criteria, in the following 
way: policies, organisation, information, standardisation, development and usage of human 
resources, activities ensuring quality, activities for maintenance and control, activities for 
improvement, results and future plans (Tari, 2005). Each award is based on a recognised 
model of TQM. They do not focus only on the excellence of products and services or on 
traditional methods of quality management, but they consider a wide variety of management 
activities, behaviour and operations which affect the quality of the final presentation. These 
award models provide a useful assessment framework that has aided the formulation of the 
CSFs of quality management by researchers (Karuppusami and Gandhinathan, 2006).
Because of variations in the definitions of quality management and its application, 
international efforts were made to establish common models for quality management that 
emphasise minimum performance requirements in organisations for satisfying customers by 
meeting customer needs and requirements (Tarawneh, 2000). International Quality Model 
(ISO 9000 series), established by the International Organisation for Standardization (I.S.O.), 
gained a widespread reputation for improving quality and organisational performance (David, 
1999). Knowledge of TQM is limited since TQM is still in the early stages of development, 
and therefore it is unscientific to provide a eomplex model for TQM implementation 
(Baidoun and Zairi, 2003). Consequently, TQM is regarded as a network of interdependent 
elements, namely critical factors, tools, techniques and practices, and therefore there is no 
unique model for a good TQM programme, and managers ean use a set of methods to 
implement the CSFs of TQM (Tari, 2005).
3.6 CRITICAL SUCCESS FACTORS (CSFs) OF TQM
The critical factors, or Critical Quality Factors (CQFs), or Critical Success Factors (CSFs) of 
TQM can be described as the best practices of TQM implementation (Thiagarajan and Zairi, 
1998; Sila, 2005). Specifically, a CQF is defined as a quality factor that is critical and 
absolutely essential to the success of TQM implementation. This means that the TQM 
implementation process stands a good chance of ending in failure if this critical quality factor 
is not included. The more critical a quality factor is, the higher the chances of failure if it is
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not part of TQM (Thiagarajan and Zairi, 1998: p.291), in which organisations and their 
employees undertake business activities in all key processes, planning, leadership, customers, 
community relations, production and supply of products and services, suppliers, and the use 
of benchmarking (Sila, 2005). Successful TQM implementation is often linked with the CSFs 
whieh are responsible for achieving business excellence (Talib and Rahman, 2010). Thus, it is 
important to understand TQM practices and its CQFs in order to determine the level of 
resources and commitment needed for achieving suecessful implementation (Zairi and 
Youssef, 1995).
Organisations that implement quality management focus on improving the efficiency of 
operations and on providing superior value to customers. The key success factors of quality 
management implementation have been provided in several ways, such as by quality gurus 
(i.e. Deming, 1982; Juran, 1982), by formal evaluation models (i.e. EQA, MBNQA, Deming 
Award) and by empirical studies (i.e. Saraph et al., 1989; Flynn et al., 1994) in quality 
management (Abdullah et al., 2008). The specifications and measurements of the critical 
factors of quality management allow managers to achieve a better understanding of the its 
practices, as well as allowing researchers to develop quality management theories, and 
examine certain hypotheses concerning quality management (Badri et al., 1995).
A significant number of empirical studies on the CSFs of TQM exist in the literature. Several 
studies have been conducted in order to indieate the CSFs of TQM implementation in 
organisations. Quality gurus, such as Juran, Deming, Crosby, Mondon and Feigenbaum and 
others, have discussed the importance of some critical factors of quality management (i.e. top 
management leadership for quality, employee involvement in quality, employee training and 
supplier quality management) (Saraph et al., 1989). Empirical studies of TQM began to 
increase after 1989 when the CSFs of TQM were first identified by Saraph et al. (1989). A 
survey approach was used in Saraph et al.’s study to identify them, and their work set a new 
direction for TQM researchers who are interested in the CSFs that constitute TQM. Thus, 
TQM focuses on several critical factors (Saraph et al., 1989). The literature identified that the 
CSFs of TQM range between four and twelve factors (Karuppusami and Gandhinathan, 
2006).
Saraph et al.’s (1989) empirical study was the first systematic attempt to classify and organise 
the important critical factors of quality management practice based on literature into eight 
categories (or critical factors). Their approach measured overall quality management in both 
manufacturing and service organisations, and they generated 120 organisational requirements 
(prescriptions) for effective quality management, by 162 quality managers and general
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managers representing 89 departments of 20 manufacturing and service organisations in the 
USA. These prescriptions of quality management were classified into eight categories through 
a process that involved identification and synthesis based on similarity among prescriptions, 
which forms a set of eight critical factors of quality management. They introduced an 
empirical framework of these critical factors that are considered as a comprehensive set of 
TQM practices, namely, the role of top management leadership, the role of quality 
department, training, product/service design, supplier quality management, process 
management, quality data and reporting, and employee relations as shown in Table 3.4.
Table 3.4; Critical Factors of Quality Management
Critical Factors Explanation
l.T he role of top 
management
Acceptance of quality responsibility by general managers and department 
heads. Evaluation of top management on quality. Participation by top 
management in quality improvement efforts. Specificity o f quality goals. 
Importance attached to quality in relation to cost and schedule. 
Comprehensive quality planning.
2. Role of the quality 
department
Visibility and autonomy o f the quality department. The quality 
department’s access to top management. Use o f quality staff for 
consultation. Coordination between quality department and other 
departments. Effectiveness of the quality department.
3. Training Provision of statistical training, trade training, and quality-related training 
for all employees.
4. Product/service design Thorough scrub-down process. Involvement of all effected departments in 
design reviews. Emphasis on producibility. Clarity o f specifications. 
Emphasis on quality, not roll-out schedule. Avoidance of frequent 
redesigns.
5. Supplier quality 
management
Fewer dependable suppliers. Reliance on supplier process control. Strong 
interdependence of supplier and customer. Purchasing policy emphasizing 
quality rather than price. Supplier quality control. Supplier assistance in 
product development.
6. Process management Clarity o f process ownership, boundaries, and steps. Less reliance on 
inspection. Use of statistical process control. Selective automation. Fool­
proof process design. Preventive maintenance. Employee self-inspection. 
Automated testing.
7. Quality data and 
reporting
Use of quality cost data. Feedback of quality data to employees and 
managers for problem solving. Timely quality measurement. Evaluation of 
managers and employees based on quality performance. Availability o f 
quality data.
8. Employee relations Implementation of employee involvement and quality circles. Open 
employee participation in quality decisions. Responsibility o f employees 
for quality. Employee recognition for superior quality performance. 
Effectiveness of supervision in handling quality issues. On-going quality 
awareness o f all employees.
Source: Saraph et al. (1989, p. 818)
Notwithstanding the importance of Saraph et al.’s (1989) study, their critical factors are based 
on the relevant literature and they used a small number of assessors to identify these factors. It 
has been argued that the weakness in Saraph et al.’s approach was that the critical factors 
emerged on the basis of literature. In addition, Saraph et al.’s (1989) approach revealed a 
framework for quality management including eight factors; their approach was limited and it
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did not involve any items related to customer relations or customer satisfaction, continuous 
improvement, and only the product/service design factor involved variables of customer focus 
(Black and Porter, 1996). Black and Porter's (1996) study appeared more comprehensive than 
Saraph et al.’s (1989) study, since they used the important elements of the Baldrige award 
model as their ten critical factors of TQM.
Similar studies followed Saraph et al.’s study to investigate the CSFs of TQM. For example. 
Black’s (1993) study was another attempt to develop a model for measuring the TQM critical 
factors by using the criteria of MBNQA. A questionnaire was used with 39 critical factors, 
and a ratio score of importance was assigned to each of the 39 criteria by a ratio scaling 
method. These factors were then analysed and ten factors were identified as the most critical 
factors, and they are: quality culture, strategic quality management, quality improvement 
measurement systems, people and customer management, operational quality planning, 
external interface management, supplier partnerships, teamwork structures, customer 
satisfaction orientation and communication of improvement information. These factors appear 
to be compatible with successful TQM implementation. The same factors were also identified 
by Black and Porter (1996) in their research which focused on the important factors of the 
Baldrige Award model and other related literature. These factors provided key contributions 
for better understanding of the implementation of TQM.
Flynn et al.’s (1994) study built on the Saraph et al.'s study (1989), with some important 
differences. Their study was conducted at the plant level rather than the whole organisation 
and was based on the perceptions of employees and managers rather than just managers. They 
identified seven key factors of quality management, namely: top management support, quality 
information, process management, product design, workforce management and supplier and 
customer involvement, and six out of the seven factors were from Saraph et al.’s factors, and 
they added a new factor, “customer involvement”. Similarly, Flynn et al. (1995: p.660) 
divided Saraph et al.’s (1989) eight critical factors of quality management into two groups 
based on the classification of critical factors. The first group is core quality management 
practices, which include product design, process management and statistical control/feedback. 
The second group is quality management infrastructure, which involves customer 
relationship, supplier relationship, work attitudes, workforce management and top 
management support.
Ahire et al. (1996) identified 12 CSFs of integrated quality management, namely: top 
management commitment, customer focus, supplier quality management, design quality 
management, benchmarking, SPC, internal quality information usage, employee
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empowerment, employee involvement, employee training, product quality and supplier 
performance. These CSFs cover all activities regarded to be critical factors by the MBNQA. 
Another contribution to identify the CSFs of TQM was made by Thiagarajan and Zairi 
(1998), who identified that there are 22 critical quality factors, which are important to work 
together to support and enhance the chance of successful TQM implementation. Hence, 
various strategies of quality management act together in order to influence product quality. 
For example, top management commitment influences product quality through improving 
customer focus and effective mobilising of human resources. Some techniques, such as SPC 
and benchmarking, need motivation and training for employees in order to achieve effective 
usage of these techniques. Supplier quality management affects product quality through 
performance of suppliers in terms of improving the delivery system of raw material.
Tamimi (1998) indicated eight critical factors to be top management commitment, 
supervisory leadership, education, cross functional communications to improve quality, 
supplier management, quality training, product/service innovation, and providing assurance to 
employees, while Joseph et al. (1999) identified ten factors of TQM including: organisational 
commitment, human resource management, supplier integration, quality policy, product 
design, role of quality department, quality information systems, technology utilization, 
operating procedures and training. Zhang et al. (2000) identified 11 CSFs of TQM 
implementation in Chinese manufacturing organisations, and they are: leadership, supplier 
quality management, vision and plan statement, evaluation, process control and improvement, 
product design, quality system improvement, employee participation, recognition and reward, 
education and training, and customer focus.
Motwani (2001) indicated that an integrated TQM is a composite of seven CSFs, namely top 
management commitment, quality measurement and benchmarking, process management, 
product design, employee training and empowerment, supplier quality management, and 
customer involvement and satisfaction. Antony et al. (2002) added three new factors to 
Saraph et al.'s (1989) eight-factor model, and they are: customer satisfaction orientation, 
communication to improve quality and continuous improvement. Claver et al. (2003) 
identified eight critical factors for successful TQM implementation in manufacturing and 
service organisations in Spain, and they are: leadership, supplier management, quality 
planning, training, learning, specialized training, process management and continuous 
improvement. Similarly, Tari (2005) focused on eight TQM factors including customer focus, 
process management, leadership, suppliers management, learning, quality planning, 
continuous improvement and employee management.
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Ju et al. (2006) identified ten critical factors of TQM based on the relevant literature, namely: 
top management commitment, adopting philosophy, quality measurement, benchmarking, 
process management, product design, employee training, employee empowerment, supplier 
quality management, customer involvement and satisfaction. Similarly, Lewis et al. (2006) 
identified 12 factors as the most important factors for successful TQM implementation based 
on the literature and empirical evidence, and they are: quality data and reporting, customer 
satisfaction, human resource utilisation, management of process quality, training and 
education, management commitment, continuous improvement, leadership, strategic quality 
planning, performance measurement, customer focus and contact with suppliers and 
professional associates.
Yusuf et al. (2007) found 12 CSFs of TQM implementation in Chinese organisations, and 
they are: leadership and commitment, get things right first time, employee involvement, 
customer focus, teamwork, continuous improvement, cost of quality, communication, 
training, recognition and reward, just-in-time and competitive benchmarking. Another study 
by Al-Marri et al. (2007) identified 16 critical factors for the successful implementation of 
TQM in the banking service sector, and they are: top management support, employee 
involvement, customer focus, recognition and reward, human resource management, 
benchmarking, continuous improvement, servicescapes, quality systems, service design, 
social responsibility, quality technologies, strategy, service culture, problem analysis and 
quality department.
Recently, Fotopoulos and Psomas (2009) identified nine critical factors of TQM 
implementation in Greek organisations, and they are: leadership, employee management and 
involvement, customer focus, strategic quality planning, process management, knowledge and 
education, continuous improvement, information and analysis, and supplier management. 
Similarly, Talib and Rahman (2010) identified nine CSFs of TQM in service organisations 
based on reviewing the literature and empirical evidence, and they are: top management 
commitment, training and education, customer focus, employee involvement, employee 
encouragement, benchmarking, continuous improvement and innovation, quality information 
and performance measurement, and supplier quality management.
Many studies have been conducted to analyse and compare the empirical studies conducted 
about CSFs of TQM across different countries. For example, Sila and Ebrahimpour's (2003) 
study analysed and compared 76 empirical studies in CSFs of TQM and their impact on 
various performance aspects across countries. They identified 18 critical factors were the 
most common across studies, namely: top management commitment and leadership, customer
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focus, information and analysis, training, supplier management, strategic planning, employee 
involvement, human resource management, process management, teamwork, product and 
service design, process control, benchmarking, continuous improvement, employee 
empowerment, quality assurance, social responsibility and employee satisfaction. Similarly, 
Karuppusami and Gandhinathan (2006) analysed the studies in CSFs of quality management 
undertaken during the period between 1989 and 2003. The total number of CSFs listed from 
all the 37 studies was 56 and their total frequency of occurrences was 306. 14 CSFs accounted 
for 80 per cent of occurrences, and the remaining 42 CSFs accounted for only 20 per cent. 
Table 3.5 shows the most frequently occurring 14 CSFs. The first five CSFs, identified by the 
highest number of scholars, were: the role of management leadership and quality policy, 
supplier quality management, process management, customer focus and training. Customer 
focus had the fourth rank in studies even though it was not identified by Saraph et al.’s (1989) 
study.
Factors Items
1. The role of 
management 
leadership and quality 
policy
Top executive support, top management commitment, top management 
support, top management, committed leadership, visionary leadership, 
senior executive involvement, supervisory leadership, leadership creativity 
and quality strategy, management leadership, executive commitment.
2. Supplier management Supplier co-operation, supplier development, supplier integration, supplier 
involvement, supplier partnership, supplier performance, supplier quality, 
supplier quality management, supplier relates with responding entity, 
supplier relationship, TQM link with suppliers, co-operative supplier 
relations, vendor quality management, closer to suppliers, relations with the 
supplier, responding entity relates with supplier.
3. Process management Processes, process flow management, process improvement, production 
process, process control, process control and improvement, process design 
(SQC), flexible manufacturing, advanced manufacturing systems, use of 
JIT principles, inventory reduction, technology utilization, process quality.
4. Customer focus Customer focus and satisfaction, customer involvement, customer 
orientation, customer relates with responding entity, customer relationship, 
customer satisfaction, customer satisfaction orientation, customer service, 
customers, TQM link with customers, close customer leadership, closer to 
customers, relation with the customers, responding entity relates with 
customer.
5. Training Quality training specialized training, personnel training, education, 
education and training, employee training.
6. Employee relations Employee participation, employee satisfaction, employee empowerment, 
employee involvement, employee fulfilment, delegation and empowerment, 
worker manager, interactions.
7. Product/service design Product design, product design process, product design simplicity and 
producibility, product/service innovation.
8. Quality data Quality improvement measurement system, quality information, quality 
information availability, quality information flows, quality information 
systems, quality information usage measurement, internal quality 
information usage.
9. Role of quality 
department
Quality, quality assurance, quality citizenship, quality continuous 
improvement, quality system improvement.
10. Human resource 
management and 
development
Providing assurance to employees, employee selection and development, 
feedback and employees relations, workforce management, people 
management, congenial inter personal relations.
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Factors Items
11. Design and 
conformance
Design and development of new products, design quality, design quality 
management, conformance and design, product cost product durability, 
product improvement, product quality, product reliability, conformance 
quality.
12. Cross functional 
quality teams
Communication across the organisation, communication of improvement 
information, cross functional communications to improve quality, use o f 
teams, team working, teamwork structure.
13. Benchmarking Benchmarking on quality and service, benchmarking on cost, use of 
benchmarking.
14. Information and 
analysis
Information and data management, information technology, information 
technology for quality.
Source: Karuppusami and Gandhinathan (2006, pp. 377-378)
Another attempt was made by Lewis et al. (2006) to compare the similarities and differences 
among 25 factors with the list of 46 criteria. They categorised these factors into two groups of 
13 “soft factors” and 12 “hard factors” with respect to the matching analysis of CSFs and 
criteria. The study found that the top ten CSFs are composed of seven “soft factors” and three 
“hard factors”. For example, customer focus and satisfaction had the highest rank, followed 
by people training, top management commitment, teamwork, employee involvement, 
continuous improvement and innovation, information and performance measurement, supplier 
management, communication and process management. However, reviewing the relevant 
literature regarding CSFs of TQM indicated that the Saraph et al.’s (1989) critical factors of 
quality management were used partly or fully in most studies that have been conducted to 
identify the critical factors of TQM. Several studies (i.e. Flynn et al., 1994, 1995; Black and 
Porter, 1995, 1996; Quazi et al., 1998) used Saraph et al.’s (1989) survey to measure the 
practices of quality management, whereas other studies built their own measurement 
instrument. The researcher found the most common critical factors that have been used by 
scholars over the period from 1989 to 2010 as presented in Table 3.6, which shows a 
comprehensive list of CSFs of TQM and literature support.
Table 3.6: A Comprehensive List cl ’ CSFs of TQM and Literature Support
CSFs of TQM Supporting Literature
1. Role of Top Management
(i.e. top management commitment, top 
management support, supervisory leadership, 
visionary leadership, corporate culture, 
strategic quality management, organisational 
commitment)
(Saraph et al., 1989), (Black, 1993), (Flynn et al., 
1994), (Black and Porter, 1996), (Ahire et al., 1996), 
(Tamimi, 1998), (Joseph et al., 1999), (Zhang et al., 
2000), (Motwani, 2001), (Antony et al., 2002), 
(Claver et al., 2003), (Tari, 2005), (Lewis et al. 
2006), (Ju et al., 2006), (Yusuf et al., 2007), (Al- 
Marri et al., 2007), (Fotopoulos and Psomas, 2009), 
(Talib and Rahman, 2010).
2. Role of Quality Department
(i.e. quality department)
(Saraph et al., 1989), (Joseph et al., 1999), (Antony 
et al., 2002), (Al-Marri et al., 2007).
3. Training and Education 
(i.e. learning, education, quality training, 
training and education, knowledge and 
education, specialised training)
(Saraph et al., 1989), (Ahire et al., 1996), (Tamimi, 
1998), (Joseph et al., 1999), (Zhang et al., 2000), 
(Motwani, 2001), (Antony et al., 2002), (Claver et 
al., 2003), (Tari, 2005), (Lewis et al. 2006), (Ju et 
al., 2006), Yusuf et al., 2007), (Fotopoulos and 
Psomas, 2009), (Talib and Rahman, 2010).
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CSFs of TQM Supporting Literature
4. Product/Service Design
(i.e. product design, design quality 
management, product/service innovation, 
design and process improvement, technology 
utilisation)
(Saraph et al., 1989), (Flynn et al., 1994), (Ahire et 
al., 1996), (Tamimi, 1998), (Joseph et al., 1999), 
(Zhang et al., 2000), (Motwani, 2001), (Antony et 
al., 2002), (Ju et al., 2006), (Al-Marri et al., 2007), 
(Yusuf et al., 2007).
5. Supplier Quality Management
(i.e. supplier involvement, internal and external 
cooperation, supplier partnerships, supplier 
quality management, supplier performance, 
supplier relationships, supplier integration)
(Saraph et al., 1989), (Black, 1993), (Flynn et al., 
1994), (Black and Porter, 1996), (Ahire et al., 1996), 
(Tamimi, 1998), (Joseph et al., 1999), (Zhang et al., 
2000), (Motwani, 2001), (Antony et al., 2002), 
(Claver et al., 2003), (Tari, 2005), (Lewis et al. 
2006), (Ju et al., 2006), (Fotopoulos and Psomas, 
2009), (Talib and Rahman, 2010).
6. Process Management 
(i.e. design and process management, operating 
procedures, SPG usage, technology utilisation, 
management of process quality, quality 
technologies, quality systems, get things right 
first time, cost o f quality, just-in-time, process 
control and improvement)
(Saraph et al., 1989), (Flynn et al., 1994), (Ahire et 
al., 1996), (Joseph et al., 1999), (Zhang et al., 2000), 
(Motwani, 2001), (Antony et al., 2002), (Claver et 
al., 2003), (Tari, 2005), (Lewis et al. 2006), (Ju et 
al., 2006), (Yusuf et al., 2007), (Al-Marri et al., 
2007), (Fotopoulos and Psomas, 2009).
7. Quality Data and Reporting
(i.e. quality information, communication of 
improvement information, internal quality 
information usage, communication to improve 
quality, quality improvement measurement 
systems, ‘Quality Information System’ QIS, 
information and analysis, quality information 
and performance measurement, cross functional 
communications to improve quality, quality 
measurement, evaluation)
(Saraph et al., 1989), (Black, 1993), (Flynn et al., 
1994), (Black & Porter, 1996), (Ahire et al., 1996), 
(Tamimi, 1998), (Joseph et al., 1999), (Zhang et al., 
2000), (Motwani, 2001), (Antony et al., 2002), 
(Lewis et al. 2006), (Lewis et al. 2006), (Ju et al., 
2006), (Yusuf et al., 2007), (Al-Marri et al., 2007), 
(Fotopoulos and Psomas, 2009), (Talib and Rahman, 
2010).
8. Employee Relations
(i.e. workforce management, employee 
fulfilment, internal and external cooperation, 
people management, external interface 
management, teamwork structure, employee 
involvement, employee empowerment, 
providing assurance to employees, HRM, 
internal cooperation and open organisation, 
recognition and reward, employee 
encouragement, employee participation)
(Saraph et al., 1989), (Black, 1993), (Flynn et al., 
1994), (Black and Porter, 1996), (Ahire et al., 1996), 
(Tamimi, 1998), (Joseph et al., 1999), (Zhang et al., 
2000), (Motwani, 2001), (Antony et al., 2002), 
(Tari, 2005), (Lewis et al. 2006), (Ju et al., 2006), 
(Yusuf et al., 2007), (Yusuf et al., 2007), (Al-Marri 
et al., 2007), (Fotopoulos and Psomas, 2009), (Talib 
and Rahman, 2010).
9. Customer Involvement
(i.e. customer involvement and satisfaction, 
customer satisfaction, customer satisfaction 
orientation, customer focus, customer 
management).
(Black, 1993), (Flynn et al., 1994), (Black and 
Porter, 1996), (Ahire et al., 1996), (Zhang et al., 
2000), (Motwani, 2001), (Antony et al., 2002), 
(Tari, 2005), (Lewis et al. 2006), (Yusuf et al., 
2007), (Al-Marri et al., 2007), (Fotopoulos and 
Psomas, 2009), (Talib and Rahman, 2010).
10. Continuous Improvement
(i.e. continuous improvement tools, continuous 
improvement and innovation, quality system 
improvement)
(Zhang et al., 2000), (Antony et al., 2002), (Claver 
et al., 2003), (Tari, 2005), (Lewis et al. 2006), 
(Yusuf et al., 2007) (Al-Marri et al., 2007), 
(Fotopoulos and Psomas, 2009), (Talib and Rahman, 
201(ft.
11. Quality Planning
(i.e. quality planning, operational quality 
planning, strategic quality planning, quality 
policy, vision and plan statement)
(Black, 1993), (Black & Porter, 1996), (Joseph et 
al., 1999), (Zhang et al., 2000), (Claver et al., 2003), 
(Tari, 2005), (Lewis et al. 2006), (Yusuf et al., 
2007), (Al-Marri et al., 2007), (Fotopoulos and 
Psomas, 2009).
12. Benchmarking (Ahire et al., 1996), (Motwani, 2001), (Ju et al., 
2006), (Al-Marri et al., 2007), (Yusuf et al., 2007), 
(Talib and Rahman, 2010).
Source: The Researcher
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Although there is some agreement about which critical factors constitute TQM, many studies 
still provided various sets of TQM factors. This may occur because of certain differences in 
the definitional or methodological approaches that were used by the different researchers. 
Some researchers tried to overcome these differences in the set of TQM factors by using the 
criteria of quality awards (i.e. MBNQA, EFQM) as the preferred factors of TQM in their 
studies. It may, therefore, be that different studies yielded different factors due to the 
differences between business environments in the various countries studied, for example as a 
result of factors such as culture, religion, education levels, information technology, 
government regulations, the extent of industrialisation, and so on. These factors create some 
doubts about the universal applicability of certain factors of TQM and their successful 
implementation by organisations in specific countries. Other reasons for the differences in 
TQM factors that were indicated in various studies could be the type of industry and 
organisation size, and other relative factors. However, there is a need for a contingency 
approach to TQM (Sila and Ebrahimpour, 2003).
The set of factors used in TQM implementation cited from the available literature were not 
formulated in systematic empirical research (Black, 1993). As a result, each researcher 
emphasises a selection of quality factors based on their judgement and experience in working 
with various organisations (Thiagaragan et al., 2001). Therefore, the critical factors of TQM 
differ from one researcher to another, although there are common issues among them (Tari, 
2005). However there are common practices that can help to achieve the successful 
implementation of TQM, and these are people management, quality planning, leadership, 
customer focus, supplier management, process management and continuous improvement 
(Claver-Cortes et al., 2008).
The implementation of TQM involves defining and deploying several key factors 
(Thiagaragan et al., 2001). One of the problems related to critical factors of TQM is how to 
define them and what should be the measure of their impact before they become critical (Zairi 
and Youssef, 1995). However, the implementation of TQM factors is considered to be like 
constructing a house. Top management commitment to TQM is the foundation of the house. 
Once the foundation is in place, the other factors (i.e. employee training and empowerment, 
quality measurement and benchmarking, process management, and customer involvement and 
satisfaction) can be viewed as the four pillars of the house. Once the pillars are in place and 
enriched, then the factors of vendor quality management and product design, the final 
elements to achieving TQM, can be incorporated (Motwani, 2001). In addition, adopting 
TQM in organisations as a business strategy requires the defining and implementing of
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several quality factors including top management commitment and involvement, employee 
empowerment and culture (Lenka and Suar, 2008).
It was argued that very few studies have been conducted to indicate the CSFs of TQM in the 
hotel industry. For instance, one study was conducted by Cheung (2006) used four CSFs of 
TQM in the hotel industry. These were top management commitment and leadership, 
customer focus, employee involvement and continuous improvement. Another study was 
conducted by Shahbazipour (2007) who investigate the relationship between seven CSFs of 
TQM and successful TQM implementation in the hotel industry, specifically in 3-, 4-, and 5- 
star hotels. These factors were leadership, policy and strategy, information and analysis, 
customer focus, human resource management, supplier and partnership management, and 
process management. Wang et al. (2011) confirmed that TQM-adopting hotels focus on seven 
CSFs of TQM, and they are: leadership, employee fulfilment, intemaFextemal cooperation, 
customer focus, process management, learning and continuous improvement.
Regarding the Jordanian context, one study was conducted in the communication sector by 
Twaissi (2008), who identified eight CSFs for TQM implementation, namely top management 
commitment, employee training, customer satisfaction and focus, quality communication and 
structure, quality information system, policy and strategic planning, supplier relationship, and 
quality measurement and benchmarking. Al-Zu’bi and Judeh (2011) focused on the 
implementation of TQM at a private hospital in Jordan, and they identified seven CSFs of 
TQM: management commitment, teamwork, customer focus, employee involvement, training, 
organisational culture and continuous improvement. These factors that have been identified in 
the hotel industry as well as in Jordan, are similar to the common CSFs that have been 
identified in most studies carried out in developed and developing countries.
This study considers the CSFs as necessary practices for successful TQM implementation in 
order to achieve the benefits of TQM in the hotel industry. Thus, reviewing the main 
empirical studies in CSFs of TQM which have been conducted since 1989, when the first 
study appeared by Saraph et al., until 2010, the literature indicated that there are 60 items of 
CSFs of TQM implementation across more than 35 empirical studies conducted in both 
manufacturing and service organisations. As a result, the specific CSFs of TQM are not 
completely agreed among researchers. The researcher classified 60 items of CSFs into 12 key 
CSFs for the successful implementation of TQM as shown in Figure 3.7, namely: top 
management commitment, leadership support, the role of quality department, supplier quality 
management, quality data and reporting, product/service design, employee management.
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process management, education and training, continuous improvement (Cl), customer focus, 
and quality planning. The 12 CSFs are briefly discussed after the figure.
Figure 3.7: Critical Success Factors (CSFs) of TQM Implementation in this Study
Leadership
Support
Education and 
Training
Product/Service
Design
Continuous
Improvement
Top Management j 
Commitment
The Role of 
Quality 
Department
TQM Quality Data and 
Reporting
Supplier Quality 
Management
Employee
Management
Quality
Planning
Customer
Focus
Process
Management
Source: The Researcher
Factor 1: Top Management Commitment
Top management commitment refers to the acceptance of quality responsibility by managers 
including comprehensive quality planning, quality schedule, evaluation quality and 
participation in quality improvement efforts (Saraph et al., 1989). Management commitment 
is essential to implement TQM practices successfully in an organisation, and therefore top 
management must be committed to TQM implementation. With this commitment, top 
managers need to establish a quality policy for the organisation, and then they need to 
publicise the contents of the quality policy to all employees at all levels of the organisation 
(Goh and Ridgway, 1994). Thus, top management commitment acts as a driver of quality 
management implementation through creating quality values, clear quality goals and quality 
systems. Additionally, top management should also demonstrate their commitment to quality 
by providing adequate resources to implement TQM, which then leads to improvements in the 
organisation’s performance and customer satisfaction (Ahire et ah, 1996). Gaiwin (1986) 
reported that strong top management commitment to TQM is required for achieving high 
levels of product quality, while other empirical studies argued that top management support 
for quality was a key factor in quality improvement. Additionally, top management attitudes
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and behaviours were related to TQM practices in an organisation (Flynn et ah, 1994). When 
managers are committed to TQM practices, they will be involved in TQM implementation as 
well as encouraging employee involvement in it too (Zhang et ah, 2000). Consequently, top 
management commitment is considered as one of the major determinants of the successful 
implementation of TQM (Ahire et ah, 1996; Tsang and Antony, 2001).
Factor 2; Leadership Support
Most previous studies recognised leadership as part of top management commitment, but in 
this study leadership support is considered as a separate critical factor of TQM. Leadership is 
the management task of maintaining and practicing an organisation’s vision with respect to 
customer requirements, and effective leaders depend on the respect and influence they have 
developed within the organisation (Sadikoglu and Zehir, 2010). Both the MBNQA and the 
EQA recognised the critical role of leadership in creating quality goals, values and systems 
for quality management implementation, and therefore many empirical studies confirmed that 
leadership support for TQM implementation is a key factor in quality improvement (Zhang et 
ah, 2000).
Leadership fostering an environment where quality is a way of life sets the foundation for the 
TQM implementation in an organisation. Leaders provide an appropriate environment for 
facilitating the implementation of TQM tlirough motivating and encouraging employees to be 
involved and participate in TQM implementation (Tsang and Antony, 2001). Thus, top 
management must exercise their leadership abilities in order to influence employee behaviour 
towards quality responsibility (Talib and Rahman, 2010), and therefore leaders support TQM 
implementation through organising and synergising employees’ activities to achieve the 
quality goals of organisation (Sadikoglu and Zehir, 2010). Consequently, TQM can be 
implemented effectively only when the whole organisation accepts the quality responsibility 
and commitment of TQM practices (Talib and Rahman, 2010).
Factor 3; The Role of Quality Department
The visibility and autonomy of the quality department in an organisation supports the 
effectiveness of the quality department through giving top management access to it, use of 
quality staff for consultation, and coordination between the quality department and other 
departments regarding quality management implementation (Saraph et ah, 1989). Although 
the role of the quality department has been found in some empirical studies to be a significant 
factor of TQM implementation, still few studies have focused on this factor as one of CSFs of 
TQM. Motwani et al. (1994) argued that an efficient organisation depends on the visibility 
and autonomy of the quality department as well as top management’s direct access to that
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department. They found the major responsibilities of the quality department are formulating 
and improving major quality improvement programmes and procedures of quality control, 
and reporting any defects or failures in the production processes, and final inspection.
Badri et al. (1995) found that the quality department has been established in both 
manufacturing and service organisations due to pressures from greater consumer awareness as 
well as competition. The visibility and effectiveness of the quality department as one of TQM 
factors was rated greater in manufacturing and service organisations, where a quality 
department existed in an organisation, and then quality management practices were on the 
agenda of every employee. Forker (1997) reported that the influence of the quality department 
was strongly and positively related to quality performance, and therefore the quality 
department is considered as one of the key players in assuring conformance of product/service 
to specifications. The quality department plays an important role in facilitating quality 
management practices. It is necessary to set up a quality control system, a quality information 
system, a supplier-rating scheme and a quality information system. The quality department 
fosters collaboration across departments by participating in cross-functional quality 
improvement teams, if the quality department assumes its role appropriately, and therefore 
quality management practices can be implemented successfully (Ho et al., 1999).
Factor 4; Supplier Quality Management
Supplier quality management includes supplier quality control, suppliers participating in 
product development, and purchasing policy emphasising quality rather than price (Saraph et 
al., 1989). It is considered an essential factor of quality management since materials are often 
a major source of quality problems. Focusing on good supplier quality management allows 
organisations to establish long-term cooperative relations with their suppliers, to be concerned 
with supplier performance, conduct supplier quality audits, participate in suppliers quality 
activities, give feedback on performance of suppliers’ products, and consider product quality 
as the most important factor of selecting suppliers (Zhang et al., 2000). Thus, organisations 
should select suppliers based on quality rather than only on cost, and then they should work 
with suppliers to improve their quality practices (Hackman and Wageman, 1995).
Organisations must ensure quality at all stages of production processes, and therefore the role 
of suppliers is a critical factor in quality management in different ways, such as the quality of 
suppliers’ materials which determines the level of inspection effort needed and the product 
quality, and the capability of suppliers to respond to customers’ needs (Ahire et al., 1996). 
Supplier quality management is an important factor in influencing quality performance, and 
the successful implementation of quality management practices will result in high quality
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performance (Ho et al., 1999). Managing supplier quality in TQM practices can reduce costs 
and improve quality continuously (Sadikoglu and Zehir, 2010). Thus, selecting suppliers 
based on quality can help to improve the quality of service, and therefore supplier quality 
management has become an essential element of the TQM programme (Talib and Rahman, 
2010).
Factor 5; Quality Data and Reporting
The availability and the use of quality data help employees and managers to solve problems 
through feedback of quality data. In addition, quality reporting provides timely quality 
measurement, and evaluates managers and employees based on quality performance (Saraph 
et al., 1989). Thus, the use of available quality data is an essential dimension of quality 
management programmes. Motwani et al. (1994) argued that the availability and use of 
quality data improves the level of quality, more specifically, organisations reported that 
having an efficient quality reporting system enabled them to maintain data on error rates, 
vendors, warranty reports, customer complaints, scrap, defect or failures, cost of appraisal and 
cost of prevention. Quality data needs to be updated on a regular basis and to be available to 
all departments as well as all employees; these data can then be used by organisations as tools 
to manage and improve quality.
Reporting quality data regularly to top management, for performance monitoring and 
planning further quality initiatives, requires the effective use of quality data. Quality data and 
reporting can impact directly on quality performance, more specifically, timely quality data 
provide feedback on quality performance, and enables the identifying of any need to take 
corrective action for solving any problems related to quality (Ho et al., 1999). Organisations 
should analyse the feedback on quality data which helps to improve the product/service 
quality continuously (Talib and Rahman, 2010).
Factor 6; Product/ Service Design
Product/service design includes scrub-down process, clarity of specifications, emphasis on 
producibility and quality, and involving all effected departments in design reviews to avoid 
frequent redesigns (Saraph et ah, 1989). Product/service design is an important factor of 
quality management (Flynn et al., 1994; Zhang et al., 2000), enabling organisations to meet or 
exceed customers’ requirements and expectations better than their competitors (Flynn et ah, 
1994). The process of product design can help to improve designs to meet customer needs and 
perceived high quality, and to reduce failure rates and failure probabilities (Flynn et ah, 
1994). Quality Function Deployment (QFD) is one of the main approaches that has been used 
in organisations to translate customer needs into product design (Ahire et al., 1996). The
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process of product/service design requires considering customer requirements and involving 
other departments in new product design to avoid any problems in the production process 
(Zhang et ah, 2000).
Factor 7: Employee Management
Employee management involves employee participation in quality decisions, employee 
involvement and quality circles, employee recognition for superior quality performance, and 
employee responsibility for quality. Implementing employee management in TQM practices, 
leads to continuing quality awareness of all employees, and supervision effectiveness in 
handling quality issues (Saraph et ah, 1989). This study focused on employee empowerment 
and employee involvement as the main dimensions of employee management in quality 
management. Organisations used employee empowerment as an effective strategy. It is 
essential to improving quality control through authorising and encouraging employees to 
inspect their own work and to find and fix problems, and therefore employees are given 
resources, technical assistance and supporting infrastructure for solving problems (Ahire et 
ah, 1996). Employee encouragement is an important factor of effective implementation of 
TQM, and therefore employees should be encouraged, through rewards and recognitions, for 
their efforts, suggestions, achievements and contributions (Talib and Rahman, 2010).
The term ‘total’ in TQM implies that every employee in an organisation is involved in the 
quality improvement processes. Thus, employee involvement is an important dimension of 
the TQM programme, especially in the service industry since services cannot be delivered to 
customers without the participation of all employees of the organisation (Talib and Rahman, 
2010). Organisations must encourage and reward employee involvement in quality 
management, and therefore employee involvement is necessary to ensure employees’ full 
participation in quality programmes. Organisations apply employee involvement as a strategy 
through quality circles, cross-functional teams, evaluating the quality of participation, 
encouraging employees to provide suggestions, and the implementation of employees’ 
suggestions (Ahire et ah, 1996).
Participating in quality management may enable employees to improve their understanding of 
the importance of product quality throughout improving their personal capabilities and 
personality traits, and increasing their commitment and self-respect. Participation establishes 
a culture of company-wide quality, and therefore, in those organisations that have 
implemented quality management, employees are encouraged to report problems at their 
work, and their suggestions are implemented. In addition, some methods such as QC circles, 
cross-functional teams, voluntary teams, within-fimctional teams, and suggestion activities
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can be used to encourage employee participation (Zhang et ah, 2000). Thus, employees can 
make significant contributions when they are empowered, so a setting of TQM practices 
encouraged employee suggestions and participation (Sadikoglu and Zehir, 2010).
Factor 8; Process Management
Process management includes proactive and preventive approaches to quality management 
practices, such as clarifying process and operating procedures, use of SPC, selective 
automation, designing fool-proof process, PDCA cycle, QC tools, and sampling and 
inspection (Saraph et ah, 1989; Zhang et ah, 2000). This factor can lead to adding value to 
processes, enhancing employee productivity and increasing quality levels (Motwani, 2001). 
Thus, process management focuses on non-reliance on inspection, employee self-inspection, 
automated testing and preventive maintenance (Saraph et ah, 1989).
Process management is working through managing the production process. One of the most 
important aspects of process management is ensuring that the production process can meet 
customer requirements, and another aspect is equipment maintenance which keeps the 
production process running smoothly and keeps variation within the acceptable levels (Zhang 
et al., 2000). Process management organises stable work distribution and production 
schedules to reduce variations and improve product quality (Saraph et al., 1989; Flynn et al., 
1995; Kaynak, 2003). Process management emphasises activities through a set of 
methodological and behavioural practices (Sadikoglu and Zehir, 2010).
Factor 9; Education and Training
Deming (1986) focused on the importance of education and training for continuous 
improvement, and therefore education and training are considered one of the most important 
dimensions in successful TQM implementation. Training includes statistical training, quality- 
related training for all employees, and trade training (Saraph et al., 1989). Motwani et al. 
(1994) reported that quality training improves the level of quality. Effective and efficient 
training programmes in quality educate employees and managers for quality management 
implementation. Training programmes play a significant role in improving products/services 
quality in organisations, and therefore a formal quality training programme must exist in an 
organisation. Thus, training in a TQM setting involves technical skills; for example, statistical 
process/quality control methods (i.e. control charts and Pareto diagrams), and design tools 
(such as design of experiments, and quality function deployment); communication; 
supervision skills (i.e. managerial problem-solving tools); new work procedures (teamwork); 
and customer relations (Flynn et ah, 1994; Goetsch and Davis, 2006).
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Employee empowerment and involvement are not an effective and efficient framework 
without formal systematic training in quality management for employees, and those 
employees can understand quality-related issues when they are trained in the concepts and 
tools of qualify (Ahire et ah, 1996). Thus, education and training is an essential dimension of 
TQM implementation, especially in the service industry, because it delivers knowledge to 
employees about the principles and concepts of TQM needed to achieve desired goals. Thus, 
the role of ‘education and training’ is to maintain a high level of quality through the best use 
of talents and activities of all employees in an organisation (Talib and Rahman, 2010). 
Education and training can help to improve the confidence of employees, and improve their 
personal development (Tsang and Antony, 2001). Zhang et al. (2000) argued that most 
organisations realised that education and training are an important part of the TQM 
programme, and all employees should receive quality education and training in the form of 
‘quality awareness education’ and ‘quality management methods education’.
Factor 10; Continuous Improvement (Cl)
Continuous improvement is searching for excellence and customer satisfaction, and therefore 
it is considered as one component of TQM practices that helps organisations to improve their 
growth, productivity and rank among the market leaders (Goh and Ridgway, 1994). 
Continuous improvement refers to the process of searching for never-ending improvement 
and to find better methods in work processes (Yusuf et al., 2007; Sadikoglu and Zehir, 2010). 
Process performance and employees’ performance need to be monitored and improved 
continuously, and therefore continuous improvement in the quality of product/service is one 
of the major dimensions of the TQM programme (Tsang and Antony, 2001).
Continuous improvement in service quality is an integral part of the TQM programme, and 
the main objective behind continuous improvement is customer satisfaction (Talib and 
Rahman, 2010). It can be used for slashing production/operation delivery lead times , and 
reducing defective products, unnecessary slack, non-value adding activities, errors, variability 
in the processes, and rework, there by continuously improving an organisation’s overall 
performance (Hyland et al., 2000; Tsang and Antony, 2001). Thus, in the TQM setting, the 
best way to improve organisational performance is through reviewing and improving 
processes continuously (Spencer, 1994; Hyland et al., 2000; Corbett and Rastrick, 2000).
Factor 11; Customer Focus
This component includes different tools such as customer satisfaction surveys and trials, 
analysis of customer complaints and compliments, competitor analysis, trade surveys and 
trials, working closely with key customers and market investigations (Goh and Ridgway,
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1994; Zhang et ah, 2000). The main key to the implementation of quality management is 
maintaining a close relationship with customers in order to completely determine their needs, 
as well as taking into account customers’ feedback on the current perceived product/service 
and how their needs are being met. The customer should be involved in product/service 
design and development processes, and in this way customer involvement reduces quality 
problems in the production process (Flynn et ah, 1994). Thus, customer focus is considered as 
one of the most important parts of the production process, which refers to producing and 
delivering products/services that fulfil customers’ present and future needs and expectations, 
and exceed their expectations (Deming, 1986; Dean and Bowen, 1994).
In the TQM setting, organisations have regular contact with customers to identify their 
changing needs and requirements through customer site visits and focus groups, and measure 
performance against those requirements continuously (Deming, 1986; Johston and Daniel, 
1991; Hackman and Wageman, 1995; Bullington et ah, 2002), and customer satisfaction is the 
driving force for an organisation to improve its performance (Talib and Rahman, 2010). 
Quality must be integrated into all activities in an organisation with a clear customer focus in 
order to obtain product/service quality, so that customer focus must be reflected in the overall 
planning and implementing of quality management. In most organisations, customer focus is 
usually evaluated by regular customer satisfaction surveys, and the results of these surveys 
(i.e. feedback and complaints) can be used in improving product/service quality through 
planning, design and the production process (Ahire et ah, 1996). Successful organisations 
usually consider the customer first in every decision made, and they treat customer 
satisfaction and customer complaints with top priority (Zhang et ah, 2000).
Factor 12: Quality Planning
Although the importance of strategic planning as the second category in the MBNQA criteria, 
few studies have used strategic planning as one of the critical success factors of quality 
management practices since this factor was used as a sub category of other factors (Sila and 
Ebrahimpour, 2003). However, Juran (1989) reported that the TQM framework includes three 
sets of processes, which are quality planning, quality improvement and quality control. 
Quality planning in the Juran Trilogy focuses on setting goals, identifying customer and their 
needs, and developing products/services and processes (Juran, 1992).
Quality planning involves the management in an organisation setting objectives for all 
managers and employees. It communicates the organisation’s strategy and objectives to all 
employees, measuring and recognising employee performance in order to make 
improvements and support quality programmes (Claver et al., 2003). Hence, quality planning
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uses TQM methods (i.e. practices, tools and techniques) such as quality mission/vision, 
quality policy, quality goals, business plan, communication strategies, strategy development 
and deployment, control and improve of plans (Tari, 2005; Sila, 2007). Strategic planning is 
considered to be one of the control elements of TQM, and therefore quality planning reflects 
well the beginning (i.e. planning) and ending (i.e. evaluation) phases of quality management 
processes (Prajogo and McDermott, 2005).
In this study, the CSFs of TQM can be classified into six groups based on their functions as 
shown in the following Figure 3.8:
Figure 3.8: The Classification of CSFs of TQM in this Study
Q uality Functions
F3: Q uality Department 
F 12: Q uality Planning 
F5: Q uality data & Reporting
Supplier M anagement 
F4: Supplier Relationship
Operating Proeedures
F8: Process M anagement 
F6: Produet/Serviee D esign
Custom er Satisfaction  
F 11 :Customer Focus
Em ployee Role
FIO: C ontinuous Improvement
M anagem ent Support
F7: Em ployee M anagem ent 
F9: Edueation and Training
FI; Top M anagem ent Com m itm ent 
F2: Leadership Support
Source: The Researcher
As ean be seen from Figure 3.8, the researcher has classified the 12 CSFs of TQM practices 
into six groups based on their functions, namely: supplier management including one faetor, 
supplier relationship; quality functions including the three faetors quality department, quality 
planning, and quality data and reporting; management support including the two factors top 
management eommitment and leadership support; employee role ineluding the two factors 
employee management (i.e. employee involvement and empowerment), and education and 
training; operating procedures including the three faetors process management, 
product/serviee design and continuous improvement; and customer satisfaetion including one 
factor, customer focus.
In addition, the CSFs of TQM can be classified into “soft factors” and “hard factors”. TQM 
involves components sueh as eritical factors, tools and techniques for quality improvement. 
These components may be classified into two aspeets: the management system, such as
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leadership, planning, human resources, etc.; and the teehnical system (Evans and Lindsay, 
1999); or into the “soft” and “hard” parts (Wilkinson et al., 1998). The CSFs of TQM include 
both “soft factors” and “hard factors” such as system, tools and teehniques (Sila, 2005; Awan 
et al. 2007). Recognition of the benefits of the practices of TQM requires full knowledge of 
both types of CSFs (Awan et al. 2007). In this study, only one group of the CSFs of TQM as 
shown in Figure 3.8, operating proeedures (i.e. process management, product/service design, 
and continuous improvement), involves hard faetors, while the other five groups are soft 
factors.
3.6.1 Soft Factors of TQM
There are two essential aspects that can be identified among TQM definitions, and they are: 
the “hard” side and the “soft” side. The “hard” (or technieal) side refers to management tools, 
techniques and practices, while the “soft” (or philosophical) side is associated with 
management concepts and principles (Vouzas and Psychogios, 2007). The “soft side” of 
TQM relates to creating an organisational culture that reinforces and supports continuous 
improvement, involving re-educating employees, and giving employees new roles and 
responsibilities through high participation and teamwork (Wilkinson et al., 1991). The “soft” 
quality praetices such as employee commitment, shared vision and customer focus impact 
customer satisfaction (Powell, 1995; Dow et al., 1999).
Organisations can adopt the practiees of quality management, whether they are hard or soft 
aspects, based on situational demands. Therefore, organisations in the service industry use 
fewer tools and techniques of quality management such as SPC, information and analysis, 
process management and ISO 9000 (Woon, 2000), while elements such as leadership, human 
resources, customer focus, management commitment, empowerment and communications are 
applicable in service organisations. Consequently, the “soft” factors of TQM are more 
applicable in service organisations than the “hard” faetors (Lenka and Suar, 2008).
In the previous decade, the hard or technical aspects of TQM have received great attention 
and many studies have been written about these aspects, but the soft aspects of TQM have 
been neglected in the literature. Reviewing the literature revealed that several proponents of 
TQM believe that the soft aspects of TQM are essential aspects to its (Boon et al., 2005). 
Recently, the researchers have begun to give more attention to the management or the human 
side of TQM, and the need to determine and define the effectiveness of TQM (Morrow,
1997). However, there is general disagreement about the components of the “soft” side of 
TQM. Practically speaking, it is possible to measure the awareness of people towards the
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“hard” aspects of TQM, but it is difficult to assess people’s understanding of the “soft” 
principles of TQM (Vouzas and Psychogios, 2007).
Guimaraes (1996) identified the main elements of TQM that deal with people as teamwork, 
participative management, ‘ability to fail’, creativity, innovation, rewards, training, 
communications, employment security, improvement, management commitment, customer 
feedback, employee and management trust, organisational climate, mutual goals, employee 
involvement and empowerment, and decision making. Both human resources management 
and leadership are important critieal human factors for the effective management of TQM 
(Chen, 1997). In previous studies, many basie elements of TQM dealing with people have 
been studied such as: teamwork, reward and recognition, customer focus, organisational trust, 
extensive training, high level of eommunication, management commitment at all levels, 
employee involvement, empowerment and organisational eulture (Ooi et al., 2006).
3.6.2 Hard Factors of TQM
The “hard” factors consist of tools and systems that support the implementation of the “soft” 
faetors (Black and Porter, 1996; Quazi et al., 1998; Oakland, 2000). The hard aspects of TQM 
involve production-oriented aspects such as SPC, the use of benchmarking, and flexible 
manufacturing systems (Samson and Terziovski, 1999). The effectiveness of implementing 
TQM involves defining and deploying several key faetors, and they include both the “soft” 
aspeets of management such as leadership, employee empowerment and culture (Wilkinson, 
1992) and the “hard” aspects such as systems and improvement tools and techniques 
(Oakland, 1993). Evans and Lindsay (1999) defined technical system as consisting of a set 
of tools and techniques (run charts, control charts, Pareto diagrams, brainstorming, 
stratification, tree diagrams, histograms, scatter diagrams, force-field analysis, flow charts, 
etc.).
The “hard side” of TQM ineludes systems data collection and measurement (Cannon, 2002), 
Wilkinson et al. (1998) indicated that the hard part includes production and work process 
control techniques, which ensure the correct functioning of such processes, amongst others, as 
proeess design, the “just in time” philosophy, the ISO 9000 norm and the seven basic quality 
control tools (Tari, 2005). The “hard” aspects of TQM include elear and well-documented 
methods of achieving quality outcomes, while the “soft” aspects synthesise its whole theory, 
composing its background and philosophical elements (Vouzas and Psychogios, 2007).
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The techniques refer to the “hard” aspects of TQM, while the principles refer to the “soft” 
side. Wilkinson et al. (1992) argued that the quality gurus emphasised the “hard” side by 
focusing on statistics and operations of the quality system applied in organisations. The 
“hard” side of TQM involves a wide range of techniques, systems and tools, while the “soft” 
side is sometimes the missing link that makes the paradigm of TQM less successful. 
Therefore, TQM needs to be put in a theoretical context that emphasis its “soft” side (Vouzas 
and Psychogios, 2007).
3.7 THE IMPLEMENTATION OF TQM
Today, TQM has received worldwide attention and global acceptance and therefore many 
industries have adopted TQM, especially in developed economies. The changes in the global 
economy and demand in market forces have eneouraged the evolution of TQM primarily to 
meet the growth of customer expectations and the competitive environment. Organisations 
around the world have been affected by rapidly changing technology and customer 
expectations and consequently those organisations have promoted the need for quality 
management and every organisation tries to implement TQM (Lakhe and Mohanty, 1994). In 
addition, the levels of eompetition have increased in the global marketplace which reflected 
on quality by increasing the importance of quality to organisations and consequently TQM 
has become a main management issue, and therefore TQM is considered as a well-accepted 
system for management (Martinez-Lorente et al., 1998). TQM has been widely adopted in 
business as an integrated philosophy of management, and the success of TQM in 
organisations was proved by the Ford and Motorola companies in 1987 when the MBNQA 
was established (Zhang, 2001). Thus, organisations adopt the philosophy of TQM in order to 
retain their existing customers and delight new customers (Talib and Rahman, 2010).
The implementation of TQM is an important aspeet for improving organisational efficiency. 
However, implementing TQM is considered to be a complex and difficult process (Yusof and 
Aspinwall, 2000). The implementation of TQM is a major task since it requires total changes 
in the culture of an organisation, continuous participation of all employees in the 
improvement process of quality, and the shifting of responsibility to management. In addition, 
TQM is a major socio-technieal system and an organisation-wide intervention, therefore 
TQM must be implemented with a systematic, pragmatic, and well-thought out approach 
(Lakhe and Mohanty, 1994). The implementation of a TQM system requires many changes in 
both management tools used in organisational structures, and employees’ attitudes and their 
behaviour in an organisation (Camison, 1996). Hence, an organisational change will be
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required to ensure success of the implementation of TQM in an organisation, and that change 
does not happen without management efforts focusing on open communication, continuous 
improvement, and cooperation throughout the value chain (Kaynak, 2003).
In recent years, a significant interest in the implementation of TQM has appeared in many 
organisations around the world (Motwani et ah, 2005). The TQM initiatives and their design 
and implementation can vary depending on the industry and type of product. Every 
organisation has a speeific situation that is different from another organisation, and therefore 
what is appropriate and effective in one industry might not be as effective in another. The 
initiative of TQM must integrate with the unique strategy of each organisation within an 
industry (Lau and Anderson, 1998). As a result, the implementation of TQM is different in 
different countries, since the organisation's culture affeets the implementation approach of 
TQM, which leads TQM being applied in various ways (Martinez-Lorente et al., 1998). The 
practices of TQM require a shared eulture that emphasises shared leadership, customer 
satisfaction and achieving the right things first time (Abraham et al., 1999). Furthermore, 
even eaeh department in an organisation has a different understanding about quality and its 
practices, therefore, the practices of TQM require cooperation across all functions in an 
organisation (Zhang, 2001).
Kanji (1990) identified the four stages of TQM implementation in an organisation, as follows:
1. Identification and preparation
• Identifying and collecting information about the organisation in the prime areas 
where improvement will have most impact on the organisation's performance.
• Preparing the detailed basic work for the improvement of all the organisation's 
aetivities.
2. Management understanding and commitment
• To make sure that the management understands the objective and methodology of 
TQM and are prepared to adopt them all the time.
3. Scheme for improvement
• Identify and resolve quality issues by involving all management and supervision in a 
proper scheme of training and communication.
4. New initiative, new target and critical examination
• Start the new initiative with new targets and take the complete improvement process 
to everybody indieating supplier and customer links in the quality chain.
• Obtain information about progress and consolidate suecess.
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On the other hand, Anjard (1998) mentioned that the TQM implementation normally follows 
a proeess of seven stages as follows:
1. Management overview (i.e. basics, roles, needs).
2. Visioning (develop vision statement).
3. Identifying internal and external customers and their needs.
4. Team building.
5. Facilitator training.
6. Establishing a measurement regime.
7. Establishing a review/improvement eyele (i.e. continuous improvement, coaching, 
developing measurable goals).
Consequently, there is no single unique programme for TQM since it is a combination of 
linked factors and each one of these factors may or may not apply in any organisation. The 
application of TQM requires a company-wide approach, which can vary depending on the 
level of management, involving all the organisation functions. Understanding and 
implementing TQM suecessfully requires utilising the concepts of TQM and relating these 
concepts to the particular application (Lau and Anderson, 1998). Specifically, the 
implementing TQM in organisations requires management to undertake a complex leadership 
role. It is important for organisations to establish a well-trained workforce in order to improve 
performance, for example, training programmes are essential for efficient and successful 
change, and therefore employees must be a part of the change process (Kaynak, 2003).
3.8 TQM IN THE HOSPITALITY INDUSTRY
TQM originated in a manufacturing industry and its terminology and techniques have been 
developed in that environment. TQM implementation in a serviee industry requires adaptation 
of these ideas to a different environment. For instance, quality has a great importance in the 
hospitality industry. The major difficulty for the service industry in implementing TQM is 
determining measurements that provide quantifiable data. Onee service organisations 
determine the measurement techniques they should not experience any difficulties other than 
those faced in manufacturing organisations (Saunders and Graham, 1992). Later, TQM has 
beeome as the most popular management technique in service organisations. TQM directs 
management efforts towards a corrective, educational and empowering relationship with their 
employees, for example, corrective by rewarding employees and this reinforces positive 
performance by individual employees; educational by providing several opportunities for 
training and retraining in skills to all employees; and empowering by loeating decision
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making and problem solving at the front line (Baldacchino, 1995). TQM is a management 
system which may impact organisation performance in both manufaeturing and service 
organisations (Claver-Cortes et al., 2008).
TQM was first used in the early 1980s in manufacturing industries. Recently, the 
implementation of TQM for improving the quality of service and satisfying customers has 
shown its significance in serviees industries, which has increased their competitive advantage 
(Tsang and Antony, 2001). Following the success of TQM in manufacturing industry, 
academics have begun to transfer TQM principles and practices to the service industry. 
Researehers have also noted several factors which could impede implementing TQM amongst 
service organisations because of the fundamental differences in the nature of their business. In 
addition, the development of the ‘soft’ aspects of TQM has encouraged TQM to be a 
workable concept in service organisations, where it is argued that the soft aspects are more 
applicable than the harder aspects (Prajogo, 2005). TQM has become an essential 
management philosophy used for improving quality, produetivity, organisational performance 
and organisational efficiency (Yusof and Aspinwall, 2000).
Furthermore, TQM aims to improve the employee loyalty in order to achieve organisational 
objectives (Baldacchino, 1995). TQM is identified as the key issue in differentiating service 
products and building competitive advantage in tourism (Koc, 2006). In addition, Prajogo 
(2005) argued that there is no a significant difference in the level of TQM practices and 
quality performance between the manufacturing and service seetors. As a result, TQM 
practices are applieable in the service industry despite several differences in the nature of the 
service operations compared to the manufaeturing sector. The study indicated that the TQM 
eonstruct based on the MBNQA criteria was valid across both industries, and its relationship 
with quality performance indicated an insignificant difference between the two sectors. These 
results encourage the appropriate implementation of TQM in service organisations even if 
service organisations have many differences in the nature of their operations compared to 
manufacturing organisations (Upchurch and Lashley, 2006).
In the service industry, there is no quality department in most organisations, but there is a unit 
or function in the human resource department responsible for planning, implementing and 
training of quality. Thus, the effectiveness of management of the quality function is crucial 
for successful TQM implementation (Chen, 1997). The characteristics of service industry that 
differ from manufacturing industry may impact the transformation of principles, tools, and 
techniques of TQM to service organisations. However, the development of soft aspects of 
TQM that relate to attitudes and behaviours, such as customer focus, involvement, leadership.
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empowerment and cultural elements of TQM, has encouraged its implementation in service 
organisations. The soft aspects of TQM are more applicable in the service industry than the 
hard aspects (Prajogo, 2005). The hotel industry is a labour-intensive industry. The success of 
the hotel industry depends on the social and technical skills of its employees, their creativity 
and hard work, and their commitment and attitude (Gabrial, 1988; Anastassova and Purcell, 
1995; Mohinder and Katou, 2007). In labour-intensive industry, the effective utilisation of 
human resourees can give an organisation its competitive edge (Schneider and Bowen, 1993; 
Mohinder, 2004). Thus, the success of the hotel industry depends on the quality of its 
employees and their effective management in order to aehieve the organisation’s objectives 
(Berger and Ghei, 1995).
In the hotel industry, TQM was first used when quality assurance was introdueed in the 1980s 
(Hall, 1990). Specifically, the implementation of quality management in the hospitality 
industry started from 1982 when the American hospitality industry implemented quality 
assurance systems and achieved excellence outcomes (Walker and Salameh, 1990). A new 
stage in the history of quality in hotels started with the awarding of the MBNQA in 1992, and 
again in 1999 to the Ritz-Carlton Hotel Company, the first hotel company in the world to be 
considered worthy of a prestigious award. The strategic reorientation of tourist organisations 
must include the achievement of competitive advantage, customer satisfaction and total 
quality (Camison et al., 1996). Hospitality organisations have to meet these challenges 
eontinuously; quality management must become a way of life to improve services, therefore 
hospitality organisations must focus on individual attributes and customer satisfaction 
(Motwani et al., 1996). Hotels need new, cheap, simple and logical total quality approaches 
more than production incentive approaches (Arasli, 2002a).
Few hotels have heard about the implementation of TQM (Walker and Salameh, 1990), and 
therefore there is still a laek of literature about TQM regarding hotels. For example, some 
hotels in limited geographical areas reported that the performance of TQM resulted in profit, 
employee satisfaction and better usage of eeonomie resources, only a few hotels have been 
recorded (Arasli, 2002b). As a result, there is a laek of TQM studies in the hospitality industry 
(Sila and Ebrahimpour, 2002). Many hotels are still struggling to understand the real meaning 
of TQM (Breiter et al., 1995). In the last decade, many hospitality organisations have shown 
more interest in the concept of TQM. As expectations of customers and potential customers 
have esealated, hospitality organisations have found the implementation of quality to be an 
important competitive component in the global market (Cannon, 2002). TQM has become a 
popular management teehnique in the hospitality industry (Baldacchino, 1995).
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There are a limited number of empirically researched studies of TQM in the hotel industry. 
For example, Breiter and Kline (1995) conducted a study on benchmarking quality 
management in the hotel industry. The study identified leadership, customer focus, and vision 
and values as CSFs of TQM in the hotel industry, followed by training, communications, 
empowerment, alignment of organisational systems, and implementation. Another study was 
eonducted by Partlow (1996) to identify human resouree praetices that support TQM. The 
study identified ten HR strategies: TQM vision, staff suggestion schemes, staff 
empowerment, TQM training, continuous review of staff performance, staff recognition 
schemes, health and safety programmes, TQM objectives in staff recruitment and 
development, measurement tools to track job staff and customer satisfaction, that assist 
department managers implementing TQM practices. He identified the CSFs of TQM as staff 
empowerment, staff recognition, staff suggestion and training. Sila and Ebrahimpour (2003) 
examined the MBNQA to investigate TQM praetices in US luxury hotels. They found that a 
major barrier to successful TQM implementation was failure of top management to support a 
TQM programme. They also revealed that leadership and customer focus are the two main 
factors most often integrated by hotels into their TQM programmes.
Recently, other similar studies conducted in the hotel industry to investigate the CSFs of 
TQM, for example, by Shahbazipour (2007), showed the importance of CSFs of TQM in 
hotels. The study supported the theory that the CSFs of TQM implementation may have 
different importance to performance in different hotels, that there may be a different level of 
relationship between each factor and performance, and the level of CSFs is different from one 
hotel to another. Mohsen (2009) identified the CSFs relating to the introduction of a TQM 
culture in 5-star hotels, namely staff empowerment, teams, staff suggestion and reward 
schemes, training, leadership, communication and customer focus. Overall, TQM has become 
popular in the hospitality industry, and therefore TQM has become increasingly important for 
management in hotels due to high global competition.
Cheung (2006) investigated how the implementation of TQM improved service quality in 
hotels, and found that TQM explained 63 per cent of variance of service quality, showing that 
TQM had a significant positive relationship with service quality. The study argued that TQM 
hotels achieved better organisational performance, customer satisfaction, employee relations, 
and operational and business performance than non TQM hotels. In addition, TQM had a 
significant positive relationship with organisational citizenship behaviour and employee in 
role behaviour. Claver-Cortes et al. (2008) revealed that hotels with a high TQM commitment 
level had higher performanee levels of faetors such as managerial factors, gross operative 
profit, competitive performance and stakeholder satisfaction. They supported the positive
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effects of TQM on performance in the hotel industry. Similarly, Wang et al. (2011) found that 
TQM positively affects hotel performanee, and they reported that hotels implementing TQM 
saw improvements in strengthened service detail, modified business operating patterns, 
reward systems, teamwork, responding to customer feedback and to changes in the needs of 
both internal and external customer needs, and therefore reduced uncertainty in business 
management and improved hotel performance.
Tari et al. (2010) indieated that hotels can be classified into three clusters based on 
commitment to Quality Management (QM). They are Group 1 (QM proactive hotels): those 
hotels showing the highest QM commitment level; Group 2 (QM committed hotels): those 
hotels showing commitment to QM above the average and this group represents most hotels; 
and Group 3 (QM reactive hotels): the smallest group of hotels where commitment to QM is 
below average. They also argued that QM proactive hotels had a higher star rating, and were 
more likely to be ehain-affiliated, have more rooms and faeilities, and more resources. 
Although TQM has beeome more important in the hotel industry, and the implementation of 
TQM has had positive effects on hotel performanee. The researeher concluded that few 
studies have been eonducted to investigate the implementation of TQM in the hotel industry. 
Accordingly, more research is needed to fill this gap in the literature on the hotel industry.
3.9 TQM IN JORDAN
Most of the approaches of TQM that are used in organisations have originated in the west, or 
in essentially westernised eeonomies. However, there is considerable reluetance to adopt 
TQM models in many Middle East countries beeause these models are seen as western 
models. Developed and developing countries are in different stages of the quality movement. 
In the developed countries the quality movement has been under way for quite some time. 
Developing countries, like Arab countries, have just started recently to recognise quality 
management systems and their effeet on the development of organisations and management 
institutions. However, in the case of most Arab countries, quality management and its 
approaches are still obscure topics. Looking at the available literature indicates a lack of any 
relevant research concerning quality management in Arab countries (Al-Zomany, 2002).
The lack of understanding of quality management and a lack of quality management models 
and approaches in the Arab region might be relate to the great emphasis on ISO certification 
in this region (Al-Zomany, 2002). Al-Kalifa (2000) reported that only nine of the 95 
respondents in one of the Arab gulf areas had a good knowledge of TQM and its purpose.
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Yong and Wilkinson (1999) stated that “even in culturally homogenous societies, the issue of 
culture change plays a key role in determining the success of QM implementation, but, 
because of the competitive push for the adoption of TQM and the pervasiveness of 
prescriptive market-driven consultancy packages, managers have largely neglected to tailor 
quality initiatives to suit their own organizational cultures”. However, some of the TQM 
factors may have been successfully implemented in different countries regardless of culture 
and the external and organisational factors (Sila and Ebrahimpour, 2003).
Some studies have been conducted in Jordan to assess the implementation of TQM and its 
effects in sectors other than the hospitality sector. This kind of study has not yet been 
undertaken in Jordanian hotels. A study was eonducted by Al-Khawaldeh (2001) to 
investigate the implementation of TQM philosophy and practiees in industrial organisations in 
Jordan. The study used eight elements of TQM: employee participation, education and 
training, organisational communication, customer focus, scientific approaches to decision­
making, statistical methods for quality control, organisational commitment to quality and 
continuous improvement, and unity of purpose. He found that industrial organisations in 
Jordan could be classified into two groups: high-level TQM implementation and low-level 
TQM implementation. Similarly, Al-Marsumi (2007) investigated the application of TQM 
and its effects on performance in hospitals in Amman, Jordan. The study found that each 
hospital applied TQM at a relatively high level. The study also found a relationship between 
TQM and performance.
Other studies focused more on the CSFs of TQM. For example, Al-Shobaki et al. (2010) 
revealed that the level of TQM implementation in Jordanian banks is known to be moderate; 
this indicates a high awareness from the top management of the need to adapt the TQM 
concept. They investigated how banks adapt the principles of TQM such as introducing TQM 
concepts, foeus on customer needs, focus on meeting employee needs, focus on continuous 
improvement and focus on management competition needs. Salameh et al. (2011) argued that 
the implementation of TQM was still limited at higher education institutions in Jordan. They 
also found that respondents were aware of the importance of implementation of TQM, and the 
ranking of factors of successful TQM implementation in terms of their importance are: 
administrative leadership, design processes and quality management, strategic planning, 
human resources management and development, quality evaluation, data collection systems 
and analysis, and benefieiary satisfaetion. The study eonfirmed that other basic TQM factors, 
such as teamwork, continuous improvement, and integrated coordination, which lead to 
creativity and innovation, were ignored. Similarly, Al-Zu’bi and Judeh (2011) revealed that 
TQM constructs have been implemented in a private hospital in Jordan. They used seven
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TQM constructs: customer focus, employee involvement, management commitment, 
teamwork, continuous improvement, training and organisational culture.
The Jordan Quality Award (King Abdullah II Award for Excellence, 2009), JoQA (KAIIAE) 
is the highest level of reeognition for quality in Jordan. It aims at enhancing the 
competitiveness of Jordanian businesses by promoting quality awareness and performance 
excellence, recognising quality and business achievements of Jordanian companies, and 
publicising successful business strategies and promoting them. This award is made every two 
years. One award is given in each of the following categories: manufacturing companies or 
sub-units; service companies or sub-units; small or medium size manufacturing companies; 
and small or medium size serviee companies (Rawabdeh, 2008).
The developing economies are synonymous with poor quality products. Quality is regarded as 
an optional extra in the developing world, and the produetion function in many organisations 
is isolated from the quality function. Therefore, most organisations in developing countries 
are suffering from several problems as follows (Lakhe and Mohanty, 1994: ppl5-16):
1. Lack of employee involvement and participation in quality improvement efforts.
2. Lack of management commitment and motivation.
3. Perception that quality is an optional extra and not a necessity for development.
4. Traditional belief that “quality eosts money”.
5. Lack of communication and trust between suppliers, dealers, management and trade 
unions.
6. Unorganised and indifferent customers.
7. Lack of political support.
8. Lack of established quality standards and inadequate test facilities.
9. Obsolete teehnologies.
10. Low level of education.
11. Negligible capital investment in technologies, research and development and 
employees’ education, etc.
12. Disrespect to the people so far as quality of life is concerned.
13. Undesirable social tensions such as terrorism, violence, religious fundamentalism.
In the Jordanian context, Al-Madi (2005) identified five impediments to TQM 
implementation, and they are: the prevailing organisational culture/climate, lack of employee 
empowerment and involvement, lack of training and education, lack of reward and 
reeognition, and infrastructure faetors. Whereas, Twaissi (2008) identified that there are some 
impediments to successful TQM implementation, which are inappropriate organisational
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culture, the weaknesses of continuous improvement adoption, lack of employee 
empowerment, and government policy including high taxation, licensing and bureaucracy.
Increasing competition and customer conseiousness, and changes in global markets and 
import-export policies, are causing some systematic efforts towards quality issues to take 
place in some developing economies. Organisations have realised that quality issues are 
important not only for growth but also for their survival. Therefore, some organisations are 
trying to give more attention to the quality drive by obtaining the help of foreign consultants 
in quality. One of the major problems that face many organisations in the developing world is 
lack of quality expertise and inadequate training faeilities (Lakhe and Mohanty, 1994).
3.10 THE BENEFITS OF TQM
Inereasingly, organisations in the USA and Europe accept TQM as a way of managing 
activities to gain efficiency, effectiveness and competitive advantage, thereby ensuring 
longer-term success in meeting the needs of their customers, employees, stakeholders and the 
eommunity. The implementation of TQM programmes can achieve significant benefits such 
as increased efficiency, reduced costs and greater satisfaction, which will lead to better 
business results (Zairi, 2002). Organisations that have implemented TQM practices have 
achieved better employee relations, higher produetivity, greater customer satisfaction, 
increased market share and improved profitability (GAO, 1991).
Implementing TQM in a proper way provides several benefits for organisations such as 
eliminated defects, reduced wage and costs, reduced scrap and rework, improved service, 
increased productivity, fewer complaints, increased customer retention, improved employee 
commitment, motivation and morale, and more efficient and effective use of resources (Witt 
and Muhlemann, 1994; Walsh et al., 2002). In addition, adopting TQM practices enhances 
performance including organisational effectiveness (Kaynak, 2006). The positive relationship 
between TQM and business performance is primarily based on the premise that 
implementation of TQM teehniques results in reduce waste, increased inventory turnover, 
enhaneed service/product quality and improved productivity, all of which decrease unit costs. 
Consequently, these improvements increase financial and market performance (Kaynak,
2003).
Similar findings provided by Antony et al. (2002: p.552) have empirieally indicated several 
potential benefits of successful TQM implementation including improved employee
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involvement, improved communication, increased productivity, improved quality and less 
rework, improved customer satisfaction, reduced costs of poor quality, and improved 
competitive advantage. It was empirically indicated that TQM practices enhanced job 
involvement, improved the level of job and career satisfaction, and encouraged greater 
organisational commitment. Consequently, organisations should be committed to TQM 
practices (Karia and Asaari, 2006). In addition, Claver-Cortes et al. (2008) argued that quality 
impacts on both internal and external performance: internal performance such as reducing of 
cost and waste, increasing productivity, and improving efficiency; and external performance, 
such as achieving higher customer’ satisfaction, improving the image of the organisation, 
finding new customers, increasing sales and market share, and keeping external relationships.
In the hospitality industry TQM should convert a hotel into a friendly environment, which has 
the benefits of aehieving a better position in the market and higher profits. The 
implementation of TQM in the hotel industry is important as, for example, new consumers in 
hotel industry are influencing the pace and direction of underlying changes. As a result, 
ehanges in consumer behaviour provide a fundamental driving force in the hotel industry. The 
increased travel experienee, flexibility and the independent nature of new consumer 
behaviour is generating demand for better service quality. Thus, the quality has reeently been 
identified as an important object for many hotels (Pavlic et al., 2004).
TQM focuses on both the quality of produets and employees. The processes of TQM 
produeed positive impacts on employees through improving their commitment and 
satisfaction, as well as enhaneing their organisational effectiveness. The effective 
environments of TQM allow all employees to participate in achieving the quality goals of the 
organisation. Implementing TQM in organisations leads to the creation of a culture that 
encourages employees to work together within their organisation, improving personal 
responsibility, and enhancing their sense of accomplishment in the tasks of their jobs. 
Specifically, TQM practices encourage employee’ partieipation, promote employee 
empowerment, recognise that employees play an important role in achieving the objectives of 
organisations, and treat employees as primary resourees.
Successful TQM implementation will benefit organisations by improving performance, as 
customers will obtain lower prices or enhanced satisfaction, and shareholders of an 
organisation will gain a higher return on their investments, and management will gain higher 
compensation (Beer, 2003). The main benefits of implementation of TQM in organisations 
could be achieved through improved training, communication, teamwork, creativity, 
innovation, decision making and trust (Karia and Asaari, 2006). Realising that the benefits of
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TQM are associated with the consideration of human factors is critically important for 
successful TQM implementations (Joiner, 2007).
In contrast, there is a belief that the benefits of TQM implementation take a long time to show 
through, and this differs according to organisation size. Ahire (1996) argued that successful 
organisations get the feel of their suecess with TQM in terms of greater operational results 
within the first 2-3 years of its implementation, while Ahire and Golhar (1996) found that 
small organisations can implement TQM as effectively as large organisations, providing 
evidence that TQM can be implemented in both small and large organisations.
3.11 CONCLUSIONS
The concept of TQM appeared in the 1980s and 1990s, both in developed and developing 
countries. Organisations started to adopt TQM in the early 1980s after the success of Japanese 
organisations in gaining competitive edge. TQM has become as an essential management 
philosophy which is used for improving quality, productivity, and organisational 
performance. TQM has been reeognised and used by all types of organisations worldwide, 
and it is reeeiving global aeceptance. All types of organisations, private and public, 
manufacturing and service, are implementing TQM or are planning to implement it in the 
future. Although the importance of TQM seems well established, the implementation of TQM 
is still a problematic practice in many organisations because they do not realise that the 
proeess of TQM implementation involves comprehensive organisational change.
Quality is considered to be a difficult term to define, since there are various individual 
perceptions related to quality, and many definitions of quality have emerged. Quality still 
does not have a single accepted definition in the twenty-first century. Most definitions of 
quality focus on satisfying customers through meeting and/or exceeding their needs and 
expectations. As there are many different definitions of quality, there are therefore many 
definitions of TQM. Again, there is no universal agreement about the definition of TQM. 
Based on a review of existing definitions, this study has defined TQM as a “management 
philosophy which involves a set of principles, teehniques, and tools that are used for 
continuously improving the quality of proeesses, products, services and people by involving 
all employees to achieve superior customer satisfaction.”
TQM has a wide range of principles, techniques, tools and approaches based on the personal 
prescriptions of quality gurus. There are three shared principles and assumptions of TQM, and
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they are: meet customers’ needs and their expectations (customer orientation principle), 
continuous improvement orientation principle, and teamwork and partnership with customers 
and suppliers. More specifically, TQM consists of three components. The first is the core 
values which are the basis for the organisational culture. The second is techniques, which are 
the ways to work within the organisation to reach the values and which consist of a number of 
activities. The final component eonsists of tools, which have a statistical basis, to support 
decision making or facilitate analysis of data. The approach of TQM is both a practical 
process and a philosophy of quality, and therefore TQM approach is an organisation-wide 
activity including all employees within an organisation
Although there are variations between the definitions of TQM and its application, 
international efforts have been made to establish common models for quality management 
that emphasise the minimum performance requirements in organisations to satisfy customers 
by meeting their needs and requirements. TQM is regarded as a network of interdependent 
elements, namely critical factors, tools, techniques and practices, and therefore there is no one 
single model that establishes a good TQM programme.
TQM initiatives and their design and implementation can vary depending on the industiy and 
type of produet. Every organisation has a speeific situation that is different from another 
organisation, and therefore what is appropriate and effective in one industry might not be as 
effective in another. As a result, there is no single unique programme for TQM since it is a 
combination of linked factors and each one of these faetors may or may not apply in any one 
organisation. The applieation of TQM requires a company-wide approach. Managers can 
therefore develop a series of TQM implementations in order to cover those factors identified 
as critical to success.
The researcher has concluded that the CSFs of TQM are the best praetices of TQM 
implementation based on a comprehensive review of the TQM literature, and from this, 12 
CSFs of TQM have been identified in this study as the most common among scholars, 
namely: top management commitment, leadership support, the role of the quality department, 
supplier quality management, quality data and reporting, product/service design, employee 
management, process management, education and training, continuous improvement (Cl), 
customer focus, and quality planning. These factors are necessary for successful TQM 
implementation. Specifically, critical quality factors include both “soft factors” as well as 
“hard factors”. Many studies have been conducted in order to indicate the CSFs of TQM 
implementation. Although there is some agreement as to which critical factors constitute 
TQM, many studies still provide various sets of TQM factors that appear according to
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differences in the definitional or methodological approaches that were used by the various 
researchers. In addition, the implementation of TQM involves defining and deploying several 
key critical factors.
The implementation of TQM is a major task that requires fundamental changes in the culture 
of an organisation, continuous participation of all employees in the improvement process of 
quality, and the shifting of responsibility to management commitment. TQM focuses not only 
on product quality, but also on employee quality. Successful TQM implementation depends 
heavily on changes in activities and employee attitudes. As a result, TQM processes provide 
positive impacts on employees by improving their commitment and satisfaction and 
organisational effectiveness. The effective environments of TQM allow all employees to 
participate in achieving the quality goals of an organisation. Suecessful TQM implementation 
depends critically on the human aspects. TQM emphasises features in employees, such as 
self-control, autonomy and creativity that support aetive cooperation in an organisation. In 
addition, implementing TQM in a proper way provides benefits for the organisation such as: 
reduced wages and other costs, improved service, fewer complaints, increased customer 
retention, improved staff commitment and morale, and more efficient and effective use of 
resources
Following the success of TQM in manufacturing industry, academics have begun to 
investigate the transfer of TQM principles and practices to service industries. Some 
researehers have identified several faetors which could impede implementing TQM amongst 
service organisations because of the fundamental differences in the nature of their businesses 
which means that the implementation of TQM in a service industry requires adaptation of the 
core ideas to a different environment. However, other researchers have found that the 
development of soft factors of TQM have faeilitated the implementation of TQM in service 
industry. However, there is limited evidence of the implementation of TQM in hotels.
Most of the approaches to TQM that are used in organisations have originated in the west, or 
in essentially westernised economies. Thus, there is evidence that there is considerable 
reluctance to adopt TQM models in many Middle East countries because these models are 
seen as Western models. Some studies have been conducted in Jordan to assess the 
implementation of TQM and its effects in a range of industiy sectors other than hospitality 
industry, but this kind of study has not yet been addressed in Jordanian resort hotels.
- 7 9 -
CHAPTER FOUR 
REVIEWING THE NATURE OF 
ORGANISATIONAL CREATIVITY
M Al-Ahahneh Chapter 4: Organisational Creativity
CHAPTER FOUR 
REVIEWING THE NATURE OF ORGANISATIONAL 
CREATIVITY
4.1 INTRODUCTION
The environment of global eompetition has foreed organisations to develop their produets and 
serviees through building an organisational environment that encourages creativity as a long­
term process in order to achieve the benefits of creativity (Andriopoulos, 2001). Without 
creativity organisations become more predictable and are at a competitive disadvantage, 
therefore creativity becomes the most important tool and the key to success in the 
marketplace and to improved operations effieieney (Herbig and Jacobs, 1996). It is a 
necessary requirement for organisational effectiveness (Basadur et al., 2002), and for seeking 
for new solutions to product problems, as well as new and better solutions to business and 
customer problems (Herbig and Jacobs, 1996; Mostafa, 2005). As a result, creativity has 
become an important concern in business since pressures on organisations to solve their 
problems and to adopt new technologies to overcome external threats (Williams, 2001).
More and more organisations are realising the importance of creativity as a key element for 
improving organisational performance and achieving success in unpredictable and changeable 
environments, and therefore creativity is the foundation of novel and competitive ideas or 
concepts that enable an organisation to survive in its competitive environment (Woerkum et 
al., 2007). All types of organisations, profit and non-profit, face increased pressures to 
become creative organisations (Andriopoulos and Lowe, 2000). Successful organisations are 
more dependent on creativity and innovation than ever (Wong and Pang, 2003b).
Organisational creativity is a vital component of the creativity process (Andriopoulos, 2001). 
Creativity can be increased, managed and developed by an organisation, and increasing 
organisational creativity will lead to the development of new methods and products, increased 
motivation and job satisfaction, more effieieney and strategic thinking at all levels, better 
teamwork, and more focus on customer satisfaction (Basadur et al., 2002). On the other hand, 
implementing creativity in organisations could lead to some tension, conflict, disagreements 
and debates because large organisations require two essential variables: control and 
predictability on one side, and creativity and change on the other (Zhou and George, 2003).
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4.2 THE CONCEPT OF CREATIVITY
This section attempts to define the concept of creativity clearly. Although the number of 
published studies in creativity is increasing, there is ambiguity about the concept and no 
accepted definition for it in general (Andriopoulos, 2000). It is difficult to define creativity 
because it is a complex and mysterious concept. Despite there being no agreement among 
theorists on a single definition of creativity, uniform concepts emerge across most existing 
definitions. The importance of creativity in organisations is apparent because of its ability to 
yield novel and proper ideas to solve complex problems, to increase organisational 
efficiencies, and to enhance overall effectiveness (Diliello and Houghton, 2008).
Creativity has been defined in various ways. Some definitions focus on intellectual activity 
and thought processes that create novel ideas to solve existing problems. A group of meanings 
concentrates on individuals’ intellectual abilities and personality traits, and other definitions 
centre attention on the products themselves regarding creative outcomes and qualities 
(Martins and Terblanehe, 2003). Consequently, creativity has been perceived in different 
ways as a mental ability, a process, and a human behaviour (Andriopoulos, 2000).
Many researchers defined creativity as a process-oriented definition which concentrates on 
the production phases of creative individuals. However the majority of researchers found that 
an outcome-oriented definition of creativity is the typical definition in the literature. 
Creativity is mainly described as “the production of novel and useful ideas” (Dewett, 2004: 
p.257). Most researchers in organisations have described the concept of creativity in terms of 
the ideas or products produced. Thus, creativity can be defined as “the generation of novel 
and useful ideas for the organization” (Munoz-Doyague et al., 2008: p.22).
There is an agreement among researchers that creativity means “something is both novel and 
valuable”. There are three important aspects of creativity that lead to a definition. Firstly, 
creativity refers to an aspect of a product presented by an individual, therefore a creative 
product is something that individuals can judge and examine. Secondly, creativity is a 
subjective judgment made by individuals within an organisation about a novel and valuable 
product. Thirdly, creativity assessments may vaiy over time as a field develops by retaining 
creative actions. Based on these aspects, creativity can be defined as “a domain-specific, 
subjective judgment of the novelty and value of an outcome of a particular action” (Ford, 
1996: p.1125).
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The earliest definitions of creativity were based on the concept of the creative individual, 
when Guilford (1950: p.444) defined creativity as “the abilities that are most characteristic of 
creative people”. That definition became dominant during the 1950s and it is popular among 
creativity researchers (Amabile, 1996: p.21). As the field of study developed, attention moved 
from the individuals themselves to the process of creativity, as in “the generation of novel 
ideas, without too much regard for their usefulness” (Cook, 1998a: p.4). Drazin et al. (1999) 
defined creativity as an engagement process in creative acts regardless of whether the 
outcomes are creative, novel and useful or not. This definition considered creativity as a 
process rather than an outcome. Moving on, the field developed an interest not just in the 
process but in the nature of the outcome from the process and its contribution, which has led 
to definitions of creativity, for example, Amabile et al., (1996: p .1155) defined creativity as 
“the production of novel and useful ideas in any domain”, or it can be defined as “the 
development of ideas about products, practices, serviees or procedures that are: novel and 
potentially useful to the organization” (Shalley et al., 2004; Dewett, 2004: p.257).
Creativity is defined in a simple definition as “the production of novel, appropriate ideas in 
any realm of human activity, from science, to the arts, to education, to business, to everyday 
life”, thus the ideas have to be new and appropriate to the opportunity or problem presented 
(Amabile, 1997: p.40). Similarly, Oldham and Cummings (1996: p. 608) defined creative 
performance as ideas, products, or procedures generated at the individual level that meet two 
conditions: they are novel or original, and they are useful to or relevant for an organisation. 
Sternberg and Lubart (1999) defined creativity as “the ability to produce work that is both 
novel (i.e. original, unexpected) and appropriate (i.e. useful, adaptive eoneeming task 
constraints)”, whereas Peny-Smith and Shalley (2003: p.90) defined “creativity at work - an 
individual level construct - as an approach to work that leads to the generation of novel and 
appropriate ideas, processes, or solutions”. This definition of creativity includes creative 
solutions to organisational problems, creative strategies in business, or creative changes to the 
processes of a job.
A simple definition of creativity is provided by Woerkum et al. (2007: p.851) saying that 
creativity is “the ability to generate novel ideas that are useful at a given moment”. Their 
definition includes two dimensions. The first dimension is the novelty notion; it is a 
phenomenon in everyday life and therefore anyone can be creative as an essential aspect of 
his/her contribute to the business environment and everybody has to be involved in creative 
processes. The second dimension is the usefulness notion which refers to material or practical 
methods of assessing the usefulness of novel ideas. Furthermore, novel ideas are unique ideas 
relative to other existing ideas in an organisation, whereas useful ideas are those ideas that are
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potentially valuable to an organisation directly or indirectly in both the short-term and long­
term (Shalley et al., 2004). Creativity is commonly regarded as "the production of novel, 
useful ideas or problem solutions” (Amabile et al., 2005: p.368). A similar definition 
suggested by Dewett (2007: p. 198) termed creativity as "the production of novel and useful 
ideas, processes, or products by a person or group”.
4.2.1 Individual Creativity
Creativity may be divided into many levels such as individual creativity, organisational 
creativity, historic/societal creativity and animal creativity (Petrowski, 2000). As a result, 
creativity has two components: individual creativity and organisational creativity (Amabile, 
1997). Both components are necessary for establishing creative organisations and whilst they 
must start at the individual level, this is not enough and requires organisational creativity as 
well (Andriopoulos, 2001). Creativity includes two principles ‘problem finding’, and 
‘problem solving’, and creativity needs several skills and talents. Thus, creative thinking is 
not conventional and requires modifying or rejecting existing ideas (Herbig and Jacobs, 
1996). Similarly, Dewett (2004) identified that individual creativity has two general facets 
which are creative efforts and creative outcomes.
Traditionally, individual creativity can be defined as “a person’s ability to think beyond the 
obvious and produce something novel and appropriate” (Nayak, 2008: p.421). Creativity, at 
the individual level, is termed as “the engagement of an individual in a creative act” (Drazin 
et al., 1999: p.290). From this definition it appears that creativity is a choice made by an 
individual to engage in generating new ideas, and the level of creative engagement is different 
from one person to another and from one environment to another (Drazin et al., 1999).
Amabile (1997) suggested that the eomponential theory of creativity indicates every 
individual has the capacity to engender at least slight creative work, and some factors such as 
working environment and time may impact creative behaviour level and its frequency. Based 
on this theory, individual (or team) creativity consists of three major components, each being 
necessary for creativity in any situation. They are: expertise or domain skills, creativity 
thinking skills and intrinsic task motivation as shown in Figure 4.1. Creativity occurs when 
individuals’ skills coincide with strong intrinsic motivation and this will lead to higher 
creativity when based on the higher level for each one of the three elements.
1. Expertise: This component is considered as the foundation for creative work and it can be 
seen as a set of cognitive alleyways that may be followed for doing a task or solving a
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problem. The component of expertise consists of particular talents at work, memory for 
realistic knowledge and technical proficiency.
2. Creative thinking: This component produces an extra something to the creative 
performance. Expertise is not enough for creativity; even with an extraordinary high level of 
expertise, if individuals lack creative thinking skills, they will not provide creative work. As a 
result, creative thinking skills involve a cognitive style which enables individuals to consider 
new perspectives towards problems and technique implementation and to create novel 
cognitive alleyways; individuals can put more energy into their work and adopt a working 
style that contributes to continual work. Creative thinking is based on a number of personality 
features such as independence, self-diseipline, tolerance for ambiguity, risk-taking 
orientation, disregard for social approval and perseverance to overcome frustration. 
Consequently, training in some techniques to enrich intellectual independence and cognitive 
flexibility will enhance creativity skills.
3. Intrinsic task motivation: The first and second elements indicate the capability of the 
individual to do a given task, while task motivation investigates the actual work that will be 
done by the individual. Motivation has two types: intrinsic and extrinsic. Intrinsic motivation 
is determined by internal interests and involvements at work through enjoyment, individual 
sense of challenge and curiosity, whereas, extrinsic motivation is determined by seeking to 
reach personal goals at work such as winning a competition or achieving promised rewards.
Although the combination of both intrinsic and extrinsic motivations is very common in the 
workplace, one of them can be the primary motivator for an individual doing a task. Many 
studies found that the contribution of preliminarily intrinsic motivation in creativity is greater 
than the contribution of preliminarily extrinsic motivation. Furthermore, task motivation 
determines the difference between the ability of individuals to do tasks and their actual 
willingness to do them, and that difference depends on their levels of expertise and creative 
thinking skills. As a result, an individual’s task motivation will determine the extent of full 
engagement of his or her creative thinking skills and expertise in creative performance. In 
addition, the high level of intrinsic motivation overcomes a scarcity of creative thinking skills 
or expertise.
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Figure 4.1: Components of Individual Creativity
â Creativity
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Motivation
Source: Amabile (1997, p.43)
Individuals show differences in the level of the components - task motivation, domain­
relevant skills, and creativity-relevant processes - of individual creativity (Amabile, 1996). 
Although personality plays an important role in intrinsic motivation, the social environment 
(i.e. work environment) can also impact on the level of intrinsic motivation of individuals at 
any time, and therefore employee creativity can be affected by the level of intrinsic 
motivation (Amabile, 1997). In addition, Bharadwaj and Menon (2000: p.424) stated that 
“individual creativity mechanisms refer to activities undertaken by individual employees 
within an organisation to enhance their capability for developing something, which is 
meaningful and novel within their work environment”. Hence, creative individuals are those 
people who generate new methods to carry out their work by coming up with innovative ideas 
or novel procedures, and by reconfiguring existing ways into new alternative ways. However, 
creativity can occur in various work environments, not just in particular types of projects 
(Perry-Smith and Shalley, 2003). Individual creativity must be understood because 
individuals are the fundamental subunit of organisations, and understanding creativity enables 
individuals who have orientations toward creativity to be distinguished from those individuals 
who contribute little to the creation of new ideas (Egan, 2005).
4.2.2 Organisational Creativity
The development of interest in organisational creativity has expanded the boundaries of study 
from the individual to the workings of groups or teams of employees, and the organisation as 
a whole (Unsworth, 2001; Martins and Terblanehe, 2003; Shalley et al., 2004; Dewett, 2007). 
Organisational creativity is defined as “the creation of a valuable, useful new product, service, 
idea, procedure or process by individuals working together in a complex social system” 
(Woodman et al., 1993: p.293). Other definitions of creativity at the organisational level 
include: “a process that maps when creative behaviour occurs and who engages in creative
-85
M Al-Ababneh Chapter 4: Organisational Creativity
behaviour” Drazin et al. (1999: p.291); “ideas or actions deemed by relevant others to be 
sufficiently novel and useful” (Sadi and Al-Dubaisi, 2008); and “the culture, structure and 
processes that nurture individual creativity” (Nayak, 2008: p.421).
Organisational creativity can be defined as the production of novel and useful ideas or 
concepts for procedures, processes, service, and products by employees or teams in an 
organisation (Martins and Terblanehe, 2003). Bharadwaj and Menon (2000: p.424) defined 
organisational creativity mechanisms as “the extent to which the organisation has instituted 
formal approaches and tools, and provided resources to encourage meaningfully novel 
behaviour within the organisation”. A definition for organisational creativity as “Abe 
generation o f new and useful ideas in the work by an individual or team which are evaluated 
by others/decision takers in the organisation'" will be adopted for this study.
Amabile’s (1997) theory of organisational creativity indicates that the main components of 
innovation as organisational creativity are ‘management practices’, ‘resources’, and 
‘organisational motivation’ which are analogous to the components of individual creativity, 
:‘task skills’ or ‘experience’, ‘creativity skills’, and ‘task motivation’, respectively. The 
integration between individual creativity and working environment will lead to organisational 
creativity or innovation. The three upper circles as shown in Figure 4.2 represent 
organisational components or characteristics of working environment which are essential 
elements to establish organisational creativity or innovation, while, the other three circles in 
the bottom of the figure represent individual creativity components. The central part of this 
theory is working environment that will influence individual creativity. This theory assumes 
that individual creativity is the primary source for organisational creativity or innovation at 
work. Thus, the most vital eharaeteristie of this theory is working environment which impacts 
creativity through impacting the components of individual creativity as shown in Figure 4.2.
Individual or team creativity is considered to be a fundamental source of organisational 
creativity and the innovation process within organisations. Organisational work environment 
impacts creativity through impacting the components of individual creativity. Although the 
work environment can impact any component of individual creativity, the most direct and 
immediate impact seems to be on task motivation. However, organisational creativity (or 
innovation) is the integration of individual or team creativity with the organisational work 
environment (Amabile, 1997). Individual creativity is considered as an important dimension 
for stimulating organisational creativity (Woodman et al., 1993). As a result, organisational 
creativity (or innovation) consists of three organisational components, namely organisational
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motivation to innovate, resources, and management practices, which are essential for 
innovation process (Amabile, 1997) as described in more detail here:
1. Organisational motivation to innovate; This component is formed by the fundamental 
orientation of organisations to innovate, and supporting creativity and innovation within 
organisations. This orientation must basically commence from the top management, while 
shop floor employees play an essential role in interpreting and communicating that 
orientation. The most essential dimensions of the orientation towards innovation are: values 
related to creativity and innovation, orientation towards risk, a sense of pride in individuals 
and their enthusiasm and capabilities for work, and using an offensive rather than defensive 
strategy towards taking the lead in the future. Organisations support innovation by using 
mechanisms to develop novel ideas or concepts, recognitions and rewards for creative work, 
open communication of ideas, and appropriate appraisal of work even if some of that work is 
considered to be unsueeessful.
2. Resources; This component involves everything available in an organisation, which aids 
work toward innovation. There are many dimensions of resources such as relevant 
information, sufficient time for providing creative work, material resources, individuals with 
essential expertise, training, funds, and processes and systems.
3. Management practices; This component includes all levels of management, particularly 
the personnel department and management responsible for projects. This component is 
represented by various dimensions within organisations such as freedom, challenging work, 
supervisory encouragement and work team support. As a result, creativity and innovation can 
be fostered by giving individuals a considerable degree of autonomy or freedom at work. 
Good matching of individuals and work responsibilities, based on interests and skills, will 
enhance the sense of positive challenge among individuals. Project supervision is an 
important dimension through clarifying overall goals of a project and allowing individuals 
procedural autonomy. Also, project supervision can enhance creativity through obvious 
feedback and planning, enthusiastic support from supervisors to individuals and teams, and 
appropriate communication between supervisors and their employees. Management practices 
in the activity of creativity include the power to establish effective work teams which contain 
a wide range of skills, and are comprised of trusted individuals who communicate well to 
each other, challenge each other in their ideas regarding productive methods, are committed 
to their work, and are reciprocally supportive.
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Figure 4.2: From Individual to Organisational Creativity
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Woodman ct al. (1993) have introduced another theory of organisational creativity proposing 
that organisational creativity is composed of both creative behaviour and creative situation. 
Specifically, the creative situation is defined as the social and environmental (contextual) 
influences on creative behaviour, whereas the creative behaviour is a complex interaction 
between person and situation that is impacted by past and current events concerning the 
situation. The individual context includes cognitive (i.e. cognitive stylcs/prcfcrcnccs, 
cognitive skills, and knowledge) and non-cognitivc features that arc related to creative 
behaviour (i.e. personality traits).
The outcomes of Woodman ct al.’s (1993) theory is creative output, including new ideas, new 
products, new sciwiccs, new processes, and new procedures, which result from the creative 
process in an organisation. These outcomes emerge from the complicated assortment of 
behaviours and characteristics at individual, group and organisational levels, which, taking 
place within the working environment, impacts of the enhancing and the constraining of 
creativity at work. Consequently, in order to understand creativity in the social context it is 
necessary to explore each of creative persons, creative processes, creative situations and 
creative products, which together arc the main components of creativity.
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In contrast to Amabile (1997), Woodman et al. (1993, pp.294-296) distinguished between 
three types of creativity. Firstly, individual creativity means “a function of antecedent 
conditions (i.e. past reinforcement history, biographical variables), cognitive style and ability 
(i.e. divergent thinking, ideational fluency), personality factors (i.e. self-esteem, locus of 
control), relevant knowledge, motivation, social influences (e.g. social facilitation, social 
rewards), and contextual influences (i.e. physical environment, task and time constraints)”. 
Secondly, group creativity can be defined as “a function of individual creative behaviour 
inputs, the interaction of the individuals involved (i.e. group composition), group 
characteristics (i.e. norms, size, degree of cohesiveness), group processes (i.e. approaches to 
problem solving), and contextual influences (i.e. the larger organisation, characteristics of 
group task)”. Finally, organisational creativity is “a function of the creative outputs of its 
component groups and contextual influences (organisational culture, reward systems, resource 
constraints, the larger environment outside the system, and so on)” as shown in Figure 4.3.
Figure 4.3: The Interactions in Model of Organisational Creativity
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As can be seen from Figure 4.3, Woodman et al. (1993) have proposed an interactionist 
model of organisational creativity, suggesting that creativity is a complex concept which 
includes three phases. The situation of creativity is influenced by contextual influences and 
social influences which either facilitate or inhibit creativity. In the first phase, individual 
creativity, the person is influenced by different antecedent conditions, and he/she brings to 
bear both cognitive abilities and non-cognitive traits or predispositions which integrate with 
personality, cognitive style, knowledge, and intrinsic motivation. Within individual creativity, 
both cognitive (i.e. knowledge, cognitive skills, and cognitive styles/preferences) and non-
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cognitive (i.e. personality) are related to creative behaviour. In the second phase, group 
creativity, individual creative behaviour interacts with group composition, group 
characteristics, group processes and contextual influences. In the third phase, organisational 
creativity, the creative outputs of group creativity interact with contextual influences. The 
results of interactions among individual, group and organisational creativity and 
organisational characteristics for each phase lead to the creative outcome (i.e. new ideas, 
services, products, procedures and processes).
Organisational creativity can provide new levels of quality, cost, customer satisfaction and 
outcome through changing current methods, and providing new products and new methods 
(Basadur et al., 2002). As a result, enhancing organisational creativity provides specific 
results such as new methods, new products, job satisfaction, high motivation, teamwork, 
strategic thinking, increased efficiency and customer satisfaction (Mostafa, 2005). Creativity 
is considered as a useful process, which supports learning and the exploration of problems, 
improves communication, and develops new ideas and solutions for existing problems. 
Creativity has also a high level of importance since organisations have to overcome some 
specific challenges (Andriopoulos, 2000), such as:
1. The rapid technological advancements in the world in the areas of communication 
and new software design.
2. Increasingly unpredictable customers who are more and more knowledgeable about 
the products or services offered by organisations and therefore are becoming 
demanding and disloyal to specific products.
3. Global competition among business organisations that face strong and fierce 
competition around the world.
4. Available knowledge for organisation as a result of advances in communication and 
information technology which help an organisation to learn and compete faster.
5. Increasing change due to rapid technological advancements and fierce competition 
among competitors.
6. Increasing employees’ expectations within creative environments since they are 
looking for autonomy so that they can use their own initiative.
4.3 INNOVATION
It is necessary to differentiate creativity from innovation. Creativity means the development 
of potential new and useful ideas, and employees may share these ideas with others, it is 
considered as the initial phase of the innovation process. Innovation refers to the successful
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implementation of new and useful ideas at organisational level (Amabile, 1996, 1997). 
Creativity is defined as "the production of novel and useful ideas in any domain”, whereas 
innovation is defined as “the successful implementation of creative ideas within an 
organization”. Innovation means the successful implementing of the generated ideas or 
products at the organisational level (Oldham and Cummings, 1996). Specifically, creativity 
seems to be the seed of all innovation (Amabile et al., 1996: p. 1155). Another argument 
suggested that creativity is an important input into the substitute-generation stage of the 
innovation process (Ford, 1996). Also, creativity is treated as part of the organisational 
climate or culture, and this climate or culture could enhance innovation and performance 
(Swann and Birke, 2005). The promotion of employee creativity and the generation of new- 
ideas are considered the key factors which are necessary to implement innovation (Montes et 
al., 2003). High levels of employee productivity and creativity are required for developing 
new services and products and continuously improving internal processes (Forbes and Domm,
2004).
However, creativity and innovation concepts are frequently employed interchangeably in the 
literature (Scott and Bruce, 1994; Awamleh, 1994; Martins and Terblanehe, 2003; Mostafa,
2005). For example, Mostafa (2005: p.8) introduced one definition for creativity or innovation 
as a “systematic development and practical application of a new idea”. Hence, creativity and 
innovation are very much linked in individuals’ minds as one term and they use these terms 
interchangeably. Some arguments state that creativity and innovation are fundamentally the 
same phenomenon, but they take place at various levels of analysis (Ford, 1996). For 
example, creativity is the initial phase to the process of innovation, while innovation refers to 
the successful implementation of new and useful ideas. Therefore, innovation is an important 
process for the long-standing success of an organisation (Amabile, 1997). As a result, the 
concepts of creativity and innovation are commonly phrased together because they are linked 
to each other even though there are some differences in their meanings, such as creativity 
being the production of ideas while innovation refers to the application of the produced ideas 
(Coveney, 2008).
Other researchers (i.e. West, 2002; Rank et al., 2004; Flaatin, 2007) confirmed that creativity 
is considered as one stage of innovation, and that innovation consists of two stages, the idea 
generation stage and the idea implementation stage. Specifically, creativity refers to the 
generation of ideas, whereas innovation implies the transformation of ideas into new products 
or services. That means innovation is the implementation of creativity results, and creativity is 
considered as a part of the innovation process (Alves et al., 2007). Consequently, creativity is 
a desirable outcome which provides many benefits to organisations through transferring ideas
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to employees for their own use and serving as a fundamental dimension for organisational 
innovations (Shalley et al., 2004).
There are two types of innovation; these are routine, continuous, incremental or minor 
innovations and discontinuous, radical or major innovations. An incremental innovation refers 
to small changes in products, procedures or services of an organisation. Incremental 
innovation is new to the organisation but it reflects a simple adjustment of existing practices, 
and requires simple changes in organisational structures or processes for its implementation. 
In contrast, radical innovation refers to larger changes in organisational products, services or 
procedures. Radical innovation reflects broader shifts in perspective and reorientation of 
existing practices, and requires major changes in organisational structures or processes for its 
implementation. The types of creative performance are consistent with types of innovation; 
for instance, suggestions represent an incremental or adaptive type of creativity outcome, 
whereas patents reflect a radical or innovative kind of creative performance (Oldham and 
Cummings, 1996).
4.4 CREATIVITY PROCESS
Opinions about the origin of creativity vary, and none of them explains the creative process 
completely. Creativity can be seen as the following: a divine quality, serendipitous activity, 
‘planned luck’, endurance and ‘method’ (Cook, 1998a: p.6). Petrowski (2000: p.305) stated 
that “creativity research belongs to the baby-boom generation, beginning in earnest when 
Guilford directed the American Psychological Association in his 1950 presidential address to 
focus on this important but neglected area”. The existence of creativity as a modem term 
emerged from the results of the pioneering efforts of Guilford (1950) and Torrance (1962, 
1974). Guilford and Torrance were psychometric theorists and they attempted to measure 
creativity from a psychometric viewpoint (Sternberg, 2006).
Unlike organisational outcomes that stem from organisation strategy, creativity and 
innovation stem from the minds of employees who perform the work at organisations every 
day. It means employees may provide creative ideas (i.e. new and valuable ideas) at work 
based on the criteria of both employees and the work environment (Amabile et al., 1996). 
Creativity means a belief in new ideas and making them into reality in the forms of new 
products or services providing by organisations in the marketplace (Kilroy, 1999). Creativity 
can be seen as a mental process which produces novel and useful concepts or ideas, or it 
could be innovative relationships between existing ideas or concepts (Houran and Terence,
2006).
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Although there is no an agreement about where creativity is situated in a process, a product, 
or a person, there is agreement about creative work involving both the concepts new and 
useful (Petrowski, 2000). Creativity is based on novel and useful ideas, regardless of the type 
of these ideas, the reasons behind their production or the commencing point of the process 
(Unsworth, 2001). In addition, creativity can be divided into three types, and they are: 
creating something new, combining things together, and improving or changing things 
(Mikdashi, 1999). Similarly, creativity can be a slight modification in organisational 
procedures at work to a main invention in technology and science (Zhou and George, 2003).
Creativity is regarded as a principal term in various fields ranging from the fine arts and 
architecture, to psychology, sociology, economics, science, engineering and lastly 
management. The application of creativity in marketing can provide added value to services 
or products, further than the tangible aspects or clear characteristics of these products or 
service (Sadi and Al-Dubaisi, 2008). Thus, creativity and innovation are considered as critical 
competencies for organisations looking to lead or adapt to change in the twenty-first century 
(DiLiello and Houghton, 2008). Therefore, creativity refers to the main feature in a successful 
innovation (Munoz-Doyague et al., 2008).
In addition, creativity is a source of competitive strength for organisations that work in messy 
situations or those organisations that lack differentiation of their product or service from 
competitors (Cook, 1998b). The presence of creative individuals and their performance are 
important to each organisation whether in private or public industry. The fostering of 
creativity is an essential for most organisations in responding to factors such as changing 
organisational structures and strategies, advancing technology, evolving customer desires, 
changing environment, overcoming competitors and evolving societies (Egan, 2005). Hence, 
creativity is considered as an asset in innovative organisations; it is a cultural competence that 
deals with various environments. It is not necessary that the worth of creativity is long­
standing, since creativity may represent the product of an activity which is only temporarily 
worthwhile for all employees or teams. Thus, creativity may afterwards be substituted by 
other concepts or ideas that might provide better ideas (Woerkum et al., 2007).
Many attempts have been made to build creativity into organisations by tactical procedures. 
Furthermore, when commencing the design process of injecting creativity into an 
organisation, it needs to take a systemic view of its strategy. A systemic view of creative 
strategy requires various elements which can be considered to be the three legs of a three- 
legged stool as a model of creativity, as shown in Figure 4.4 (Cook, 1998a: p.70). The three 
elements are:
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1. Culture, leadership style and values: Although there is no specific culture for 
creativity, an organisation’s culture, leadership style and values all play a role in 
generating a climate that encourages ideas and the production of successful new 
products and services.
2. Structures and systems: Structures in organisations include both formal 
organisational structures and informal structures such as information structures and 
networking. Systems involve recognition, rewards and career systems.
3. Skills and resources: Skills are obtained by attracting creative individuals as well as 
by the retention of creative talent, and the development of creative potential, 
supported by human resources, financial resources, infomiation and a proper climate 
for creativity.
Figure 4.4: A Strategic and Systemic View of the Creative Organisation
Creative
strategy
Culture, 
leadership 
style and 
values
Structure 
and system s
Skills and  
resources
Source: Cook (1998a, p.70)
Figure 4.4 showed that all the three ‘legs’ need to remain in balance if the stool is to remain 
upright. Any modifications to one element (leg) of the system (stool) must be balanced by 
corresponding changes in the others. Some of those dimensions (legs) are more essential than 
others in the creativity context according to the size and type of organisation. Therefore, 
different organisations pay more attention to some elements than others, but the most 
important is selecting strategies that are appropriate to a specific organisation. As a result, 
maximum creativity requires an appropriate context that equates with culture, leadership style 
and values, and is supported by appropriate structures and systems. These enhance the level 
of creative activity, which relates also to the degree to which an organisation utilises its skills 
and resources for creative advantage (Cook, 1998a).
Zhou and George (2003) considered five ways to originate and process creativity in an 
organisation. The various ways to creativity involve mutually dependent variables, and it is
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not essential for them to be independent of each other. Furthermore, starting with stage one 
leads to the next stage as follows
1. Identifying an opportunity or a problem: Creativity can appear in organisations 
through recognising that an unsolved problem requires a solution or an untapped 
opportunity exists. This way can be reactive as problem recognition or proactive 
when opportunity recognition.
2. Gathering information and resources: Creativity can be broadened when individuals 
collect more information than they may usually encounter on a day-to-day basis. 
Understanding this information leads to new ideas.
3. Generating ideas: Creativity can be launched by a process of generating ideas that 
involves standardised or creative ideas which may be connected or unconnected with 
an instance of creativity.
4. Evaluating, modifying and communicating ideas: Creative ideas can emerge from 
evaluating ideas, supportive modification of ideas, verifying feasibility, 
communicating these ideas with others, and predicting their implementation in the 
future.
5. Implementing ideas: The process of ideas implementation helps creativity to emerge 
from focused activity. Thus, creative ideas become more attractive and efficient by 
merging the function of outcomes.
Creative work can be valuable and an important advantage not only to an organisation, but 
also to individuals through the ability to generate unique and appropriate ideas and solutions 
(Perry-Smith and Shalley, 2003). Consequently, creativity is related to the achievements of 
individuals, therefore organisational creativity can vary based on individuals. Organisations 
can develop their creativity depending on the nature of needed creativity (Azadegan et al., 
2008).
4.5 FACTORS AFFECTING ORGANISATIONAL CREATIVITY
Creativity is regarded as one of the most complex of human behaviours. Thus, creativity can 
be influenced by a wide array of social, developmental, and educational experience that leads 
to creativity in different ways in a variety of fields (Runco and Sakamoto, 1999). Although 
each individual has a different creativity, the real payoff appears when the creativity process 
is leveraged in an organisation at the organisational level (Cook, 1998a).
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Previous studies have studied creativity from two perspectives: individual perspective and 
organisational perspective. The effective management of human resources and supportive 
working environment can provide substantially enhanced creative performance (Andriopoulos 
and Lowe, 2000). Specifically, for an organisation to be creative it needs to start creativity at 
the individual level to obtain individual creativity, but this is not enough by itself, and 
requires creativity at the organisational level to obtain organisational creativity 
(Andriopoulos, 2001). As a result, organisational creativity can be developed using a 
purposeful and systematic approach because the process is based on the learnable skills of 
thinking, communication and problem-solving (Houran and Ference, 2006).
Azadegan et al. (2008) tried to investigate which determinants of creativity are individual and 
which are organisational factors for design creativity. Their study investigated the situation of 
design creativity whether it is a dynamic or static, and its link with creative outcomes. They 
found that expertise factors such as prior technical achievements and experience on the 
specific problem had strong positive impacts on creativity, while business accomplishments 
had a negative relationship with the concepts of design creativity. The study identified 
personality, experience and achievements as useful features for determining the potential 
degrees of design creativity provided by employees. Thus, it is possible to enhance creative 
outcomes by providing a proper training programme, and therefore individuals can find that a 
number of training programmes are beneficial in increasing creative outcomes. In addition, 
the study argued the prominence of individual and organisational aspects in increasing 
creativity. It also indicated that creativity training and development programmes may provide 
various results for each individual. The study supported the notion that creativity could be a 
static capability due to some resources such as personality and experience having a great role 
in determining creativity, but could also be a dynamic capability due to the fact that 
individuals’ creative skills could be developed through training for individuals with some 
personality traits. As a result, organisations may obtain a competitive advantage which by 
merging various personal traits with various training methods to obtain the benefits of 
creativity. These results supported the importance both of organisational and individual 
factors.
Although both individual creativity mechanisms and organisational creativity mechanisms 
can lead to innovation in organisations, organisational creativity mechanisms have a strong 
relationship with innovation performance. It is not enough to achieve innovation performance 
only by creative individuals or only by emphasising creativity in management practice, 
because both are important for innovation. For example, small organisations that contain less
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than 5,000 employees give emphasis to individual creativity, while large organisations give 
emphasis to organisational creativity (Bharadwaj and Menon, 2000).
4.5.1 Factors at the Individual Level
Scott and Bruce (1994) investigated individual innovative behaviour. The study indicated that 
some variables such as leadership, managerial role expectations, support for innovation, 
systematic problem-solving style, and career stage had a significant relationship with 
individual innovative behaviour. It was also found that the leader-member exchange had a 
positive relationship with climate perceptions, and the role expectations of supervisors 
impacted the behaviour of innovative individuals. The innovative climate perceptions only 
mediated between leader-member exchange and innovative behaviour.
Amabile (1996) stated that the social environment impacts creativity by impacting on task 
motivation, as well as impacting on domain-relevant skills, or creativity-relevant processes, 
and therefore creative behaviour refers to an individual’s domain-relevant skills (i.e. technical 
skills and realistic knowledge in a specific domain) and creativity-related skills (i.e. work 
style and cognitive style). In addition, Employee Creative Behaviour (ECB) can be defined 
as “an employee’s perceptions and beliefs about his/her creativity-related behaviour in the 
workplace”, and it has also been found that the variables of organisational context are more 
important than individual values in explaining ECB (Rice, 2006: p.234).
Individuals have both cognitive aspects (i.e. knowledge, cognitive skills and cognitive 
preferences) and non-cognitive aspects (i.e. personality) that are related to creative behaviour. 
Specifically, individual creativity may be defined as the function of prior knowledge, 
conditions, personality, cognitive style and ability, social influences and motivation 
(Woodman et al., 1993). Creativity-relevant skills refer to the ability to think creatively such 
as generating alternatives or thinking outside the box. Thus, individuals who can generate 
various alternatives as relevant ideas or solutions are more likely to make connections that 
might lead to creativity (Amabile et al., 1996). In addition, Amabile (1997) suggested a 
eomponential theory of creativity which confirmed the importance of individuals’ factors to 
creativity including personality, intellectual abilities, employees' knowledge, thinking-style 
preferences, and task motivation. Mikdashi (1999) found that employees need a positive 
challenge to satisfy the requirement for fulfilment and self-actualisation by creativity, and 
when intrinsic factors are more satisfied, for instance self-actualisation and self-esteem, that 
leads to increased intrinsic factors which reflect in higher creativity.
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Many researchers (i.e. Woodman et al., 1993; Ford, 1996; and Amabile, 1996) have explained 
that there are four individual characteristics which verify the degree of employee creativity, 
and they are: expertise, personality, cognitive style, and intrinsic motivation (Munoz-Doyague 
et al., 2008). Individuals may have high creativity if they have the personality traits of 
creative people. For example, intrinsic motivation of individuals includes satisfaction of 
curiosity, pleasure, personal challenges at work, self-expression and interest (Amabile, 1993,
1997). Intrinsic motivation refers to the main trait of creative people, and therefore creative 
people tend to follow intrinsic motivation, while extrinsic motivation tends to hinder 
creativity (Runco, 2004). Expertise means what people know about everything and what they 
do at their work. Expertise is knowledge: intellectual, procedural, and technical. In addition, 
expertise is considered as the basis of creative work, and therefore creative people do not 
create novel ideas from nothingness, but those new ideas start from domain-relevant 
knowledge and a set of developed skills (Simonton, 2000). Expertise in any activity is an 
essential element for producing new ideas, opposed to existing ideas, and that requires 
preceding knowledge of that activity. Cognitive style means how individuals determine 
problems and provide the solutions for those problems, and their ability to merge existing 
ideas to produce novel amalgamations (Kirton, 1989). Thus, cognitive style indicates the level 
of individuals’ imagination and their flexibility in facing problems (Munoz-Doyague et al., 
2008).
On the other hand, Walton (2003: pp. 147-149) determined the five interpersonal elements of 
creativity which have achieved the greatest attention among researchers. They are:
1. Divergent thinking: This element refers to the production of diverse ideas or 
concepts for solving problems, or pursuing creative work.
2. Attitudes and interests: Many scholars have assumed that creativity can be evaluated 
by examining the attitudes and interests of individuals, and therefore creative people 
will favour creative attitudes and activities.
3. Personality traits: Using personality traits to evaluate creativity which assumes that 
creativity is the outcome from a set of personality traits rather from cognitive traits.
4. Biographical inventories: The biographical inventory is an important element when 
present behaviour follows from past experience, which is useful in determining the 
level of individual creativity.
5. Creative accomplishments: This element can be used to evaluate individuals’ 
creativity through determining their creative accomplishments, and this assumes that 
creative individuals produce creative products or services.
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Dewett (2007) argued that the encouragement for self-efficacy and creativity had a significant 
relationship with willingness to take risks and intrinsic motivation, and therefore self-efficacy 
and creativity encouragement play essential roles in supervisor rating of creativity of 
employees. Intrinsic motivation had a significant impact on willingness to take risks and 
creativity. The study also found that neither willingness to take risks nor intrinsic motivation 
were associated with creativity according to objective measure, thus there is no positive 
relationship between these antecedents and creativity. It also found that education and gender 
were significantly associated with the willingness of employees to take risks, while gender 
was associated with both supervisor and objective ratings of creativity. In addition, Munoz- 
Doyague et al. (2008) used three individual attributes that influence creativity (i.e. cognitive 
style, expertise and intrinsic motivation), and they found among the individual factors that 
both intrinsic motivation and innovative cognitive style had significant positive influence on 
individual creativity.
4.5.2 Factors at the Organisational Level
Amabile et al. (1996) investigated the working environment factors that might stimulate or 
inhibit creativity in organisations. They found that six factors out of eight working 
environment factors focus on environmental stimulants to creativity: work group supports, 
freedom, positive challenge, organisational encouragement, sufficient resources, and 
supervisory encouragement, and these factors are thought to have a positive association with 
the outcomes of creative work. The other two factors concentrate on obstacles to creativity in 
the working environment and are thought to have negative associations with the outcomes of 
creative work. These eight factors including the negative ones, excessive organisational 
impediments and workload pressure, are shown in Figure 4.5, and they are:
1. Organisational encouragement; An organisational culture that encourages creativity 
among employees through encouraging risk taking and idea generation; the fair, 
supportive, and constructive judgment of new ideas; reward and recognition for 
creative work; organisation’s shared vision; an active flow of ideas; and mechanisms 
for developing new ideas.
2. Supervisory encouragement; Supervisor encouragement of creativity through the 
setting of clear appropriate goals; open interactions between supervisor and 
subordinates; supporting individuals’ work and their ideas; fair and supportive 
evaluation of individuals’ work; supporting the work group; valuing individual 
contributions; and showing confidence in the work group.
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3. W ork group supports; Creativity can be encouraged by the work group itself where 
the work group is diversely skilled, in which individuals communicate well, are open 
to new ideas, constructively challenge each other's ideas and work, trust and help 
each other, and show a shared commitment to the work they are doing. The diversity 
of individuals’ background and mutual openness to ideas may operate on creativity 
allowing individuals to provide unusual ideas, while constructive challenging of ideas 
and shared commitment to the work are likely to improve individuals’ intrinsic 
motivation which is necessary for creativity.
4. Freedom; Creativity can be encouraged when individuals have relatively high 
autonomy in their work; a sense of control over their work; and individuals produce 
more creative work when they perceive themselves to have choice in what work to do 
or how to do it.
5. Challenging work; Creativity can be fostered when individuals perceive a sense of 
having to work hard on challenging tasks and important work, and therefore 
challenge has a positive influence on creativity.
6. Sufficient resources; The levels of creativity are based on adequate resource 
allocation, and therefore it is necessary for individuals to have access to appropriate 
resources, including funds, materials, facilities and information. Hence, individuals’ 
perceptions of adequate resources increase creativity.
7. Organisational impediments; An organisational culture that impedes creativity 
through internal political problems and strife; destructive internal competition; harsh 
criticism of new ideas; rigid and formal management structures; conservatism; an 
avoidance of risk, and an overemphasis on the status quo. Individuals may perceive 
each of these impediments as controlling and that may increase individuals’ extrinsic 
motivation, and decrease their intrinsic motivation which is necessary for creativity.
8. Workload pressure; Excessive workload pressure such as extreme time pressure 
could undermine creativity. When such pressures are perceived as a means of control 
they have a negative influence on creativity, as do unrealistic expectations for 
productivity, and distractions from creative work. On the other hand, some degree of 
pressure could have a positive influence on creativity such as time pressure when it is 
perceived as a necessary concomitant of important tasks which add challenge to the 
work.
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Figure 4.5; Determinants of the Work Environment for Creativity
Creativity
Challenging W ork (+)
A ssig n m en t o f  ch a llen g in g  w ork
Sufficient Resources (+)
A d eq u ate  resou rce a llocation  
P ercep tion s o f  adequate 
resou rces in crease creativ ity
W ork Group Supports (+)
•  D iversity  o f  in d iv id u al b ackground
•  C onstru ctive ch a llen g in g  o f  id eas
•  Intrinsic m otivation
Supervisory Encouragement (+)
•  G oal clarity
•  O p en  interactions b etw een  
sup erv isor and subordinates
•  S up ervisory support o f  id eas
W orkload Pressure (-)
E x ce ss iv e  w ork load  pressure  
u n d en n in es  creativ ity  
S om e d egree o f  pressure has a 
p o sitiv e  in flu en ce on  creativ ity
Freedom/Autonomy (+)
•  R ela tiv e ly  h igh  au tonom y
•  C ontrol over  w ork  and ideas
•  C h o ice  in h o w  to accom p lish  
tasks
Organisational Impediments (-)
•  Internal p o litica l p rob lem s
•  C onservatism
•  R ig id  and form al m an agem en t  
structures
•  D estru ctive  internal com p etition
Organisational Encouragement (+)
•  E n cou ragin g risk tak ing and idea  
generation
•  Sup p ortive eva luation  o f  n ew  ideas
•  R ew ards and recogn ition  o f  creativ ity
•  C ollab orative idea  flo w
•  Shared v is io n
Source: Adapted from Amabile et al. (1996)
Amabile et al. (1996) identified work environment dimensions that may influence creativity, 
including both positive and negative influences as shown in Figure 4.5. They argued that the 
aspects that stimulate supportive environments for creativity include organisational 
encouragement (i.e. supporting creativity by an organisational culture), freedom, challenging 
work, sufficient resources, work group supports (i.e. an open and varied work group), and 
supervisor encouragement. The factors inhibiting creativity involve organisational 
impediments (i.e. internal political problems) and workload pressures.
Although all factors of the work environment may impact on creativity, some factors make a 
differentiation between low and high creativity projects. For example, three factors - freedom, 
resources, and workload pressure - have a less outstanding role in organisational creativity 
However, the variations between low and high creativity projects regarding five factors were 
outstanding, and they are: supervisory encouragement, organisational encouragement, 
organisational impediments, work group supports and positive challenge in the work, which 
may all play an essential role in impacting individual creative behaviour in organisations. As 
a result, the work environments in organisations within which individuals work are 
significantly associated with organisational creativity (Amabile, 1997). Similarly, managing 
work contexts, including resources, environment, supervision, job complexity and colleagues, 
is important for improving organisational creativity (Cummings and Oldham, 1997).
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On the other hand, Andriopoulos (2001) identified five main organisational aspects that 
increase organisational creativity or individual creativity in the work place based on the 
relevant literature as shown in Figure 4.6, and they are:
1. Organisational climate; The working environment that contains some features like 
freedom of expression, participation, performance standards, large number of stimuli, 
building on earlier ideas, good interaction with few barriers, and freedom of 
experiment. These features will allow organisations to achieve creativity.
2. Leadership style: Leaders can foster creativity in their organisations through 
participative leadership style, effective communication with employees, and building 
effective work groups.
3. Organisational culture; The main challenge in managing organisational creativity is 
creating the right organisational culture. Cultures that support and encourage 
creativity include respect and trust for individuals, participative safety, se lf initiated 
activity, risk-taking and open communication.
4. Resources and skills: sufficient resources such as time and money, effective system 
of communication through participative management and decision-making, and 
challenging work through pressure within the working atmosphere. All of these 
factors encourage creativity at working environment.
5. The structure and systems of an organisation: Creativity needs a management with 
long-term commitment to the careers of their employees, and flat organisational 
structure. The systems that support fair and supportive evaluation of employees and 
rewarding creative perfomiance will encourage creativity in the workplace.
Figure 4.6: Organisational Factors Affecting Organisational Creativity
Organisational Climate
•  Participation
•  F reedom  o f  exp ression
•  Perform ance standards
•  Interaction  w ith  sm all barriers
•  Large num ber o f  stim u li
•  Freedom  o f  exp erim en t
•  B u ild in g  on earlier ideas
Leadership Style
•  P articipative
•  L ead er’s v is io n
•  D ev e lo p  e ffe c t iv e  groups
Organisational Culture
O pen flow  o f  com m u n ication
R isk-tak in g
S elf-in itia ted  activ ity
Participative sa fety
Trust and resp ect for the individual
Organisational 
Creativitj
Resources & Skills
S u ffic ie n t resou rcin g  
E ffectiv e  sy stem  o f  
com m u n ication  
C h allen g in g  w ork
Structure & Systems
•  L on g-term ism
•  Flat structure
•  Fair, supportive eva lu ation  o f  
em p lo y e es
•  R ew ard in g  creative p erform an ce
Source: Andriopoulos (2001, p. 835)
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Although many studies were conducted on enhancing individual creativity, there are few 
studies focused on managing organisational creativity. Several researchers have however 
argued that the organisational factors as shown in Figure 4,6 create appropriate conditions for 
enhancing creativity at individual and team levels to achieve organisational creativity. 
Consequently, Andriopoulos’s (2001) factors (i.e. organisational culture, organisational 
climate, resources and skills, structure and systems, and leadership style) are considered to be 
critical factors of creativity in an organisation. Furthermore, Andriopoulos (2001) suggested 
three issues to enhance creativity in the workplace, and they are:
1. The values and objectives of creative organisation have to generate a working 
environment that fosters creativity.
2. Achieving creativity by itself is not enough, but it is necessary for creativity to meet 
organisational goals.
3. Perspective shifting from controlling individuals to creating a supportive environment 
that allows for individuals looking for directed expression and self-fulfilment without 
unnecessary control. ' ;
Organisational culture is important for creativity. Specifically, the values, beliefs and norms 
of an organisation play an essential function in innovation and may either encourage or 
obstruct creativity based on how these variables affect the behaviour of individuals and 
groups. Thus, organisational culture contains some elements that affect creativity such as 
shared values, beliefs and behaviours of individuals. Innovation and creativity can increase 
under the proper conditions of organisational culture that include communication, behaviour 
that encourages innovation, support mechanisms, structure and strategy (Martins and 
Terblanehe, 2003).
The stimulants to creativity are identified by many researchers such as Amabile (1988) who 
indicated nine factors that stimulate creativity: good project management, freedom, sufficient 
resources, sufficient time, various organisational characteristics, encouragement, challenge, 
pressure and recognition. Others include work environments that encourage autonomy, risk 
taking and external competition. This type of work environment is expected to facilitate 
creativity (Woodman et al., 1993). Similarly, Wong and Pang (2003b) found creativity 
motivators in the hotel industry including open policy, flexibility, autonomy, training and 
development, recognition, and support and motivation from the top. Amabile et al. (2005) 
argued that the positive affect associates positively with creativity in organisations, but there 
is no evidence of a negative relationship between the negative effect and creativity. Overall, 
little attention has been given to organisational creativity as an outcome in organisations. This 
study focuses on work environment for creativity as a necessary requirement for achieving
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organisational creativity; this assumption is supported by different scholars (i.e. Woodman et 
al., 1993; Amabile et al., 1996; Andriopoulos, 2001).
4.5.3 Barriers to Creativity
Organisational impediments and workload pressures are the main aspects that inhibit the 
environment of creativity (Amabile et al., 1996). In addition, lack of creativity has six 
possible reasons, classified into two groups: The first group is working environment including 
three reasons - organisational motivation, management practices and resources - which are 
associated with the work environment. The second group is individual aspects including three 
other reasons - intrinsic task motivation, creativity thinking skills and domain skills - which 
are associated with the individual (Amabile, 1997).
Wong and Pang (2003a) explored factors such as a low level of commitment to the 
organisation and system, fear of change and criticism, strict rules and style of company, work 
pressure, and time pressure, which hindered the hotel industry’s ability to develop creativity. 
They also found the working environment obstacles to creativity in hotels to be time pressure, 
inappropriate evaluation, heavy workload, organisational disinterest and maintaining the 
status quo. Similarly, Mostafa and El-Masry (2008) identified four obstacles to organisational 
creativity at organisations, including lack of management support, low commitment to 
organisation, risk aversion, and time and work pressure, whereas, Sadi and Al-Dubaisi (2008) 
investigated the idea that the barrier of self-confidence can be associated with both the 
individual himself and the work environment in Saudi Arabia. They also found that the 
individual creativity thinking skills, lack of expertise, management practices and work 
environment could be regarded as the root causes of the high level of self-confidence barriers. 
The study indicated three important concerns and pointed out that management practice is the 
greatest factor for obstructing creativity in Saudi Arabia. These concerns are:
1. Barrier of task achievement is completely associated with management practices.
2. Management practices have the greatest contribution in the barrier of self-confidence.
3. The highest ranking barriers are self-confidence and task achievement.
4.6 ORGANISATIONAL CREATIVITY IN THE HOSPITALITY INDUSTRY
In the turbulent hospitality industry, organisations are continuously forced to increase sales 
and profits, cut costs, and improve reputation and quality. Moreover, hotels face fierce 
competition, changes in the needs of customers and technological innovations. Quality and 
reputation can be improved through innovation which increases the capacity to improve and
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produce novel and sueeessful services in the hospitality industry. Hence, innovation has 
beeome a strategic weapon for successful hospitality organisations. Innovations in hospitality 
are mostly intangible assets. Clearly, service innovations in the hospitality industry have a 
wide range starting from complete innovations that produce new serviees to new markets, to 
slight modifications of the present serviees through simple adapting of existing services (i.e. 
change keys to swipe eards), or offering added value to services through providing extra 
novel facilities (i.e. serviced apartments) (Ottenbaeher and Gnoth, 2005).
As diseussed earlier, the hospitality industry faces the challenges of a turbulent and unstable 
environment that has forced hospitality organisations to modify and update their services to 
meet the ehange in their customers’ needs and wants, and survive in the market. As a result, 
the implementation of innovation beeomes an important technique for successful hospitality 
organisations. In the twenty-first century, creativity is considered as a vital factor in the 
development process in hospitality (Wong and Pang, 2003a). However, there is little 
published research about innovation in the hospitality industry despite the importanee of 
innovation in that industry (Ottenbaeher, 2007). The shortage of creativity research in the 
hospitality industry refers to the notion that creativity is generally related to the artistic 
industries like poetry, music composing, fiction writing, drama, painting, film making, and so 
on. The main coneem in the hospitality industry was, historieally, providing food and 
aeeommodation to travellers, therefore the hospitality eoncentrated on the routine work in 
hotels to meet and satisfy travellers’ needs for both accommodation and food (Wong and 
Ladkin, 2008).
Individuals with different cultures and backgrounds can produce variations in the need for 
creativity, and therefore diverse environmental motivators could be used to motivate 
individuals to be creative people. Thus, it is vital to determine the stimulants to creativity in 
the working environment and how hospitality organisations can enhance their individuals’ 
ereativity and so survive in the global eompetitive environment (Wong and Pang, 2003b). 
Independent studies have eonfirmed that ereativity is considered to be a consistent and 
significant predictor of peak performanee at different levels of employment within the 
hospitality industry (Houran and Ference, 2006).
Innovation has many benefits, but the major benefit of sueeessful innovation in the hospitality 
industry is the competitive advantage that has been aehieved by organisations (Ottenbaeher 
and Gnoth, 2005). Innovation in the hospitality industry can be rapidly imitated therefore 
continuous innovation becomes a vital element to reinforce imitation barriers to the 
competitive market (Harrington, 2004). Sueeessful innovations are not always clear for 
managers in the hospitality industry. Creating an organisational culture that eneourages
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creativity, and adaptability are vital intangible features of organisations, as well as innovative 
thinking, and these stands out in innovation management (Ottenbaeher and Harrington, 2007).
Wong and Pang (2003b) explored job-related motivators that stimulate employees’ creativity 
as perceived by both supervisors and managers in hotels in Hong Kong. They identified five 
main faetors which are the most important to ereativity, ranked by importance, and they are: 
flexibility, autonomy, recognition, open policy, support and motivation from the top, and 
training and development. The study indieated that all managers and supervisors showed their 
agreement that open policy, recognition, motivation and support fi*om the top, and training 
and development are essential motivators that enhance creativity for supervisory employees. 
Also, employees in the Chinese hotels did not realise the motivators to creativity are 
challenge and freedom as, due to Chinese culture, they eould not recognise the signifieance of 
those motivators. Consequently, the study argued that the five motivators to creativity in the 
working environment of the hotel industry are as follows:
1. Training and development programmes for employees in ereativity skills including 
creative problem solving, lateral thinking and mind-mapping techniques, to improve 
creativity in organisations due to employees stating that training and development is 
the most important motivator to ereativity.
2. Leadership practices strongly affect individuals’ behaviour in organisations. 
Employees need supportive management for creativity through information, 
suffieient resources, authority and sufficient time.
3. Communication and interaction among management and individuals, and the 
organisational culture build the foundation for fostering ereativity. Therefore, 
employees need open communication, trust, and respect for differences among 
individuals, which all support creativity; moreover, without trust there is no risk- 
taking.
4. Appreciation, recognition and praise for employees when they provide creative 
ideas.
5. Encouraging employees to be involved and participate in planning and decision­
making through empowering them.
The tangible forms of organisational ereative outeomes in the hotel industry include improved 
customer services, product innovations and continuous improvement (Wong and Pang, 
2003a). Henee, hotels need to become innovative in service, processes and procedures 
through developing delivery of service to customers, espeeially with the increasing 
competitiveness of the market, and need to concentrate on the quality of products and 
distinction in service. The literature argued that more motivated employees will pay more
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attention to customer care, and therefore enhancing individuals’ creativity is a potential 
approach to motivate individuals in hotels. Thus, creative individuals must be self-motivated 
and satisfied with motivators include intrinsic or extrinsic in order to work hard (Wong and 
Ladkin, 2008).
The hospitality industry has plenty of options for determining whieh products and services 
will add value to eustomers. Hotels need to evaluate the value that will be added to serviee to 
customers before introducing a new innovation for a serviee or product (Victorino et al., 
2005). The difference in levels of hotel quality does not really have an impact on hotel 
operations, but, the difference between high and low quality hotels is the quality of the extra 
services and tangibles. Thus, innovation is considered as a key lever to develop and upgrade 
operations at hotels (Wong and Ladkin, 2008). In the serviee industry, both ‘novel’ and 
‘useful’ are essential characteristics for identifying a ereative idea (Madjar and Ortiz-Walters, 
2008).
Despite the importance of ereativity and innovation in the hospitality industry, few studies 
have been conducted to investigate creativity or innovation in that industry. For example, 
Ottenbaeher and Gnoth (2005) indieated that innovation was less important than commitment 
to the service, empowerment, employee training and the effectiveness of human resources 
management in German hotels. They found nine variables that promote successful 
innovations in hotels including tangible quality, employee commitment, marketing synergy, 
behaviour-based evaluation, empowerment, market responsiveness, employee training, 
stratégie human resources management and market seleetion. It was also found that selecting 
the right market and a proper response to the needs of that market are crucial factors for 
successful business. Also, the aspects of employee-management including behaviour-based 
evaluation, empowerment, employee training, and integrated strategic human resources are 
essential faetors. The findings indicated that tangible features of service innovation, 
marketing synergy and employee commitment, were associated with successful innovations in 
the hospitality industry.
Similarly, another study was condueted by Orfila-Sintes et al. (2005) to identify innovation 
activity in hotels in Spain. The results found that the higher category hotels (i.e. 3 -, 4- and 5- 
star) have more innovation than the lower category hotels (i.e. 1- and 2-star). As a result, 
hotels with 3 stars or more have the capacity to differentiate their products and services, 
while, the 1- and 2-star hotels showed the lowest rate of innovation since these hotels tend to 
adopt a “ follow up behaviour”  that allows them to survive in the market. In addition, highly 
technological innovation was present in chain hotels and hotels under management eontract.
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Human capital skills and abilities showed an important role in successful innovation. The 
study also found that innovation activity was positively related to performance as evidenced 
by the generation of more rents at innovative hotels.
Wong and Ladkin (2008) investigated the levels of creativity among employees in hotels with 
regard to two the dimensions ereativity and risk taking, to identify the significance of job- 
related motivators, including both intrinsic and extrinsic motivators, and to examine the 
association between job-related motivators and employee creativity among 983 employees in 
hotels at different job levels in Hong Kong. The ereativity inventory has two elements: 
creativity factor, and risk taking factor. Risk-taking consists of five dimensions: self-esteem, 
life style, self-perceptions on weakness, relationship with others, and emotion and moral. The 
findings indicated that employees in hotels show more agreement towards the attitude of risk- 
taking than the creativity element. The intrinsic job-related motivators include loyalty to 
employees, opportunity for development, sympathetic help with personal problems, 
appreciation and praise of work done, interesting work and feelings of being involved. All 
these faetors encourage employees at the hotels to adopt risk-taking behaviour. For example, 
if employees have more intrinsic motivators, they take more risk which leads them to be more 
creative individuals at work. The findings supported an association between job-related 
motivators and creativity. They suggested some recommendations for hoteliers and 
management to improve individuals’ creativity by presenting more intrinsic and extrinsic 
motivators:
1. Generating a culture by creative environment, education, policies, training for 
ereativity, and programmes that facilitate creativity.
2. Commitment of the top management and a top-down approach.
3. Rewarding and recognising performances and good ideas, and promoting the benefits 
of creative work.
4. Encouraging risk-taking which allows for making mistakes, and trial and error.
5. Accepting new things and ideas for change.
6. Support communication among employees that allows them to exchange ideas.
However, the literature showed a shortage of empirical studies in organisational creativity in 
the hospitality sector, although a few studies investigated creativity, employee creativity or 
innovation rather than organisational creativity. Therefore, there is a need to investigate 
organisational creativity in the hospitality industry.
- 1 08 -
M Al-Ababneh Chapter 4: Organisational Creativity
4.7 ORGANISATIONAL CREATIVITY IN JORDAN
Arab organisations are under pressure to enhance their performance to survive and compete in 
the global competitive market. Since creativity and innovation cannot be imported as package 
from elsewhere, it is necessaiy for Arab organisations to learn how to create new ideas based 
on their own eulture and business experiences. This requires building a work elimate that 
encourages creativity and innovation as a critical factor to the vitality of these organisations. 
Hence, the essential components of survival in the global market are quality, productivity, 
creativity, and innovation. Some organisations in Arab countries have realised the importance 
of ereativity and innovation in the global marketplace. Despite the importance of creativity 
and innovation, few studies have been conducted in Arab countries in general and in Jordan in 
particular (Suliman, 2001). Consequently, creativity in the Arab countries is lacking academic 
attention (Mostafa, 2005).
Most studies that have been conducted in creativity-building practices outside the US 
generally concentrate on the advanced economies such as Europe and Japan, and not on the 
developing world apart from some studies conducted in China, Bulgaria, Mexico and Taiwan. 
Some of the findings that have been achieved by these studies are similar to those achieved 
from the previous studies in US, which supports the generalisation of the theories of creativity 
across cultures (Rice, 2006). Although several researchers have attempted to identify the 
organisational and personal characteristics that lead to creative work in western countries, few 
studies have eoncentrated on investigating the impacting factors on organisational creativity 
in Arab countries (Mostafa, 2005).
In the Jordanian context, few studies were conducted in innovation rather than creativity. For 
example, Makhamerah and Al-Dahhan (1988) conducted a study to investigate the impacting 
factors on employee innovation in Jordanian public organisations. They found some factors 
that impact innovation such as encouragement of interaction among employees and the 
exchange of their ideas, the establishment of objective criteria, and managerial attitudes. 
Similarly, Awamleh (1994) conducted another study to examine the relationship between 
managerial innovation and certain factors including: sex, age, length of service, organisational 
level and education among 293 managers in the Jordanian civil service. It found a negative 
weak association between demographic variables (age, length of service, organisational level) 
and managerial innovation, but sex and education had a positive weak association with 
innovation. The study supported the view that organisational elimate is the most important 
obstacle to innovation among Jordanian managers, rather than the variables associated with
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societal environment or the managers themselves. Both obstacles and stimulants of innovation 
were associated with organisational climate. Thus, it is essential for the Jordanian civil service 
to undertake positive changes in its climate to create a proper environment that supports 
innovation and to achieve that requires some changes in various areas including merit system, 
encouragement of innovative behaviour, equitable motivations, job security, and leadership 
style. Organisational climate and supportive managerial behaviour are required for innovation 
to flourish. This environment includes freedom of action, motivation, openness, participation, 
and sufficient resources and facilities.
Suliman (2001) investigated the role of work climate in impacting employees’ innovation 
through their readiness to innovate in Jordanian industrial organisations. The study found that 
employees’ perceptions of their work climate play an important role in their readiness to 
innovate. It also investigated demographic differences among employees in relation to 
innovation. For instance, older employees were more innovative than younger employees 
because they showed higher work climate satisfaction. Male employees showed more 
readiness to innovative than female employees. A similar study was conducted by Abu-Taieh
(2003), who examined the association between individual innovative behaviour and 
leadership style among managers at large industrial organisations in Jordan. The study found 
an association between individual innovative behaviour and leadership power, but, found no 
association between individual innovative behaviour and both legitimate and reward power.
A few other studies have been conducted in the Arab context, for example, Mikdashi (1999) 
evaluated the impacts of organisational climate on creativity among Lebanese managers in 
manufacturing and service organisations. The study supported the view that all characteristics 
of the working environment can affect creativity by nature. He revealed that higher levels of 
challenging work lead managers to be more satisfied and creative as, if managers feel their 
jobs are challenging, that will create higher intrinsic motivation at work; when intrinsic 
motivators are satisfied such as self-actualisation and self-esteem then a greater level of 
ereativity can be expected. In addition, when extrinsic motivators such as sufficient resources 
and supervisory encouragement are satisfied then the highest level of creativity can be 
expected. Positive challenging work is an important and critical factor in satisfying employees 
and, eventually, promoting creativity. Since creativity is driven by challenging work, thus 
challenging work and/or complex work can be more creative. His study also found two 
factors showed a significant impact on creativity and challenging work in Lebanon: excessive 
workload pressure and group work support. Consequently, organisations have to generate an 
appropriate organisational environment to enhance creativity through implementing TQM.
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Furthermore, the relationship between working environment and creativity are still not fiilly 
clear and therefore further research is needed in the developing world.
Mostafa (2005) identified the factors impacting organisational creativity among managers in 
different organisations in Egypt. The study found differences among managers in their 
attitudes towards innovativeness and organisational ereativity based on managers functional 
areas. It also indieated that the higher the education level of managers, the more they will be 
creative and innovative in their work, and no differences in the managers’ attitudes towards 
organisational ereativity related to their age. Male managers’ attitudes tend to prefer 
innovation and creativity more compared to female managers. Similarly, Rice (2006) 
explored the individual values and creative behaviour of employees at the workplace in 
manufacturing and service organisations in Egypt. The study investigated the relationship 
between employee creativity and organisational characteristics of organisations. For example, 
organisational context that stimulating creativity included supportive supervision, and 
working environment, whereas individuals’ ereativity was obstructed by hierarchical 
environment and controlling.
Mostafa and El-Masry (2008) investigated managers’ attitudes in Egypt and the UK towards 
barriers to organisational creativity. The study used four types of organisational creativity 
barriers: lack of management support, low commitment to organisation, risk aversion, and 
time and work pressure. They found differences between British and Egyptians attitudes 
towards organisational creativity barriers due to westerners being individualistic people while 
Egyptians are colleetivistic people. It also argued that age and gender had impacts on 
managers’ attitudes towards barriers of creativity. For example, males had discomfort towards 
creativity barriers which means males prefer to be risk-takers. This reflects cultural 
characteristics, and therefore gender is an essential factor in organisational creativity because 
creativity needs some patterns of behaviour whieh are different among men and women. 
Younger people were dissatisfied with barriers to organisational creativity more than older 
people and therefore older mangers do not like to change the status quo while younger 
managers prefer to pursue creative strategies.
As a result, creativity requires risk taking and curiosity as noted by Amabile et al. (1996). 
These facets are acceptable for most people in west countries but not for Arab people. Thus, 
most Arab people are comfortable with existing ideas and shy away from risk-taking. They 
also prefer structured work, and a team-oriented approach to avoid being excluded at work 
(Mostafa and El-Masry, 2008). Most studies on creativity were conducted in western 
countries, and therefore the literature showed a shortage of empirical studies in organisational
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creativity in the Jordanian context, except for a few studies that investigated innovation. Thus, 
there is a need to investigate organisational ereativity in Jordan in general and in the 
hospitality industry in particular.
4.8 CONCLUSIONS
Organisations are encouraged to continuously seek new ways for improving their 
products/services in order to become more creative, by encouraging the appropriate working 
environment for creativity, and to capitalise on the benefits of creativity (Andriopoulos, 
2001). Creativity is considered as the most essential tool for both organisations and managers. 
Therefore, organisations become predictable without creativity. Creativity means more than 
providing new solutions for problems related to products, but, creativity can create new and 
better solutions to customer problems and business as a whole (Mostafa, 2005).
The eharaeteristics of individual, group and organisation affecting the creative situation and 
ereative behaviour that results in ereative products together constitute organisational 
creativity (Woodman et al., 1993). A creative organisation, in which the organisational 
elimate encourages and rewards creativity, creates wealth for its business and shareholders. 
Therefore, creative organisations need a proper climate that supports and rewards new ideas 
and hampers scepticism and negative thinking (Kilroy, 1999). The relevant literature indicates 
that there is no agreement about where ereativity is located in a process, a product or a person. 
Creativity can vary from a slight change at work to total change, whereas innovation refers to 
the sueeessful implementation of ereativity.
Although creativity has been spread around the world espeeially in the west, creativity still 
faees some obstacles even in the west, while non-westem countries are more conservative and 
resist accepting the ideology of ereativity (Wong and Pang, 2003a). In developing eountries 
like Jordan there is a shortage of creativity studies in general, and particularly in the 
hospitality industry. This study attempts to fill that gap by identifying organisational 
creativity at Jordanian resort hotels. Specifieally, individuals with different cultures and 
backgrounds show some differences about the need for creativity at work. Therefore, 
organisational ereativity can vary based on individuals’ achievements because eaeh individual 
has a different level of creativity.
The literature review indicated that there are many stimulants and barriers to organisational 
creativity at both individual and organisational level and that those obstacles and stimulants to
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creativity are related to organisational climate. Thus, it is important to build an appropriate 
work environment that stimulates creativity and avoids creativity barriers. As a result, 
organisational creativity can be managed, enhanced and improved by the effeet of several 
factors at organisations. The researcher concluded that work environment in organisations 
could be either a positive or a negative environment for creativity. This study aims to 
determine the appropriate work environment that stimulates creativity, and to indicate the 
ereativity obstaeles in order to be able to avoid those factors or minimise them in the hotel 
industry.
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CHAPTER FIVE 
DISCOVERING THE RELATIONSHIP BETWEEN TQM 
AND ORGANISATIONAL CREATIVITY
5.1 INTRODUCTION
The purpose of this study is to identify the CSFs of TQM implementation and to indicate their 
impact on organisational creativity in the hotel industry. It has been indicated that very little 
empirical research could be identified that embraced the objectives of this study. In addition, 
the key aim of this study is to investigate the relationship between TQM implementation and 
organisational creativity in the context of Jordanian resort hotels. This relationship could be 
either direct or indirect. First, the study will investigate if there is any evidence of a direct 
relationship between TQM implementation and organisational ereativity. Second, it will 
identify the possible indirect relationship between TQM and organisational creativity through 
employee attitudes and organisational climate for creativity. Finally, the relationships among 
all the variables will be explored. Thus, this chapter will review previous research on those 
relationships. This study attempts to contribute towards filling a gap in the literature on the 
relationship between TQM and organisational creativity by identifying the possible links in 
the literature as shown in Figure 5.1.
Figure 5.1: Identifying the Possible Links in the Literature
Employee
Attitudes Work Outcomes
1. Organisational 
Creativity
Critical Success Factors o f 
TQM
2. Innovation
Organisational Climate 
for Creativity
3. Productivity
Source: The Researcher
Figure 5.1 displays the direct relationship between TQM and work outcomes (i.e. 
organisational creativity, innovation and productivity), as well as the indirect relationship
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between TQM implementation and work outcomes though organisational climate for 
creativity and employee attitudes. All these relationships will be discussed in this chapter.
As discussed in Chapter Three, TQM has become as an essential management philosophy 
which is used for improving quality, productivity and organisational performance. Chandra 
(1993) claimed that TQM enhanced the quality of products, services, decisions and 
operations, which turn into higher customer satisfaction, improved productivity, higher 
profitability and a better work environment. A definition for TQM as a '‘'‘management 
philosophy which involves a set o f principles, techniques, and tools that are used for  
continuously improving the quality o f  processes, products, services, and people by involving 
all employees to achieve superior customer satisfaction’’ will be adopted for this study. The 
CSFs are essential to successful TQM implementation due to TQM being regarded as a 
network of interdependent components, i.e. critical factors, techniques and tools (Hellsten and 
Klefsjo, 2000). These CSFs can be classified into soft and hard factors (Thiagarajan and Zairi,
1998) and both soft faetors and hard faetors (Sila, 2005), required for TQM implementation 
have been widely researched.
In the Chapter Four, it was indicated that organisational creativity is the integration of 
individual creativity with the organisational work environment. Organisational creativity 
consists of three organisational components whieh are essential for the innovation process, 
namely organisational motivation to innovate, resources and management practices (Amabile, 
1997). This study has adopted a definition of organisational creativity as "f&e generation o f 
new and useful ideas in the workplace by an individual or team which are evaluated by 
others/decision takers in the organisation’\  Organisational creativity can vary based on 
individual achievements because each individual has a different level of creativity. For 
instance, organisational climate has many stimulants and obstacles to organisational creativity 
at both individual and organisational level. However, the organisational context within an 
organisation plays an important role in stimulating or inhibiting employee creativity (Scott 
and Bruce, 1994). Therefore, organisational creativity can be enhanced through affecting 
several factors in the organisational context by providing appropriate work environments that 
stimulate creativity.
The implementation of TQM can change organisational climate and culture for creativity and 
innovation within organisations. Consequently, TQM is useful to stimulate creativity and 
improve productivity directly as well as indirectly, through creating positive employee 
attitudes and a supportive organisational climate for creativity. The effectiveness of TQM is 
necessary for improving employees’ attitudes and their productivity. TQM organisations
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achieved greater effective productivity, and therefore innovation and quality have to be 
adopted by organisations in order to achieve high performance (Feng et ah, 2006). The main 
benefits of TQM implementation in organisations could be achieved through creativity and 
innovation (Karia and Asaari, 2006), and therefore TQM emphasises features in employees 
such creativity that support active cooperation in an organisation. Implementing TQM can 
help organisations to create an appropriate organisational environment that enhancing 
creativity through implementing TQM (Mikdashi, 1999). Furthermore, some elements such as 
employee commitment, teamwork, empowerment, participative management, employee 
involvement, employee creativity and innovativeness, employee/management trust, 
appropriate reward structure, customer feedback, and nurturing organisational climate with 
management are required for successful TQM implementation (Guimaraes, 1997). That 
supports the importance of employee creativity and innovation for TQM implementation.
5.2 THE RELATIONSHIP BETWEEN TQM AND ORGANISATIONAL 
CREATIVITY
Discussion about the relationship between TQM and organisational creativity does not appear 
very often in the literature. It showed the absence of empirical studies that have fully 
investigated the relationship between TQM and organisational creativity or even creativity, 
and therefore empirical research on the effects of TQM on organisational creativity is scarce. 
Only one empirical study conducted by Ekvall (2000) investigates the effects of management 
practices on creative behaviour. The study revealed that TQM (55% positive and 7% 
negative) had middle-ranking scores among management practices for stimulating creativity. 
The findings classified the management practices into three groups. Group 1 - including 
creative methods, project groups. Computer Aided Design (CAD), and Kaizen - are those 
practices considered as providing a stimulus for creativity with very few (0-3%) respondents 
having experienced these practices as hampering creativity. Group 2 - including TQM and 
concurrent engineering - are those practices that were middle-ranked as creativity stimulators. 
These practices appear with a majority of positive responses but quite a few negative ones. 
Group 3 - including lean production, just in time, and ISO 9000 - were those practices with 
limited impact on creativity; the positive responses were not in the majority but outweighed 
the negative responses. The findings suggested that TQM is considered as one of the 
management practices which has a positive relationship with stimulating creativity, and does 
not hinder it.
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TQM implementation creates an environment that can enhance and encourage employee 
creativity (Rice and Mahmoud, 2001). In addition, TQM practices emphasise the creation of 
an environment that supports risk-taking, creativity and innovation in order to meet customer 
requirements by using participative problem solving that incorporates employees, managers 
and customers (Noe et al., 2000). Thus, Mikdashi (1999) suggested that implementing TQM 
is needed to create an organisational environment which helps to stimulate creativity. 
Lagrosen (2000) argued that the successful TQM implementation in a hospital had positive 
effects such as increased ability to implement changes and increased creativity. McAdam et 
al. (2000) argued that employee creativity was valued, encouraged and released by the 
Continuous Improvement (Cl) process which is a part of TQM, and therefore Cl culture can 
stimulate employee creativity to flourish and grow at work. Similarly, McAdam and Keogh
(2004) reported that successful TQM/Cl programmes were perceived by managers/owners as 
necessary to achieve creativity. Politis (2005a) argued that Quality Function Deployment 
(QFD) has significant positive relationships with creativity and productivity, with the 
strongest relationship being with productivity.
It was concluded from the only study that investigated the relationship between TQM and 
creativity, EkvalFs study, that TQM is a management practice which stimulates creative 
behaviour positively based on engineers’ perceptions of the implementation of management 
practices in their organisations, but it did not investigate the relationship between TQM and 
organisational creativity. Other studies suggested that successful TQM implementation can 
create an appropriate environment for fostering creativity. However, to the best of the 
researcher’s knowledge, not study has investigated the direet or indirect relationship between 
TQM and organisational creativity in organisations in general, and the hospitality industry in 
particular. This shows a clear gap in the literature that indicates a need for investigation of the 
relationship between TQM and organisational creativity as the main contribution of this 
study.
5.3 THE RELATIONSHIP BETWEEN TQM AND INNOVATION
Organisations under TQM implementation should become more innovative, developing new 
products and better production process methods which consequently enhance their 
competitiveness (Turchi, 2001). The environment created throughout the implementation of 
TQM can enhance employee creativity, therefore enhancing innovation (Rice and Mahmoud, 
2001). Montes et al. (2003) argued that achieving a high level of innovation requires 
implementing quality programmes continuously. TQM is consistent with innovation due to 
the fact that TQM promotes innovation through creating a cultural climate, such as the
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promotion of employee creativity and the generation of new ideas, which is necessary for 
encouraging and adopting innovation in organisations. TQM promotes empowerment and 
involves employees in continuous improvement, which supports creative employees.
Innovation could be stimulated or hindered depending on the approach to TQM 
implementation in organisations. For instance, an organisation may focus more on 
conformance and this rigidity could hinder innovation. The same organisation may also focus 
more on the system that creates a better environment for innovation (Martinez-Costa and 
Martinez-Lorente, 2008). Consequently, organisations that implement TQM can adapt 
innovations imported from other organisations, due to the willingness of their employees to 
accept new ideas as a result of the continuous improvement which is promoted by TQM. The 
principles of TQM can contribute to successful innovation as well as helping to change the 
attitudes of employees who are reluctant to change (Montes et al., 2003). Raymond et al. 
(1998) found that TQM/Cl programmes were suceessfully used to demonstrate the need for 
both incremental and radical change in organisations. Similarly, McAdam and Keogh (2004) 
found that successful TQM/Cl programmes, from the perception of managers/owners, were 
necessary to achieve innovation.
Some components of TQM, such as continuous improvement and open culture, help 
organisations to develop a culture of innovation (Singh and Smith, 2004). Similarly, Feng et 
al. (2006) found that TQM practices could be divided into two groups of dimensions: organic 
dimensions and mechanistie dimensions. They argued that the more organic dimensions of 
TQM, such as people management and leadership, were related more to innovation 
performance, whilst the more mechanistic dimensions of TQM, such as process management 
and customer focus, were related to quality performance. The study revealed a difference in 
the TQM practices and innovation performanee levels across countries, whereas the impact 
level of TQM practices on organisational performances was the same. Similarly, Sa and 
Abrunhosa (2007) claimed that TQM implementation within an organic organisation 
establishes a culture and a system that create a supportive environment for organisations to 
innovate. Consequently, the relationship between TQM and innovation depends on the type of 
organisation. This relationship could be significantly positive if a TQM approach is 
implemented in an organic-structure organisation instead of mechanic one.
Many studies have generally explored the impact of TQM on innovation, but there is little 
empirical evidence to support that relationship. Reviewing the literature indicated a conflict 
exists in the arguments relating to the relationship between TQM and innovation (Montes et 
al., 2003), and that the relationship is complex and ambiguous (Prajogo and Sohal, 2001). The
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conflicting arguments on the relationship between TQM and innovation related to three 
principles of TQM, namely continuous improvement, customer focus, and employee 
involvement and teamwork (Prajogo and Sohal, 2001). However, there are two groups of 
arguments. The first group supports a positive relationship between TQM and innovation. 
The second group supports a negative relationship, or no relationship, between TQM and 
innovation.
The positive arguments suggested that implementing TQM in organisations will provide and 
create a supportive environment and culture for innovation, since TQM includes principles 
that are congruent with innovation (Prajogo and Sohal, 2001; Hoang et al., 2006; Martinez- 
Costa and Martinez-Lorente, 2008). TQM can create a cultural climate for promoting 
innovation, and therefore TQM promotes incremental innovation through continuous 
improvement (Montes et al., 2003). Innovation is necessary when an organisation wants to 
increase product quality and productivity (Martinez-Costa and Martinez-Lorente, 2008). The 
positive arguments that support a positive relationship between TQM and innovation are 
based on the four principles of TQM that support innovation which are:
1. Customer Focus; It is an important dimension since any change in an organisation’s 
service/product needs to meet customer needs (Martinez-Lorente et al., 1999). 
Customer focus will encourage organisations to be innovative in order to create a 
better way to meet and exceed customers’ requirements and needs (Prajogo and 
Sohal, 2001), and encourages organisations to search for customer needs and 
expectations, which leads organisations to innovate (Montes et al., 2003).
2. Continuous Improvement (CD: This principle has a strong relationship with 
innovation, as well as with different aspects of innovation (McAdam et al., 2000). CI 
will encourage creative thinking in work, innovation, change (Prajogo and Sohal, 
2001), and encourages the generation of new ideas, and changes to work organisation 
and work behaviour (Montes et al., 2003).
3. Teamwork. Empowerment and Involvement: Empowering employees and 
teamwork will change the attitudes of employees, especially those who are more 
resistant to any change in organisation, to aecept new approaches in operational 
processes (Martinez-Lorente et al., 1999). Empowerment gives employees a certain 
degree of autonomy and self-efficacy in doing their work, with less constraint by rule- 
bound aspects, which will make them innovative. Cross-functional teamwork and 
communieation are important determinants in organisational innovation (Prajogo and 
Sohal, 2001). Commitment, teamwork and empowerment can contribute to successful 
innovation as well as helping to change the attitudes of employees who are reluctant 
to change (Montes et al., 2003).
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4. Training and Education; These give employees more knowledge and skills which 
allow them to understand and accept new ways and systems of operations (Martinez- 
Lorente et al., 1999).
Arguments that support the positive relationship between TQM and innovation have been 
presented by some empirical studies (e.g. McAdam et al., 2000; Montes et al. 2003; Prajogo 
and Sohal, 2003, 2006a; Perdomo-Ortiz et al., 2006; Hoang et al., 2006; Santos-Vijande and 
Alvarez-Gonzalez, 2007; Martinez-Costa and Martinez-Lorente, 2008; Prajogo and Hong, 
2008; Abrunhosa and Sa, 2008; SadiKogl’u and Zehir, 2010; Hung et al., 2011). Most of these 
studies were conducted in developed countries or western countries.
In the service industry, quality has both a direct and an indirect positive relationship with 
innovation as supported by Montes et al. (2003). They argued that perceived quality had a 
significant positive impact on perceived innovation directly, as well indirectly through 
employee work satisfaction. The same findings are supported in manufacturing organisations 
by Perdomo-Ortiz et al. (2006); they argued that a significant positive relationship exists 
between TQM and innovation. Their findings confirmed that TQM practices create a fertile 
environment for business innovation capability, and all aspects of TQM practices, including 
both soft and hard practices, were related to business innovation capability.
Other studies have been conducted in both manufacturing and service organisations. For 
instance, Prajogo and Sohal (2003) have empirically revealed that TQM had a significant 
positive relationship with quality performance and innovation performance, and that it was 
greater towards quality performance. The findings indicated that TQM had the strongest 
relationship with product quality, followed by process innovation and, finally, product 
innovation. Similarly, product quality had a stronger relationship with process innovation than 
with product innovation, while process innovation was strongly related to both product 
quality and product innovation. These findings supported the positive relationship between 
TQM and innovation. They argued a significant causal relationship between quality 
performance and innovation performance. Prajogo and Sohal (2006a) supported Prajogo and 
Sohal’s (2003) results, arguing that TQM had a significant positive relationship with 
organisational performance (i.e. product quality, process innovation and product innovation) 
in different organisations, and that the strongest relationship was between TQM and product 
quality.
Empirical evidence was supported by Santos-Vijande and Alvarez-Gonzalez (2007) that TQM 
had a strong direct positive relationship with both innovativeness and administrative
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innovation, and an indirect positive relationship with technical innovation through 
innovativeness. These findings reinforce the view that TQM is an appropriate resource to 
foster innovativeness and organisational innovation due to TQM strongly impacting the 
higher levels of administrative innovation and innovative culture in an organisation. 
Similarly, Martinez-Costa and Martinez-Lorente (2008) argued that TQM had a significant 
positive relationship with organisational innovation (i.e. process innovation and product 
innovation) and organisation performance (i.e. product quality, profitability, share market, 
and productivity). They also found that organisational innovation had a significant positive 
relationship with organisation performance.
Prajogo and Hong (2008) revealed that TQM had significant positive relationships with both 
product quality and product innovation in the R&D environment in manufacturing 
organisations, the relationship with product imiovation was stronger than with product 
quality. They also argued a strong and significant correlation between product quality and 
product innovation, indicating that the achievement of innovation will lead to quality and the 
vice versa, and therefore quality improvement will result in product innovation. Abrunhosa 
and Sa (2008) argued that the principles of TQM have a positive relationship with the 
adoption of technological innovation in Portuguese footwear companies, and their results 
confirmed the role of TQM in supporting innovation. Similarly, Hung et al. (2011) found that 
TQM has significant and positive effects on innovation performance in Taiwan’s high-tech 
industry. They measured the effectiveness of TQM using the four dimensions a top 
management support, employee involvement, continuous improvement and customer focus, 
whereas innovation performance was measured using product innovation, process innovation 
and organisational innovation. They confirmed that all dimensions of TQM are significantly 
and positively related to all dimensions of innovation performance.
Both organic and mechanistic dimensions of TQM were significantly and positively related to 
each other in manufacturing and service organisations as argued by Prajogo and Sohal (2004). 
They found each type of dimension had a different impact on performance supporting the 
view that all TQM practices are equally essential in determining different types of 
performance. The study argued that organic dimensions of TQM -  leadership and people 
management -  had a significant positive effect on product innovation, whereas mechanistic 
dimensions -  customer focus and process management -  had a significant positive 
relationship with product quality. Pekovic and Galia (2009) revealed that innovation 
performance was higher in organisations with top quality level than in organisations with 
medium quality level, and the lowest level of innovation was in organisations with low
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quality level. They also argued that achieving significant innovation performance 
improvement required a veiy well-established quality system.
In developing countries, Hoang et al. (2006) found that TQM had a positive relationship with 
the level of newness and the number of new products and services in manufacturing and 
service organisations. The findings showed that three TQM constructs in particular, namely: 
leadership and people management (i.e. top management commitment, employee 
involvement, and employee empowerment), proeess and strategic management (i.e. process 
management, information and analysis system, and strategic management), and open 
organisation, had positive impact on innovation performance, which in turn enhances 
organisation innovativeness. They concluded there was a positive relationship between TQM 
and innovation, but did not confirm that all TQM practices have an impact on innovation. The 
previous empirical studies confirmed that TQM had a positive relationship with innovation 
either in manufacturing organisations or in service organisations in both developed and 
developing countries. One can conclude that TQM supported innovation through creating an 
appropriate environment which stimulates innovation in organisations. Similarly, Sadikoglu 
and Zehir (2010) argued that TQM practices had positive effects on innovation performance 
(i.e. introducing new products, services or processes) in Turkish manufacturing and service 
organisations, and they supported the view that innovation performance partially mediated the 
relationship between TQM practices and organisation performance.
The opposite school of argument supports a negative relationship between TQM and 
innovation. Some empirical studies argued that TQM had negative effeets on innovation or no 
relationship. However, supporters of the negative argument did not completely reject that 
TQM may support and facilitate innovation, and they admit the positive effects of TQM on 
innovation but only on a very limited basis. They believe that TQM creates more 
disadvantages for innovation than advantages (Hoang et al., 2006). One view supports the 
negative arguments saying that some aspects of TQM could hinder innovation, whereas some 
others could foster it. Hence, the methods of TQM implementation will govern that 
relationship. An organisation may focus more on the philosophy of TQM, creating a better 
environment for innovation, but if the same organisation were to focus more on the technical 
aspects of TQM that may create rigidity that hinders innovation (Prajogo and Sohal, 2001). 
Another view is that TQM may have a negative impact on innovation based on a poor 
understanding of what TQM means. Proposers of these arguments claim that TQM hinders 
creativity due to the enforcement of formalisation or standardisation which assumes that TQM 
implies more bureaucracy. Some organisations understand the philosophy of TQM in a partial
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or incorrect way, and therefore their TQM implementation could have a negative impact on 
innovation (Martinez-Costa and Martinez-Lorente, 2008).
Prajogo and Sohal (2001) summarised the main principles of TQM that support innovation 
but whieh can also hinder innovation if they are used in an inappropriate approach as follows:
1. Customer Focus; Focusing on customer needs leads organisations to be reactive in 
responding to those needs, prevents organisations from exploring un-served needs 
and markets as well as from developing radical new products, and does not help 
organisations to implement benchmarking.
2. Continuous Improvement; This could create routinisation and rigidity of activities 
that will limit flexibility at work. Similarly, a regulatory standard could inhibit 
innovation. The emphasis on efficiency in continuous improvement could lead to the 
elimination of the availability of slack resources which are necessary for innovation, 
and incremental improvement could lead teams due to stress to work on derived 
solutions which are not novel.
3. Teamwork, Empowerment and Involvement; Although empowerment and 
involvement are very important for innovation, generally organisations only empower 
and involve their employees to make small scale improvements. The culture of 
teamwork could focus on total quality control which will inhibit independent 
entrepreneurship and individual creativity which will result in a detrimental effect 
upon inventions and radical innovations.
A few studies conducted at manufacturing organisations in developed countries have 
supported the negative arguments. Singh and Smith (2004) argued that there was not a 
significant simple relationship between TQM and innovation due to the complexity of the 
relationship between them. They suggested that the relationship between TQM and innovation 
is a complicated relationship, which may be a multidimensional relationship. Similarly, Sa 
and Abrunhosa (2007) found that most of the associations among the principles of TQM and 
different innovation dimensions were not significant. The principles of low TQM 
implementation (i.e. consultation and autonomy) significantly decreased their impact as 
enablers to innovation, whereas consultation and communication had a positive relationship 
with all elements of innovation, but this relationship was not significant. Formalisation had a 
negative relationship with all innovation dimensions. Increasing the level of TQM 
implementation leads organisations to be more prepared for innovation. Therefore, the 
principles of TQM are important enablers to innovation, but not all TQM principles had a 
significant relationship with innovation dimensions. Pinho (2008) supported Singh and 
Smith’s findings, arguing that the relationship between TQM and innovation was not
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significant in Portuguese manufacturing organisations, more specifically, small medium 
enterprises. His study reported that TQM puts emphasis more on efficiency of continuous 
improvement and that may influence the availability of resources which are required for 
innovation, and therefore TQM tends to promote achieving performance rather than 
innovation.
The negative arguments seem to be weak beeause they were conducted in manufacturing 
organisations only. For instance, Singh and Smith (2004) investigated the relationship 
between TQM and innovation in a simplistic linear relationship, which does not discover the 
more complicated relationships. Sa and Abrunhosa (2007) tried to investigate the relationship 
between TQM and technological innovation, which is a weak point in their study as 
technological innovation could be difficult to relate to TQM. They used few constructs of 
TQM that only represent the philosophy of TQM in a partial way. In addition to the negative 
relationship, the study supported insignificant positive relationships between some TQM 
dimensions and innovation dimensions. Pinho (2008) conducted his study in small and 
medium enterprises whieh may not be appropriate for both TQM and innovation, and 
therefore the relationship between them was not found to be signifieant.
Consequently, the majority of empirical studies confirmed that TQM is an excellent 
environment to promote and foster innovation through creating an appropriate atmosphere 
that facilitates innovation and outweighs the barriers to innovation. These findings are 
supported in the literature which says that those organisations which implemented TQM can 
develop organisational innovation and get more benefits than organisations that do not 
implement TQM, due to TQM being good way for improving quality and facilitating 
innovation. Thus, TQM organisations are more innovative (Martinez-Costa and Martinez- 
Lorente, 2008). Based on the previous empirical arguments, TQM had a positive relationship 
with innovation both directly and indirectly. Even though some arguments supported a 
negative relationship between these concepts or no relationship at all, these arguments are 
weak. The researcher concluded that TQM was positivity related to innovation due to both 
soft and hard TQM factors creating an appropriate work environment for innovation.
With regard to innovation, some empirical studies have confirmed the relationship between 
two forms of innovation, process innovation and product innovation. For example, Prajogo 
and Sohal (2003) revealed that process innovation was strongly and positively related to 
product innovation in manufacturing and service organisations, and they claimed that process 
innovation could mediate the relationship between product quality and product innovation. 
Prajogo et al. (2004) also argued that there is a strong positive relationship between process
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innovation and product innovation in manufacturing and service organisations. Similarly, 
Prajogo (2006) found no significant difference between manufacturing and service 
organisations in terms of process innovation and product innovation, but he also found the 
impacts of innovation and particularly process innovation in business performance were 
higher in manufaeturing organisations than service organisations, and process innovation had 
stronger relationships with business performance than product innovation and was only 
significant in manufacturing organisations. These findings confirmed that the manufacturing 
and service sectors did not exhibit any significant difference in forms of innovation; the 
effects of product innovation in business performance were significant in both sectors while 
the effects of process innovation was only significant in manufacturing organisations.
In the hotel industry, the few empirical studies conducted to measure innovation were mainly 
focused on the degree of innovation (i.e. incremental innovation and radical innovation) rather 
than forms of innovation. For example, Koberg et al. (2003) argued that the two types of 
innovation -incremental and radical- were positively related to each other. Martinez-Ros and 
Orfila-Sintes (2009) supported Koberg et al.’s (2003) findings, which indicated that 
ineremental innovation and radical innovation are strongly and positively interrelated in 
hotels in Spain. Similar findings were revealed by Chang et al. (2011); they confirmed that 
both incremental innovation and radical innovation existed in independent hotels and 
restaurants in China, and their study also argued that both innovations were strongly and 
positively related to each other.
5.4 THE RELATIONSHIP BETWEEN TQM AND PRODUCTIVITY
Productivity is both a simple and a complex concept. The simple concept refers to the simple 
ratio of output to input (Heap, 1996). Mohanty and Yadav (1994: p.21) defined the complex 
coneept of productivity as a “ratio between the outputs generated from a system and the 
inputs provided to create those outputs”, and these inputs take different forms such as capital 
(physical and financial assets), labour (human resources), materials, energy and information. 
Traditionally, productivity has received more attention in the manufacturing context rather 
than in the service context. The traditional definition of productivity emerged and developed 
in manufacturing organisations, and this focuses on the results of operations. Hence, 
productivity reflects the relationship between outputs and inputs that have been used in 
operational processes (Gronroos and Ojasalo, 2004).
Over the last two decades, more attention has been paid to the importance of productivity in 
the service seetor in general and in the hotel industry in particular due to hotels faeing fiercer
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competition and more challenges (Kilic and Okumus, 2005). Productivity in service 
organisations includes both the efficiency with which resources are used and the effectiveness 
of the service rendered (Heaton, 1977). Therefore, productivity in the service sector is 
regarded as complex in nature (Jones and Lockwood, 1989), and it is defined as how well a 
service provider uses resources to create output in the form of acceptable perceived quality 
and value for customers (Gronroos, 2000: p.208).
Productivity is significantly lower within the service industry in general and within the 
hospitality industry in particular (Sigala et al., 2005; Smeral, 2007). The growth of 
productivity has been slower in the hospitality industry than in manufacturing sectors 
(Smeral, 2007). Some attempts to increase productivity led to decreased quality due to an 
inappropriate environment or lack of appreciated differences between effectiveness and 
efficiency or misunderstanding the interrelationships between activities (Hope, 2007). Kilic 
and Okumus (2005) indicated that no were differences in productivity factors in four- and 
five-star hotels relating to star rating, ownership of hotels and various departments. Smeral
(2007) supported a productivity gap in the hospitality industry, which was widest in small 
organisations and became narrowest in large organisations.
Quality and productivity can be considered as the fundamental source of competitive 
advantage (Shetty and Buehler, 1985). These concepts can coexist, and cannot be separated. 
Specifically, quality (value enhancement) and productivity (value addition) are important to 
determine competitiveness, and inereased quality leads to increased productivity (Shahin, 
2008). Improving quality and productivity require employee skills, motivation and behaviour, 
and attitudes such as hard work, persistence, commitment and innovation (Shetty and 
Buehler, 1985). Quality and productivity can be integrated into a systematic approach through 
TQM which is a necessary approaeh for sustaining the innovative practices that obtain 
benefits in both quality and productivity. For example, producing good quality 
services/products which achieved customer satisfaction leads to improved productivity. TQM 
is regarded as a total improvement philosophy since it aims to change the quality of all 
aspects of an organisation and its activities, such as quality of products, services, work being 
done, working environment, human behaviour, and so on. In addition, TQM is a powerful tool 
to improve productivity and customer satisfaction continuously (Mohanty and Yadav, 1994).
Deming identified 14 principles of quality management to improve performance and 
productivity (Deming, 1986). Quality can influence both internal performance such as 
improving efficiency, increasing productivity, and reducing cost and waste; and external 
performance such as finding new customers, increasing sales and market share, achieving
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higher customer satisfaction levels, keeping customer relationships and improving the 
corporate image (Claver-Cortes et ah, 2008). Hence, organisations will benefit from effective 
TQM implementation by, for example, reducing waste and rework, improving quality and 
delivery performance, increasing productivity, and making better use of space and resources 
(Turchi, 2001; Sila, 2007), and improved quality leads to reduced waste and increased 
productivity (Kumar et al., 2009).
Reviewing the literature indicated that there are not many studies that have empirically 
analysed the relationship between TQM and productivity. Such empirical studies confirmed 
that organisations that have implemented TQM achieved improved productivity. Most of 
these studies were conducted in manufacturing organisations in developed countries. For 
example, Golhar and Deshpande (1999) found in organisations implementing TQM practice 
that the internal business related and customer oriented productivity measures are more 
critical to productivity than financial performance in manufacturing organisations. They 
argued that TQM implementation increased productivity in different elements. The study also 
supported significant differences in some productivity measures across developed countries. 
Hasan and Kerr (2003) argued that TQM practices have effects on organisational performance 
in service organisations. They found that TQM practices concerning top-management 
commitment, customer satisfaction, supplier quality, employee involvement, service design, 
benchmarking, training, quality techniques and quality costs lead to quality performance and 
higher productivity. Their study confirmed that two TQM factors, customer satisfaction and 
employee involvement, play the most important role in enhancing productivity.
Rahman and Bullock (2005) investigated the relationship between the both soft and hard 
factors of TQM and productivity in manufacturing organisations. They argued that the soft 
TQM factors were significantly and positively related to productivity performance. The study 
also provided empirical evidence that certain hard TQM factors had a significant positive 
effect on soft TQM factors and on productivity. They suggested that organisations must have 
appropriate soft TQM factors, which are necessary for hard TQM factors to affect 
productivity. In addition to the direct impact of soft TQM factors on productivity 
performance, soft TQM factors indirectly impacted productivity performance through hard 
TQM factors. For instance, soft TQM factors affected hard TQM factors, which in turn 
affected productivity. Thus, hard TQM factors have to be supported by soft TQM factors in 
order to impact productivity. These findings are supported by Terziovski (2006), whose study 
revealed that TQM practices had a significant positive impact on productivity improvement 
especially when implementing the practice of quality management simultaneously in 
manufaeturing organisations.
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Jimenez-Jimenez and Martinez-Costa (2009) argued that the positive effects of TQM on 
performance impact on share market, profitability, productivity and product quality in 
manufacturing and service organisations in Spain. Kumar et al. (2009) indicated that TQM 
had a positive impact on several elements of organisational performance such as productivity 
in manufacturing organisations on average 33.3 months after implementing TQM. Similarly, 
Tanninen et al. (2010) studied the impact of experience (length of implementing) and the 
implementation of TQM on performance (customer satisfaction, productivity and 
profitability) in an industrial company, and they found that TQM has positive effects on 
performance; more specifically, the experience with the TQM approach and the successful 
implementation of TQM affected customer satisfaction, productivity and profitability 
positively.
A few studies were conducted in developing countries and specifically in Jordan by Al- 
Khawaldeh (2001), who found a significant positive relationship between the critical factors 
of TQM implementation and labour productivity in industrial organisations. The study 
classified participating organisations into two groups based on their level of TQM 
implementation: low TQM organisations and high TQM organisations. He revealed that high 
TQM organisations had higher labour productivity and growth rates than low TQM 
organisations, and the growth rates of productivity had a positive value in high TQM 
organisations and a negative value in low TQM organisations over the same period. In 
addition, the study confirmed a significant difference in the level of labour productivity 
between high and low TQM organisations for each factor of TQM and for TQM overall. 
These findings were confirmed by Chapman and Al-Khawaldeh (2002) in Jordanian industrial 
organisations; they argued that labour productivity and its growth rate were higher in 
organisations with high TQM implementation than organisations with low TQM 
implementation. The study revealed that TQM had a significant positive relationship with 
labour productivity.
Another study was conducted by Salaheldin (2009) who examined the impact of TQM on 
performance in the Qatari industrial sector. He argued that TQM implementation including 
three CSFs, namely the strategic factor (quality goals and policy, organisational culture, 
leadership, benchmarking, continuous improvement), the tactical factor (employee 
involvement and training, employee empowerment, team building and problem solving, 
supplier management, use of information technology) and the operational factor (customer 
orientation, product and service design, inspection and checking work, resources value 
addition process, process control, resources conservation and utilisation), has significant 
positive effects on both operational performance (improving product quality, delivery and
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productivity, flexibility, cost and waste reduction) and organisational performance (new 
product development, revenue growth, profit to revenue ratio and return on assets, market 
development and orientation, net profits and investments in R&D). The study also confirmed 
a significant relationship between operational performance and organisational performance, 
and showed the central role of strategic factors in the successful implementation of the TQM 
within small and medium-sized enterprises (SMEs).
As a result, TQM is seen as an essential management philosophy for improving quality and 
productivity in organisations (Karia and Asaari, 2006). Although most of the previous 
empirical studies supporting the view that TQM has a significant positive relationship with 
productivity were conducted in manufacturing organisations in developed countries, few 
studies conducted in developing countries supported the same findings. Both soft and hard 
TQM factors had a positive relationship with performance in general and with productivity in 
particular, as well as there being indirect relationships between soft TQM factors and 
productivity through hard TQM factors. It can be concluded that TQM had a positive effect 
on productivity in manufacturing organisations, but it was not strongly supported in service 
organisations due to the very limited number of studies investigating the impact of TQM in 
productivity in the service context. More specifically, the gap in the literature indicates a need 
for investigation of the impact of TQM on productivity directly and indirectly in service 
organisations and particularly in the hotel industry.
5.5 THE RELATIONSHIP BETWEEN TQM AND EMPLOYEE ATTITUDES
Attitudes first appeared in research by Allport (1935: p.798) who declared attitudes to be 
social psychology’s “most distinctive and indispensable concept”. Boon et al. (2005: p.281) 
extended this to the concept of employee attitudes as “the extent to which members of a work 
organization are able to satisfy important individual needs through their experiences in the 
organization”. Despite the large number of studies that have been conducted in TQM, there is 
still debate about the effect of TQM on employee attitudes and behaviour. TQM can help to 
create a work environment in which employees would feel more empowered and motivated to 
participate in improving the quality of products and services (Turchi, 2001). Hence, TQM 
does not focus only on product quality but also on the quality of employees by providing a 
managerial environment that increases employee motivation and encourages employees’ 
achievement through improving the quality of work and utilising their abilities and skills. 
Successful TQM implementation depends heavily on ehanges in employee attitudes and 
activities. It motivates employees to perform well and to remain with an organisation, and
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therefore employees become highly committed to organisational success and growth (Karia 
and Asaari, 2006).
Most studies of the relationship between TQM and employee attitudes suggest that TQM 
leads to positive attitudes due to a positive relationship between TQM and employee attitudes, 
except one study eonducted by Kivimaki et al. (1997) which revealed a negative relationship 
between TQM implementation and employee attitudes in health care organisations. The 
participating clinics were classified into two groups: TQM adopting clinics and non-TQM 
adopting clinics. They found that job satisfaction and innovativeness were lower in the TQM 
clinics than in the non-TQM clinics based on both top management and employees 
perceptions. As well as the differences in work motivation, differences in organisational 
commitment between the TQM clinics and non-TQM clinics were low and not significant. 
The study confirmed that TQM implementation did not influenee work-related perceptions, 
and therefore the impact of TQM on work-related attitudes among employees had been weak. 
In contrast, Sommer and Merritt (1994) found positive arguments in health care organisations, 
arguing that TQM intervention had a positive effect on work attitudes and behaviour. The 
study found significant improvements in work attitudes (i.e. organisational eommitment, job 
satisfaction, competitiveness and group climate) for TQM training recipients after the first 
year of intervention. They confirmed the ability of TQM practices to improve work attitudes 
in organisations due to TQM intervention having a positive effect on improving employees.
A few studies have been conducted in developed countries at both service and manufacturing 
organisations. For example, Guimaraes (1996) investigated the impact of TQM on employee 
attitudes before and after implementing TQM in an industrial organisation. The study found 
that employee attitudes (i.e. job satisfaction, organisational commitment and job involvement) 
were higher after TQM implementation. It also was confirmed that TQM improved not only 
employee attitudes, but it reduced the difference of opinion among employees towards work 
attitudes. Thus, TQM had a significant impact on employees’ attitudes towards their jobs and 
organisations due to TQM programmes having a positive impaet on human resources and 
work environment that led to significant improvements in employees’ attitude (i.e. job 
involvement, role ambiguity, employee turnover intentions, job satisfaction and organisational 
commitment). However, TQM made no significant changes in career satisfaction, task 
characteristics and role conflict. Similarly, Gardner and Carlopio (1996) revealed that 
employee perceptions of organisational quality efforts were directly and significantly related 
to affective reactions (i.e. increased job satisfaction and organisational commitment, and 
reduced intentions to leave). Employees who perceived greater organisational quality efforts
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will have more positive affective reactions (i.e. higher levels of commitment and satisfaction, 
and lower levels of intention to leave the organisation).
Morrow (1997) revealed that the adoption of soft TQM principles was related to more 
favourable work-related outcomes. The implementation of TQM practices and/or TQM 
techniques were to yield the same outcomes. Specifically, Ugboro and Obeng (2000) 
indicated a positive relationship between TQM practices (i.e. top management leadership and 
employee empowerment) and job satisfaction in various organisations that had implemented 
TQM. They revealed that commitment to TQM and top management leadership facilitated 
employee empowerment and improved job satisfaction by creating an appropriate 
organisational climate that focuses on total quality and customer satisfaction. Their study 
confirmed a strong relationship between employee empowerment and job satisfaetion. 
Suceessful TQM involved and empowered all employees, and provided continuous training 
for them in problem solving skills, problem recognition and teamwork, to enable them to 
resolve the customer complaints quickly and effectively. In addition, Hurcombe (2002) 
revealed that employee perception of the benefits derived from TQM had a signifieant 
positive relationship with employee attitudes towards communication, motivation, 
commitment, absenteeism, job stress and tenure in industrial organisations.
A large number of empirical studies have been conducted in developing countries at both 
service and manufacturing organisations. For example, Lam (1995) revealed that TQM 
programmes had improved job satisfaction with supervision and co-workers among front-line 
supervisors at organisations that have implemented TQM programmes for more than two 
years, and respondents were satisfied with these dimensions. However TQM had no effect on 
job satisfaction with regard to pay and promotion, and respondents were less satisfied with the 
work itself due to TQM programmes. The study suggested that TQM did not improve all 
aspects of employee job satisfaction, and therefore TQM did not increase overall job 
satisfaction and personal effectiveness for employees. However, the positive aspects of TQM 
were perceived as increased knowledge of supervisors about their jobs and improved co­
worker relationships within an organisation. The view here is that quality management failed 
because it focused more on the hard side of quality and neglected the soft side of quality. The 
soft side reinforces employee commitment to quality and improves their job satisfaction and 
that side may decide the success or failure of TQM.
The importance of soft TQM factors is supported by Karia and Ahmad (2000) who found that 
the implementation of soft TQM practices had a positive effect on work-related attitudes (i.e. 
career satisfaction, organisational commitment and job involvement) in organisations that
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have implemented TQM, and improved all aspects of employee work-related attitudes. They 
concluded that the soft practices of TQM are a powerful instrument for a quality culture that 
encourages employee work-related attitudes. Boon et al. (2005) found that employees’ 
positive perceptions of soft TQM practices led to a higher level of employee work-related 
attitudes in a large industrial organisation. They revealed that soft TQM had a significant 
effect on employee attitudes (i.e. organisational commitment, career satisfaction and job 
involvement), and the largest impact was on career satisfaction. For example, employees who 
perceived a greater awareness of soft TQM exhibited more positive reactions in their 
attitudes. All aspects of employee attitudes were significantly associated with the perception 
of soft TQM. They argued that a strong relationship between soft TQM and employee 
attitudes existed when teamwork was a dominant soft TQM practice. Similarly, Ooi et al.
(2007) eonfirmed soft TQM practices were more significantly and positively related to 
employee job satisfaction in a large industrial organisation. The highest level of job 
satisfaction existed when teamwork was a dominant TQM practice. Employees will feel a 
higher level of job satisfaction and organisational commitment, and they are more likely to 
perform better.
Brah et al. (2000) revealed that implementing TQM led to better business performance in 
service organisations, but found no relationship between the length of TQM implementation 
and its impact on business performance. In addition, no difference was found between less 
experienced TQM and more experienced TQM organisations based on the rigour of TQM 
implementation. They indicated that the TQM implementation and its rigour were 
significantly related to better business performance. The study confirmed that the 
implementation of TQM is applicable to the service industry. Their study pointed out that a 
significant positive relationship was found between TQM and employee satisfaction due to a 
set of critical factors of TQM. Similarly, Brah et al. (2002) argued no difference between 
manufacturing and service sectors in terms to the focus of TQM practices, but a difference 
was found in the implementation of quality constructs and quality performance between large 
and small organisations. They revealed that TQM factors had a positive relationship with 
quality performance as a primary result, and then quality performance had a positive 
relationship with employee satisfaction as a secondary result of TQM in manufacturing and 
service organisations. The study also found that large TQM organisations implemented 
quality constructs more rigorously than both large non-TQM organisations and small 
organisations. Thus, successful TQM implementation is a major organisational change that 
can change the way people work together in organisations.
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Karia and Asaari (2006) explored the hypothesis that TQM practices had a significant positive 
relationship with work-related attitudes (i.e. organisational commitment, job involvement, 
career satisfaction and job satisfaction) in private and public organisations. They confirmed 
that enhanced implementation of TQM practices led to increases in the aspects of work- 
related attitudes. Specifically, empowerment and teamwork were the most important TQM 
practices in enhancing organisational commitment, job involvement, career satisfaction and 
job satisfaction. Training and education had a positive impact on organisational commitment, 
job involvement and job satisfaction. Continuous improvement and problem prevention had a 
positive impact on organisational commitment and job satisfaction. However, customer focus 
did not contribute to employees work-related attitudes.
Jun et al. (2006) similarly found that some TQM practices (i.e. employee empowerment, 
teamwork and employee compensation) had a significant positive impact on employee 
satisfaction in manufacturing organisations. Employee empowerment had the strongest impact 
on employee job satisfaction, whereas employee training had an indirect and mediated impaet 
on employee satisfaction through teamwork and employee empowerment. Specifically, 
employee satisfaction can be affected significantly by the level of employee training through 
facilitating teamwork and employee empowerment significantly. In contrast, Ooi et al. (2008) 
provided empirical evidence that TQM practices had a significant positive relationship with 
employee job satisfaction. They found only teamwork and organisation culture had a positive 
relationship with employee job satisfaction, but not all elements of TQM practices enhanced 
employee job satisfaction in manufacturing organisations as leadership and top management 
commitment, customer focus, and education and training were found to have no significant 
effect on employee job satisfaction. The study confirmed that the levels of improvements in 
employee job satisfaction were significant when teamwork was perceived as a dominant TQM 
practice.
Turchi (2001) argued that TQM can improve working conditions and job security, enhance 
skills, provide a more ereative and autonomous work environment, enhance participation and 
increase job satisfaction. In addition, TQM creates a new culture based on a high level of 
trust, a shared sense within teams toward organisational goals, increased cooperation within 
the organisation, and more open and democratic labour-management relations. For example, 
employees’ perceptions of the quality programme had a positive impact on how they 
experienced and perceived work, and on their relations with managers. These led to enhanced 
employee attitudes (i.e. job satisfaction, organisational commitment, and quality awareness), 
which in turn improved their performance at work. Employees who perceived quality 
management positively reflect the positive impacts of the quality programme on their work
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experiences. TQM has the ability to provide some changes in working environment and 
organisational culture.
The previous studies supported the view that TQM implementation has positive effects on 
employee attitudes. This evidence rejects the negative arguments that suggest TQM could 
hinder employee attitudes. Most studies that have investigated the relationship between TQM 
and employee attitudes focus on the soft factors of TQM practices as the main implementation 
of TQM and ignore the hard factors of TQM. Although the soft factors are important for 
enhancing employees attitudes, hard factors could be important as well. Equal attention has to 
be paid to both the hard side of TQM and the soft side of the TQM (Lam, 1995). Thus, there 
is a need to investigate the impact of both soft and hard factors on employee attitudes. In 
addition, the previous studies largely explored the relationship between TQM and employee 
attitudes (i.e. job satisfaction, organisational commitment and job involvement), and they 
neglected motivation as a dimension of employee attitudes. Even though TQM practices had a 
significant positive relationship with employee attitudes overall, not all elements of TQM 
practices had an impact on employee attitudes. Hence, there is a need to investigate the 
impact of TQM factors -  both soft and hard -  on employee attitudes in the hotel industry.
On the other hand, several empirical studies have confirmed the relationships among 
employee attitudes (i.e. intrinsic motivation, job satisfaction and organisational commitment). 
For example. Pool (1997) revealed that work motivation has a significant positive relationship 
with job satisfaction. Karatepe and Tekinkus (2006) argued that intrinsic motivation was 
significantly and positively related to both job satisfaction and affective organisational 
commitment among front-line employees in retail banks, indicating that high levels of 
intrinsic motivation lead to high levels of job satisfaction and affective organisational 
commitment. Similarly, Karatepe and Uludag (2007) found that intrinsic motivation has 
significant positive relationships with job satisfaction and affective organisational 
commitment among front-line employees in hotels.
Some empirical studies (i.e. Griffeth et al., 2000; Bartlett, 2001; Lok and Crawford, 2001) 
confirmed a significant positive relationship between job satisfaction and organisational 
commitment in general. For example, Riley et al. (1998) revealed a weak relationship 
between job satisfaction and organisational commitment, and they argued that job satisfaction 
was more closely related to commitment to the industry. Loke (2001) argued that job 
satisfaction has a significant positive relationship with organisational commitment. Similarly, 
Lok and Crawford (2001) found that job satisfaction was significantly and positively related 
to organisational commitment among nurses in hospitals. Deconinck and Bachmann (2007)
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revealed that job satisfaction had a positive effect on organisational commitment among 
marketing managers. Similar findings were supported by Hsu (2009) who found that job 
satisfaction had a positive direct effect on organisational commitment. In other words, 
previous studies concluded that higher levels of job satisfaction led to higher levels of 
organisational commitment among employees.
Other studies focused on affective commitment as one type of organisational commitment. 
For example, Meyer et al. (2002) revealed that job satisfaction had a strong and positive 
relationship with affective commitment. Similarly, Karatepe and Tekinkus (2006) found that 
job satisfaction was significantly and positively related to affective organisational 
commitment among front-line employees in retail banks. He (2008) argued that job 
satisfaction had a significant positive effect on affective commitment among employees in a 
US resort company. As a result, high levels of job satisfaction led to high affeetive 
organisational commitment. However, the relationships among types of organisational 
commitment have been investigated empirically, for instance by Meyer et al. (2002) who 
confirmed that affective commitment was related to continuance commitment, and Yang
(2008) who argued that there is a positive relationship between affective commitment and 
continuance commitment among employees in the hotel industry. Similarly, Back et al. 
(2011) indicated that the three types of organisational commitment (i.e. affective, normative 
and continuous) are positively related to each other among Korean casino employees.
Lam et al. (2002) found that job satisfaction has a significant positive effect on organisational 
commitment among new employees in the hotel industry, while Karatepe and Uludag (2007) 
argued that job satisfaction was significantly and positively related to affective organisational 
commitment among front-line employees in hotels. Similarly, lun and Huang (2007) reported 
a strong positive relationship between job satisfaction and affective commitment among 
employees in hospitality organisations. Furthermore, Yang (2008) indicated that new 
employees’ job satisfaction has positive effects on both affective commitment and 
continuance commitment to their current hotels, but the strongest relationship was with 
affective eommitment, and the study confirmed the significant role of job satisfaction in 
reinforcing individual commitment.
In contrast to Yang’s (2008) findings, Gunlu et al. (2010) studied the effects of job 
satisfaction on organisational commitment among managers in four- and five-star hotels. 
They confirmed that both extrinsic and intrinsic job satisfaction were significantly and 
positively related to affective commitment and normative commitment, while job satisfaction 
was not significantly related to continuance commitment. Back et al. (2011) argued that job
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satisfaction has significant positive effects on all three types of organisational commitment 
(i.e. affective, normative and continuous) among Korean casino employees.
5.6 THE RELATIONSHIP BETWEEN TQM AND ORGANISATIONAL 
CLIMATE FOR CREATIVITY
The concept of organisational climate was developed by psychologists (Muijen, et al., 1999). 
Climate is defined as individual cognitive representations of the organisational setting. 
Climate refers to the signals individuals receive eonceming organisational expectations for 
behaviour and its outcomes (Scott and Bruce, 1994). Schneider et al. (1994: p. 18) defined 
climate as “the atmosphere that employees perceive is created in their organizations by 
practices, procedures, and rewards”. Climate refers to “a situation and its link to thoughts, 
feelings, and behaviours of organisational members” (Denison, 1996), “the recurring patterns 
of behaviour, attitudes, and feelings that characterize life in the organisation” (Isaksen et ah, 
2000-2001: p. 172). Specifically, climate is ealled psychological climate at the individual level 
when it refers to individual perceptions of the patterns of behaviour, whereas the concept is 
ealled organisational climate at aggregate level (Isaksen et ah, 2000-2001). Similarly, 
psychological climate refers to an individual’s judgement about the degree to whieh the work 
environment is useful to his/her sense of well-being, but organisational climate is based on the 
perceptions of individuals towards the organisational features, events and processes (Carless, 
2004).
Many scholars have presented various definitions of organisational climate aecording to how 
they distinguish between organisational climate and organisational culture (Davidson, 2000). 
Culture focuses on values, beliefs and the level of analysis in an organisation, whereas climate 
concentrates on the employees’ perceptions (Jian, 2004). Some arguments claimed that 
organisational elimate could be considered as employees’ perceptions of their organisations. 
For instance, Joyce and Slocum (1984: p.721) defined organisational climate as “a summary 
perception of the organization's work environment that is descriptive rather than evaluative in 
nature”. Hence, organisational climate is a description of work environment characteristics as 
perceived by employees in their organisation (Al-Shammari, 1992). It refers to “the 
perceptions organization members share of fundamental elements of their organizations” 
(West et al., 1998: p.262), or “employees’ perceptions of their work environment” (Altmann, 
2000: p.62). Hence, climate is regarded as a summary perception of how an organisation deals 
with its employees and environments, and therefore the climate of an organisation consists of 
shared perceptions (Wallace et al., 1999).
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The other arguments claimed that organisational climate is considered to be employees’ 
attitudes towards their organisations. Organisational elimate is defined as “an individual 
attitude toward the organisation and can be subject to change when circumstances change” 
(Davidson, 2000: p. 13). Based on the previous definitions, organisational climate consists of 
behavioural and attitudinal characteristics (Wallace et al., 1999). Hence, organisational 
climate is a concept reflecting the content and strength of the prevalent values, norms, 
attitudes, behaviours and feelings of the people in an organisation (McNabb and Sepie, 1995).
The dimensions of organisational climate have been investigated in the hotel industry. Many 
scholars have investigated the importance of organisational climate in the hospitality industry 
(Davidson, 2000). For example, Davidson et al. (2001) identified seven dimensions of 
organisational climate in four- and five-star hotels in Australia based on employees’ 
pereeptions in their hotels as workgroup cooperation, friendliness and warmth; job standards; 
job variety, challenge and autonomy; regulations, organisation and pressure; professional and 
organisational esprit; leader facilitation and support; and conflict and ambiguity. They argued 
that each of these seven dimensions varied significantly across different hotels. In other 
words, the dimensions of organisational climate vary from one hotel to another, and therefore 
the level of organisational climate dimensions varied in different hotels and that leads to 
differential performance. The findings revealed highly significant differences existed between 
the hotels on each of the seven climate dimensions. Thus, organisational climate is regarded 
as a multidimensional concept that describes the social environment of the workplace.
This study focused on investigating organisational climate for creativity rather than 
organisational climate in general. Hence, reviewing the literature indicated that there are some 
empirical studies have determined stimulants to creativity within organisational climate in the 
developed countries. For instanee, Amabile (1988) suggested nine stimulants to creativity: 
sufficient resources, sufficient time, recognition, freedom, encouragement, challenge, good 
project management, various organisational characteristics and pressure. Amabile (1997) 
identified five dimensions of the work environment that play an important role in enhancing 
organisational creativity: organisational encouragement, lack of organisational impediments, 
supervisory encouragement, work group supports and challenging work. Similarly, 
Andriopoulos (2001) suggested five critical factors that contributed to creativity in 
organisations: leadership style, structure and systems, organisational culture, resources and 
skills, and organisational climate, whereas, Lapierre and Giroux (2003) suggested six 
dimensions of creative work environment that foster creativity in different organisations, 
namely lateral collaboration, alignment, respect, autonomy/freedom, vertical collaboration
- 137-
M Al-Ababneh Chapter 5: TQM and Organisational Creativity
and work atmosphere. A creative work environment is an important factor to creativity 
because it largely explains the creativity achieved.
Similar studies have been conducted in developing countries. For example, Alencar and 
Bruno-Faria (1997) identified ten stimulants to creativity in organisations: training, 
technological and material resources, support from the boss, salaries and benefits, physical 
environment, organisation support, organisational structure, freedom and autonomy, 
colleagues support and challenge. The most prevalent stimulants to creativity were colleagues 
support, support from the boss, organisation structure and organisation support. In addition, 
Mostafa (2005) found that tolerance of mistakes was an important promoter to creativity and 
innovation at different functional departments in different organisations. The study suggested 
that creativity climate needs to be responsive to the whole process in an organisation, and 
employees need some freedom and autonomy to enhance intrinsic motivation. Similarly, 
Homg and Lee (2009) reported that positive environmental factors (i.e. sufficiently open 
society and culture, appropriate organisational environment, generous and supportive 
mentors, sound education and encouraging family) stimulated ereativity.
In the hotel industry, Makens (1991) suggested six factors improved creativity: exposure to 
outside stimuli, encouragement and rewards for creativity, encouragement for organised work 
habits, paving the way for professional development, planning for participatory management 
and eareer enrichment, and the provision of in-house training and education. However, Wong 
and Pang (2003b) identified motivators to creativity in the hotel industry in developing 
countries based on managers’ and supervisors’ perceptions. Employees perceived the 
importance of motivators to creativity were, listed in ascending order: training and 
development, support and motivation fi-om the top, open policy, recognition, and autonomy 
and flexibility. Speeifically, training and development in creativity skills is an essential 
motivator to enhance creativity (i.e. creative problem solving, mind-mapping techniques, and 
lateral thinking). Leadership practices support employees in terms of authority, resources, 
time and information, that provide supportive practices for creativity. Organisational culture 
is the foundation for nurturing creativity at organisational level through providing employees 
with trust to have risk-taking, respect for their differences to share various perspectives and 
create alternative ideas, and open communication since information and ideas are essential for 
creativity. Employees should have constant feedback to ensure successful implementation of 
the interventions which are designed to increase creativity. Employees’ involvement in daily 
operations can be aehieved through empowering them to make decisions, and allowing them 
to make mistakes during the decision-making process and the planning process, while 
providing corrections from their organisation.
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Previous studies have shown the importance of organisational climate to creativity. Thus, 
organisational climate may be adjusted by organisational structures, polices, practices and the 
physical environment of work to become a more supportive climate for creativity and 
innovation. The improvement of organisational eulture and climate is needed to develop 
organisational environment that supports creativity and innovation in order to achieve 
sueeessful organisations (Tesluk et al., 1997). The dimensions of organisational climate and 
culture have similar relationships with stimulants and impediments to creativity and 
innovation, and therefore the eharacteristics of organisational climate and culture that support 
creativity are similar, as well as those that support innovation. Stimulants to ereativity include 
resources, freedom/autonomy, work group encouragement, supervisory encouragement and 
organisational encouragement, whereas control was the most dominant impediment to 
organisational creativity and innovation (Mclean, 2005). Most previous studies investigated 
the impact of organisational climate (or working environment) rather than organisational 
culture on creativity and innovation because organisational climate is easier to improve than 
organisational culture.
Evidence was found in the literature that supported a relationship between TQM and 
organisational climate in general rather than work environment for ereativity, as evidence for 
this is very limited due to only a small number of studies. Only two studies have been 
conducted at manufacturing organisations in developing countries. Kuei et al. (1997) found a 
striking association between quality management practices and organisational climate. The 
study identified three groups of organisations, namely low, medium and high quality tendency 
organisations. Specifically, the high quality-tendency organisations tended to have loose 
organisational structures. For example, they have a simple organisational structure, with less 
emphasis on bureaucracy; they are more competitive, employees are proud of their 
relationship with the organisation, and they also tended to have a greater emphasis on quality 
management practices (i.e. top role of the quality department, product design, training, 
management leadership, supplier quality management, quality data reporting and employee 
relations) than any of the other quality-tendency groups, and only process management 
performed less than that of the medium quality-tendency groups. The medium quality- 
tendency organisations performed better than low quality-tendency organisations in all 
aspects of TQM practices exeept the role of the quality department and training. 
Consequently, managers in the high quality-tendency groups perceived a loose organisational 
structure and people orientation, while managers in the medium quality-tendency groups were 
between unchanged old structure and people-oriented climate, and they may perceive their 
organisation’s structure as more bureaucratic than managers in the low-quality tendency
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groups. Two dimensions of organisational climate (i.e. people orientation and organisational 
structure) determined the quality level that was achieved in an organisation.
Another study conducted by Lin et al. (1999) investigated the association between quality 
management practices and organisational climate in manufacturing organisations. The 
participating organisations were classified into three quality-tendency groups based on the 
implementation of critical factors of TQM, namely low, medium and high quality tendency 
organisations. Their work supported the view that different quality-tendency organisations 
respond differently to both organisational flexibility and organisational structure. For 
example, organisations that de-emphasised organisational structure appeared to have a high 
quality-tendency orientation, and these organisations were more flexible given all the 
emphasis on TQM practices, and had a low rate for organisational flexibility showing 
significant perceived differences on some attributes of organisational elimate (i.e. workers 
relationships, risk-taking and opportunity handling). The study confirmed that the low- 
quality-tendency group and the high-quality-tendency group had different organisational 
climate variables and organisational structures.
The previous studies did not support or investigate the relationship between TQM and 
organisational climate directly in general and organisational climate (or work environment) 
for creativity in particular, but they made a link between the level of quality-tendency 
organisations and their response to organisational climate. It can be concluded that there is a 
significant need to investigate the impact of TQM implementation on organisational climate 
(or work environment) for creativity.
5.7 THE RELATIONSHIP BETWEEN ORGANISATIONAL CLIMATE FOR 
CREATIVITY AND EMPLOYEE ATTITUDES
Many studies have explored the impact of organisational climate in general, rather than 
organisational climate (or work environment) for creativity, on employee attitudes. Most of 
these studies were condueted at service organisations in developed countries, and few studies 
have been conducted in developing countries. In developed countries, for example. Waters et 
al. (1974) identified four factors of organisational climate (i.e. management and peer support, 
open challenging environment, work autonomy and effective organisational structure) that 
impacted job attitudes (i.e. satisfaction in interpersonal relationships and opportunities for 
recognisable advancement areas, intrinsic motivation, satisfaction, and more substantial 
relationship with job involvement) in service organisations. However, the organisational
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climate dimension “close impersonal supervision” was not associated with any variables of 
job-related attitudes. In addition, none of the climate dimensions was associated with self- 
rated performance or self-rated effort. Hence, it is possible that there is no real relationship 
between the climate dimensions and the performance and effort variables. Similar findings by 
Lyon and Ivancevich (1974) show that different climate dimensions impaet the facets of job 
satisfaction, and the level of that impact varies with the dimension of climate and the type of 
job satisfaction facet in health care service organisations. However, organisational climate 
was perceived differently by employees, but some climate dimensions do not influence all 
facets of satisfaction. They revealed that organisational climate had the most significant effect 
on the self-actualisation facet of job satisfaction (challenging work, advancement opportunity, 
sense of accomplishment and personal growth) a lesser effect on autonomy (setting goals and 
using training and experience), and a slight effect on esteem (importance within and outside 
of the health care service organisation).
Churchill et al. (1976) found that organisational elimate was an important determinant of 
salesmen’s morale in industrial organisations, and seven climate dimensions explain more 
than 40 per cent of the variation in total job satisfaetion among salesmen even when 
excluding the impacts of time on the job. In addition, Batlis (1980) found that ‘organisational 
clarity’ was the most effective climate predictor for each of the job-related attitude variables, 
and only ‘organisational clarity’ and ‘performance-reward dependence’ were significantly 
associated with the prediction of job satisfaction and the propensity to leave in retail 
organisations. The study also indicated that standards and responsibility contributed 
significantly to the variance in outcome variable.
Kline and Boyd (1991) revealed that managers at the highest level had the most job 
satisfaction in different organisations, and therefore job satisfaction was associated with 
organisational structure, context and climate for presidents, whereas, for middle managers and 
vice presidents, job satisfaetion was associated more frequently with the organisational 
climate and less frequently with organisational structure and context. The study argued that 
the relationships between organisational climate and job satisfaction were similar across 
different managerial levels. The study supported the impact of organisational climate ehanges 
on job satisfaction for all managerial levels, whereas Shalley et al. (2000) found that a work 
environment that complements job-required creativity had a significant positive effect on job 
satisfaction, and therefore employees in a work environment that complemented the creative 
requirements of their job had higher levels of job satisfaction.
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Griffin (2001) indicated that climate dimensions (i.e. personal efficacy, supervision and 
support, and structure and organisation) had a greater effect on job satisfaction than individual 
level variables in service organisations. Similarly, Stokols et al. (2002) argued that greater 
perceived support for creativity at work was related to higher levels of job satisfaction. 
McMurray et al. (2004) investigated the relationship between organisational climate and 
organisational commitment in manufacturing organisations. They revealed a significant 
positive relationship between organisational climate and organisational commitment, which 
indicates that organisational commitment was high when organisational climate was positive, 
whereas if employees orientations to organisational climate were negative that lead them to 
have negative organisational commitment.
Aarons and Sawitzky (2006) supported the view that both organisational eulture and climate 
had direct relationships with work attitudes (i.e. organisational commitment and job 
satisfaction) and with subsequent staff turnover in service organisations. More negative 
organisational climate was negatively related to more positive work attitudes, and more 
positive work attitudes significantly predicted lower turnover. The study suggested that 
improvements in organisational climate and culture are likely to improve organisational 
commitment and job satisfaction and, subsequently, reduce staff turnover. Overall, 
organisational climate partially mediated the impact of organisational culture on work 
attitudes.
Luthans et al. (2008) found that supportive climate had a positive relationship with both 
commitment and satisfaction in manufacturing and service organisations. The major result 
was the role of positive psychological capital in mediating the relationship between 
supportive organisational elimate and employee performance. For example, employees who 
perceived more supportive organisational elimate will experience higher levels of 
psychological capital, which in turn positively effects employees’ performance at their 
organisations. Cho and Johanson (2008) revealed that organisational support had a significant 
positive effect on organisational commitment among both full-time and part-time workers in 
restaurants, and they also argued that the impact was stronger among part-time workers than 
full-time workers. Similarly, Way et al. (2010) confirmed that service climate for food and 
beverage manager groups was significantly and positively related to group-level job 
satisfaction in a single multinational hotel chain.
The impact of organisational climate on motivation was supported by Tyagi (1982), who 
showed that organisational climate explained significantly high variance in motivational 
components of salesperson’s motivation in a service organisation. Specifically, certain
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components of motivation were more strongly affected by organisational climate variables 
than others. For instance, the variables of organisational climate had stronger impaet on 
intrinsic than on extrinsic dimensions of motivation. Some climate dimensions such as role 
overload, job importance, and challenge and variety did not significantly impact the 
expectation component of motivation.
Although few studies have been conducted in developing countries, one by Paul and 
Anantharaman (2007) argued that employee-friendly work environment has a significant 
positive effect on organisational commitment among software professionals, whereas, Iqbal
(2008) indicated that the dimensions of organisational climate which showed the highest 
positive relationships with organisational commitment were trust and openness, ehallenge and 
involvement, and the lowest relationship was shown by idea support, freedom, and playness 
and humour. The study found a strong negative significant relationship between conflict and 
organisational commitment. The organisational climate dimensions risk-taking, idea time and 
debate showed no significant relationship with organisational commitment. In addition, the 
dimensions of organisational climate had greater impact on organisational commitment than 
organisational climate as a whole. Consequently, organisational climate had a significant 
relationship with employee commitment, and low job stress would most likely result in better 
organisational commitment and job satisfaction.
In summary, previous studies were focused on investigating the impact of organisational 
climate rather than organisational climate for creativity on employee attitudes revealed a 
positive relationship between organisational climate and employee attitudes and especially job 
satisfaction and organisational commitment. These studies ignored motivation as one of the 
most important employee attitudes except in very limited eases. Overall, organisational 
climate had a positive relationship with employee attitudes, but not all dimensions of 
organisational climate had the same relationship with variables of employee attitudes. 
However, the researcher concluded that the literature did not cover the relationship between 
organisational climate for creativity and employee attitudes, and this indicated a necessary 
need to investigate that relationship.
5.8 THE RELATIONSHIP BETWEEN EMPLOYEE ATTITUDES AND 
WORK OUTCOMES
Employee attitudes had a positive relationship with organisational creativity, for example 
intrinsic motivation has been found to lead ereativity. Amabile (1997) suggested that
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maintaining employee creativity at work depends on maintaining their intrinsic motivation. 
The findings indicated two issues: the first issue is providing employees with work that 
matches well with their strongest intrinsic motivation, their creative thinking skills and their 
expertise. The second issue is providing a work environment that will allow employees to 
retain the intrinsic motivation that supports their exploration of new ideas. When recruiting 
employees who have a spark of passion for their work as well as the requisite experience and 
skills, managers can nurture that spark by creating a work environment that fosters the 
stimulants and downplays the obstacles to creativity, and then organisations will be poised to 
lead through innovation.
Most studies have been conducted in manufacturing organisations in developed eountries. For 
example, Shalley et al. (2000) found that employees were more satisfied when their work 
environment complemented the creativity requirements of their jobs. Loke (2001) 
demonstrated positive statistically significant correlations between job attitudes (i.e. job 
satisfaction and organisational commitment) and productivity among registered nurses and 
nurse managers. Whereas, Zhou and George (2001) indicated that perceived organisational 
support for creativity, co-worker helping and support, and useful feedback from co-workers 
would interact with continuance commitment and job dissatisfaction to result in creativity in 
manufacturing organisations. They argued that employees with high job dissatisfaction 
exhibited the highest creativity when continuance commitment was high and when other 
factors, including perceived organisational support for creativity or co-worker helping and 
support or useful feedback from co-workers, were also high. Pascoe et al. (2002) found that 
job satisfaction and morale impacted motivation to work well, and this directly impacted 
employees’ willingness to voice new ideas and their willingness to share corporate knowledge 
in service organisations. Consequently, the high level of job satisfaction and positive morale 
enhanced employees’ willingness to voice new ideas and to share corporate knowledge. 
Similarly, Patel (2003) revealed that innovation and organisational creativity were related to 
the high levels of job satisfaction within a small sample of employees in a service 
organisation.
Suh (2002) argued that employees’ intrinsic motivation had a strong positive effect on their 
creativity in marketing communications organisations. Similarly, Forbes and Domm (2004) 
reported that intrinsic motivation had a significant positive relationship with creativity, Suh 
and Shin (2005) revealed that intrinsic motivation positively influence creativity, while 
Ottenbacher and Gnoth (2005) argued that employees organisational commitment when 
launching new services was significantly related to successful innovation in the hospitality 
industry. In addition. Cooper and Jayatilaka (2006) argued that both intrinsic and obligation
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motivations had significant and positive effects on creativity, whereas extrinsic motivation 
had a negative effect on creativity, while Jaskyte and Kisieliene (2006) found that both 
individual cognitive style and intrinsic motivation have significant positive relationships with 
employee creativity in non-profit organisations.
Another contribution was provided by Dewett (2007), who revealed that intrinsic motivation 
mediated the relationship between certain creativity antecedents (i.e. supervisor 
encouragement for creativity and self-efficacy) and employees’ willingness to take risks, 
while other antecedents -  autonomy, openness and experiences -  did not show any significant 
relationships. The findings supported the view that both encouragement for creativity and 
self-efficacy were significantly associated with intrinsic motivation and willingness to take 
risks, when intrinsic motivation was a mediator, and neither encouragement nor self-efficacy 
were significantly related to willingness to take risks. These results showed that 
encouragement and self-efficacy were significant fully mediated by intrinsic motivation. 
Consequently, the impact of intrinsic motivation enhanced employees’ creativity by 
increasing their willingness to take risks. It can be concluded that willingness mediated the 
effect of intrinsic motivation on employee creativity. Managers have to give attention to 
employee intrinsic motivation due to its importance for employee creativity.
Similar findings revealed by Munoz-Doyague et al. (2008) show that intrinsic motivation and 
innovative cognitive style as individual factors had a significant positive relationship with 
employee creativity in a manufacturing organisation. In addition, creativity performanee 
among employees was different based on their behaviours, which shows that individual 
characteristics were effectively associated with individual ereativity. For example, for 
employees who have one of the necessary characteristics for creativity, their level of 
ereativity will increase and keep on increasing as they continue to aequire these 
characteristics. Prabhu et al. (2008) argued that intrinsic motivation was significantly and 
positively related to creativity, while extrinsic motivation had a negative relationship with 
creativity. Similarly, Suh and Shin (2008) argued that intrinsic motivation had a significant 
and positive relationship with creativity among public relations employees in multi-group of 
organisations. Furthermore, with evidence from the hospitality industry, Hon and Leung 
(2011) revealed a relationship between intrinsic motivation (i.e. need for achievement, need 
for power and need for affiliation) and creativity in the hospitality and service industries. 
More specifically, innovative culture moderated the relationship between the need for 
achievement and creativity, while cooperative culture moderated the relationship between the 
need for affiliation and creativity and, finally, traditional culture moderated the relationship 
between the need for power and creativity.
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On the other hand, SadiKoglu and Zehir (2010) found that employee attitudes (i.e. job 
satisfaction, motivation, organisational commitment) partially mediate the relationships 
between TQM practices, innovation performance (i.e. introducing new products, services or 
processes) and organisation performance (i.e. increasing productivity, efficiency, quality, 
reducing costs and customers satisfaction), while innovation performance partially mediates 
the relationship between TQM praetices and organisation performance. They argued that 
employee attitudes improve innovation performance and organisation performance. Similarly, 
Cadwallader et al. (2010) revealed that situational motivation to participate in innovation 
implementation was significantly and positively related to employee participation in 
innovation implementation.
Chen et al. (2010) revealed that intrinsic work motivation (i.e. enjoyment and challenge) has a 
significant and positive relationship with all factors of innovative behaviour (i.e. idea 
generation, idea promotion and idea implementation) in a marine tourism commercial resort, 
and only one factor of extrinsic work motivation, compensation, was significantly and 
positively related to innovative behaviour, whereas the second factor of extrinsic work 
motivation, extroversion, was not significantly related to innovative behaviour. They also 
found that employees with higher levels of intrinsic work motivation are more likely to have 
innovative behaviour, and employees’ compensation in extrinsic work motivation had a 
positive effect on their innovative behaviour. Vinarski-Peretz et al. (2011) argued that 
affective commitment has a significant positive relationship with innovative behaviour in 
service and manufacturing organisations, and they also found a significant positive 
relationship between creative self-efficacy and innovative behaviour.
One study was conducted in developing countries and more specifically in the hotel industry 
by Wong and Ladkin (2008). They found a relationship between job-related motivators and 
employee creativity in a large sample of employees in hotels. The study found risk-taking was 
higher than creativity among employees as they agreed more on risk-taking than on creativity. 
Employees had creative attitudes because their creativity scores were higher than the average. 
The high relationships were between creativity and risk-taking, intrinsic motivation and 
extrinsic motivation, as well as the risk-taking dimension of creativity and intrinsic 
motivation. These results supported the view that if employees have more intrinsic motivation 
and like to take more risks, they will be more creative in their work. The association between 
creativity and job-related motivators was highest among managers, then supervisors, and 
lastly general staff in the hotel industry. They suggested that supervisors and general staff 
were less stimulated than managers by both intrinsic and extrinsic motivation because they
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were involved in daily routine work. Thus, there is more intrinsic and extrinsic motivation for 
managers, and therefore more creative ideas are generated
The previous empirical studies focused more on the impacts of intrinsic motivation and job 
satisfaction on employee creativity. These studies ignored other dimensions of employee 
attitudes, such as organisational commitment, due to the veiy limited number of studies which 
explored the relationship between organisational commitment and work outcomes. It is better 
to identify the impact of employee attitudes on organisational creativity rather than individual 
creativity. It was indicated in the literature that there are few empirical studies that 
investigated the effects of employee attitudes on productivity and innovation performance. As 
a result, it seems that employee attitudes had a positive relationship with work outcomes, but 
there is a need to support that empirieally in the hotel industry.
5.9 THE RELATIONSHIP BETWEEN ORGANISATIONAL CLIMATE FOR 
CREATIVITY AND WORK OUTCOMES
The relationship between organisational climate for creativity and work outcomes (i.e. 
organisational creativity, productivity and innovation) was studied in many studies. Most of 
these empirical studies revealed that organisational climate had a positive relationship with 
work outcomes, and therefore organisational climate can be a supportive climate for 
creativity, productivity and innovation. The role of organisational climate is critical in any 
process of organisational improvement that requires implanting innovation or organisational 
change (Davidson, 2000). Thus, organisational climate can play a critical role in enhancing 
productivity by fostering creativity and innovation (Mathew, 2007).
The impacts of organisational climate (or work environment) for creativity on work outcomes 
(i.e. creativity, productivity and innovation) have been investigated in both service and 
manufacturing organisations. In developed countries, for example, Scott and Bruce (1994) 
argued that supportive climate for innovation had a significant positive relationship with 
innovative behaviour. Amabile et al. (1996) investigated the impact of the perceptions of 
organisational climate on creativity and productivity of team projects in different 
organisations. They developed KEYS, an instrument to assess climate or work environment 
for creativity. The study revealed that six out of eight factors of working environment (i.e. 
freedom, sufficient resources, organisational encouragement, challenging work, work group 
supports and supervisory encouragement) were environmental stimulants to creativity that had 
a positive relationship with the outeomes of creative work. The other two factors (i.e.
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organisational impediments and workload pressure) were environmental obstacles to 
creativity that had a negative relationship with the outcomes of creative work. They found a 
significant difference between low-and high-creativity projects in terms of creativity and 
quality, and high-creativity project showed more creativity and quality than low-creativity 
projects. In addition, the six environmental stimulants to creativity were higher in high- 
creativity projects than low-creativity projects. The two environmental obstacles to creativity 
were lower in high-creativity projects than low-creativity projeets.
Bommer and Jalajas (2002) argued that stimulants to creativity support creativity and 
productivity whereas obstacles to creativity impede creativity and productivity. They also 
found that human resource related stimulants and impediments to creativity are highly related 
to innovation, and the most common factors were organisational encouragement and 
challenging work. Similarly, Suh (2002) argued that managerial encouragement and work 
environment for creativity had signifieant and positive effects on campaign creativity among 
employees in marketing communications organisations. Stokols et al. (2002) revealed that 
there was a positive relationship between social climate and greater perceived support for 
creativity at work, while the high levels of environmental distraction were related to less 
pereeived support for creativity at work. Furthermore, Koberg et al. (2003) argued that 
environmental dynamism had significant positive effects on both incremental and radical 
innovations in different organisations. Montes et al. (2003) confirmed that organisational 
climate (i.e. support, cohesion and intrinsic recognition) had positive effects on support for 
innovation among permanent workers in a financial company, while only one dimension of 
organisational climate (intrinsic recognition) was positively related to support for innovation 
among temporary workers.
Patterson et al. (2004) explored the relationship between organisational climate and 
productivity in manufacturing organisations. Their study found that only eight out of 17 
aspects of organisational climate were significantly related to productivity, namely 
formalisation, performance feedback, quality, innovation and flexibility, effort, skill 
development, concern for employee welfare and supervisory support. Some of these aspects 
were more strongly related to productivity than were others. In addition, managers reported 
higher positive aspects of organisational climate than non-managers. They argued that 
productivity was significantly related to overall job satisfaction, and therefore productivity 
was more strongly related to those aspects of climate that had stronger satisfaction. 
Consequently, the aspects of organisational climate predict performance through their impaet 
on the levels of employee attitudes such as overall job satisfaction. That supports the view 
that organisational climate may have an indirect impact on productivity through job
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satisfaction, and not all aspects of organisational climate are significantly related to job 
satisfaction.
Prajogo and Ahmed (2006) argued that the relationship between innovation stimulus and 
innovation capacity is statistically significant and strong, and also that innovation capacity 
had a significant and positive relationship with innovation performance (process and product 
innovations). On the other hand, the direct relationship between innovation stimulus and 
innovation performance was statistically insignificant. They suggested that the relationship 
between innovation stimulus and innovation performanee is fully mediated by innovative 
capacity. Furthermore, Ensor et al. (2006) revealed that UK advertising agencies strongly 
reinforced three key dimensions of creative work environment: organisational encouragement, 
lack of organisational impediments and work group supports, which were suggested by 
Amabile et al. (1996) as critieal dimensions in facilitating organisational creativity. The 
KEYS instrument, developed by Amabile et al. (1996) in the USA, was used in the study. 
They found that organisations performed at a high level when two dimensions were 
established in organisations: lack of organisational impediments and work group supports. For 
example, employees who worked in highly creative organisations perceived that their 
organisations provided several key aspects of the work environment.
On the other hand, Rasulzada (2007) investigated organisational climate for creativity based 
on employee perceptions, using the Creative Climate Questionnaire (CCQ), developed by 
Ekvall (1990), in the study. It revealed that contextual aspects were associated with ratings of 
organisational creativity and innovation. The most highly rated dimensions of organisational 
climate for ereativity were team climate for innovation, ehange/employee-oriented leadership 
style, work resources, and less workload, and the higher the variables the higher the rating of 
creative and innovative organisation. In addition, the more creative climate was rated, the less 
employees experienced stress. The contextual aspects had a significant role in determining the 
directions of organisational creativity and innovation in an organisation. Thus, organisational 
climate plays an essential role for creativity and innovation in an organisation, and significant 
relationships exist between a creative climate and innovative organisations. It was also 
discovered that only work resources and ereative organisational climate were significantly 
associated with ratings of organisational creativity. At the organisational level, the combined 
contribution of contextual the aspects team climate, organisational climate, leadership style, 
workload and work resources, were associated with organisational creativity. The study 
argued that climate facilitated creativity and innovation. For instance, organisations will be 
more creative and innovative when they had available time and support for idea development, 
tolerance for failure, risk-taking, and dynamic environment, while, Wang and Casimir (2007)
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reported that trust in subordinates was signifieantly and positively related to creativity 
encouragement.
Similar findings were found by Coveney (2008), who investigated how employees’ 
perceptions of their work environment promotes creativity at different levels - individual, 
group, supervisory, and organisational - in UK public libraries. Again the KEYS instrument 
was used. The findings revealed that employees had consistent positive perceptions of their 
work environment. These positive findings supported what has been found for organisational 
encouragement, supervisory encouragement, work group support and the absence of 
organisational impediments. Employees were allowed to develop six aspects enabling 
creativity, work group support, freedom and supervisory encouragement were the highest 
rated factors, whereas, the variables hindering creativity were rated low by employees. For 
example, workload pressures were rated low by employees, and organisational impediments 
were not signifieant.
Ruiz-Moreno et al. (2008) argued that different dimensions of organisational climate (i.e. 
workload pressures, cohesion and management support) positively influenced perceptions of 
innovation support in high organisational slack group, and only one dimension, management 
support, impacted perceptions of innovation support positively in low organisational slack 
group. Hon and Leung (2011) argued that both innovative culture and cooperative culture had 
significant and positive effects on creativity, while traditional culture had a significant 
negative relationship with creativity in the hospitality and service industry. Similarly, Chen 
(2011) argued that both service innovation culture (i.e. support for innovation) and charged 
behaviour (i.e. enjoyment and commitment) were significantly and positively related to 
innovation among employees in hotels, and charged behaviour had stronger relationship than 
service innovation behaviour. It was also found that charged behaviour partially mediated the 
relationship between service innovation culture and innovation.
A number of studies have been conducted in the developing countries. For example, Mikdashi 
(1999) investigated the impact of organisational climate on managers’ creativity in 
manufacturing and service organisations. The KEYS instrument was used to investigate the 
factors that stimulate or hinder creativity and to establish a working environment that 
encourages creativity in developing countries. He found that the constructs of creativity meant 
something different to Lebanese managers than they did to Americans, and Lebanese 
managers did not differentiate between challenging work and creative work. Thus, Lebanese 
managers did not share the same meaning of creativity and ehallenging work with American 
managers. More challenging jobs and/or complex jobs may be more creative jobs. All aspects
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of working environment may naturally impact on creativity. Positive challenging work was 
the key component of creativity. The study suggested that managers have to decrease the 
workload pressure, create positive work group support and encourage teamwork to maximise 
creativity at work.
A similar study using the same instrument (KEYS) was conducted by Politis (2005b) who 
argued that stimulant dimensions of the work environment for creativity (i.e. encouragement 
for creativity, freedom, sufficient resourees and challenging work) had a significant, strong 
and positive relationship with work outcomes (i.e. creativity and productivity) in a high 
technology organisation in the United Arab Emirates. He also found the obstaele determinant 
of organisational impediments was significantly and negatively associated with creativity 
only, while workload pressure was negatively associated with productivity only. Leaders have 
an important role in organisations to provide the situation and context for creativity and 
productivity.
The importance of supportive supervision, caring environment and eonsultative work 
environment in fostering creativity at private and public organisations in both manufacturing 
and service sectors was supported by Rice (2006). He was also found that employee creativity 
was not hindered by controlling and hierarchical environment. For example, although 
employees were controlled and had a hierarchical work setting, they perceived themselves as 
creative people. The study argued that organisational context dimensions were more 
significant than individual values in explaining Employee Creative Behaviour (ECB). 
Responsibility to share expertise was the most significant factor contributing to ECB, and 
control and hierarchical work environment also had a positive relationship with ECB. In 
addition, the value of self-direction was essential to employees to increase creativity, whereas 
the need for variety in employee life had a negative relationship with creativity. The 
organisational context that leads to creativity is different across various cultures
Consequently, many empirical studies in developed and developing countries at both 
manufacturing and service organisations provided empirical evidence saying that stimulants 
of climate for creative work environment had a strong positive relationship with work 
outcomes (i.e. creativity, productivity and innovation), whereas obstacles of climate for 
creative work environment had a negative relationship with work outcomes. Thus, 
organisational climate can be a supportive climate for work outcomes directly and indirectly 
through employee attitudes. Investigation of the creative work environment and its impacts on 
work outcomes in the hotel industry is needed due to the absence of this kind of research.
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5.10 THE RELATIONSHIP BETWEEN ORGANISATIONAL CREATIVITY 
AND PRODUCTIVITY
Creativity enhances productivity and performance through research and development, whieh 
in turn enhance innovation. Thus, creativity is regarded as the seeds from whieh innovations 
are grown. A related idea of the sources of productivity growth arising from innovations has 
been pursued. Specifically, creativity is treated as part of the organisational climate or culture 
that could enhance innovation and performance (Swann and Birke, 2005). Similarly, higli 
levels of employee productivity and creativity are required for developing new services and 
products and continuously improving internal processes (Forbes and Domm, 2004).
Reviewing the literature indicated that no empirical study has been conducted to investigate 
the relationship between organisational creativity and productivity. Thus, empirical studies in 
this area are very limited apart from a few studies that stated that a high correlation exists 
between creativity and productivity (i.e. Amabile, 1997; Tierney et al., 1999; Suh, 2002). 
Other studies (i.e. Amabile et al., 1996; Mikdashi, 1999; Politis, 2005b; Ensor et al., 2006; 
Coveney, 2008) found a positive relationship between organisational climate for creativity 
and work outcomes (i.e. creativity and productivity) as discussed earlier in section 5.9.
Heunks (1998) argued that creativity had a significant positive relationship with increasing 
productivity in both general and old organisations (over 32 years old), and only process 
innovation stimulates productivity. Forbes and Domm (2004) investigated the factors that 
impact creativity and productivity. Their study found that both mental involvement and 
intrinsic motivation had positive significant relationships with creativity and productivity. 
They also revealed that ereativity was associated with less external control, and productivity 
was predicted by extrinsic motivation. Neither team management nor time and resource 
constraints were associated with work outeomes (i.e. ereativity and productivity). The study 
confirmed that ereativity was both significantly and positively related to productivity. 
Similarly, Politis (2005b) found a strong and positive relationship between creativity and 
productivity.
The researcher found that there is a elear gap in the literature due to a shortage of empirical 
studies that have investigated the relationship between organisational creativity and 
productivity. It can be concluded that creativity has a positive relationship with productivity, 
but it needs empirical evidence to support that.
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5.11 THE RELATIONSHIP BETWEEN ORGANISATIONAL CREATIVITY 
AND INNOVATION
The concept of creativity is different from innovation. Specifically, creativity and innovation 
are fundamentally the same phenomenon, but they take place at various levels of analysis and 
therefore each concept has a different definition, as discussed earlier, and consequently 
creativity seems to be the seeds of all innovations (Amabile et al., 1996). Hence, creativity is 
the initial phase of the innovation process, while innovation is the suceessful implementation 
of new and useful ideas (Amabile, 1997). Employee creativity is necessary to implement 
innovation and for developing new services/products, and continuous improvement for 
internal processes (Montes et al., 2003; Forbes and Domm, 2004). In addition, creativity is 
generating fresh ideas to change processes, services and products to accomplish 
organisational goals. Therefore, creative responses by all employees at all levels in an 
organisation become the heart of organisational innovation (Amabile et al., 2005). 
Consequently, innovation is eomposed of two stages: idea generation and idea 
implementation. Creativity refers to idea generation, whereas innovation implies idea 
transformation into new products or services (West, 2002; Rank et al., 2004; Flaatin, 2007). 
Similarly, innovation is the implementation process of creativity results, and that supports 
creativity as a part of innovation (Alves et al., 2007).
The literature that has examined the relationship between creativity and innovation focuses on 
the role of individuals in creating innovation through factors such as creativity skills, 
motivation to innovate and intelligence (Amabile, 1997). Similarly, Amabile (1988) argued 
that the extent of employees’ creativity-relevant skills significantly impacted on innovation 
within organisations. She concluded that individual creativity was supported by organisational 
procedures, systems and processes that enable creativity.
Despite the absence of empirical studies in the relationship between creativity and innovation, 
Heunks (1998) supported the view that creativity was related to innovation in 200 
organisations from six countries in European Union. He revealed that creativity had a 
significant positive relationship with product innovation in old organisations (over 32 years 
old), but creativity may also foster process innovation. Creativity tended to have some 
specific personal backgrounds: risk-taking, challenges and entrepreneurship, whereas, 
innovation had other aspects: risk-taking, education, self-confidence, future orientation, 
leadership, external capital and information. Consequently, risk-taking is the only personal 
background that is common to both creativity and innovation. More comprehensive results are
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presented by Prajogo et al. (2004), who argued that creativity and idea generation had a 
significant and positive relationship with both product innovation and process innovation in 
manufacturing and non-manufacturing organisations based on managerial perspectives, but 
had a stronger relationship with product innovation than with process innovation. The study 
also found that process and product innovation are strongly related to each other. As a result, 
organisations need to develop creativity in order to promote process and product innovations.
Some scholars (i.e. Forbes and Domm, 2004; Montes et al., 2003) claimed that high levels of 
employee creativity was necessary for implementing innovation, developing new 
services/products and continuously improving internal processes. Swann and Birke (2005) 
showed that creativity is considered to be a part of the organisational climate or culture that 
could enhance innovation. Several empirical evidences were provided by other studies that 
confirmed the relationship between creativity and innovation in general rather than service 
innovation performance in particular. For example, Amabile (1988) argued that employee 
creativity-relevant skills significantly impact on innovation within organisations. Woodman et 
al.’s (1993) theory supported the view that both individual and organisational creativity 
mechanisms had positive relationships with innovation in organisations, but it seems that 
organisational creativity mechanisms had a stronger relationship with innovation 
performance. Amabile (1997) confirmed the role of creativity to creating innovation. 
Furthermore, Miron et al. (2004) argued that creativity positively affected innovation at the 
implementation stage, thus creativity had a significant positive relationship with innovation.
Bharadwaj and Menon (2000) investigated the impact of creativity mechanisms on innovation 
within a large number of manufacturing and service organisations in the US. They revealed 
that the presence of both individual and organisational creativity mechanisms led to the 
highest level of innovation. The study suggested that a high level of organisational creativity 
mechanisms with a low level of individual creativity mechanisms led to significantly superior 
innovation performance than low levels of both individual and organisational creativity 
mechanisms. They provided empirical evidence that organisational efforts at creativity had a 
positive impact on innovation, and that supported Woodman et al.’s (1993) theory that 
organisational efforts at creativity should influence innovation positively. Both individual and 
organisational creativity mechanisms had positive relationships with innovation in 
organisations, but it seems that organisational creativity mechanisms had a stronger 
relationship with innovation performance. The study argued the importance of both 
mechanisms that lead innovation in organisations. For instance, hiring creative people for 
achieving superior innovation performance in an organisation is not enough without 
management practices to enhance creativity. Similarly, organisations cannot ignore individual
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creativity mechanisms by emphasising management practices to stimulate creativity. They 
suggested that organisations can implement creativity processes, tools and techniques to 
facilitate and enhance innovation. Forbes and Domm (2004) claimed that high levels of 
employee productivity are required for developing new services and products and 
continuously improving internal processes. Hu et al. (2009) found that Employee Service 
Innovation Behaviour (ESIB) was significantly and positively related to New Service 
Development (NSD).
Consequently, few studies have been conducted to investigate the relationship between 
creativity and innovation. These studies supported the theory that creativity had a positive 
relationship with innovation. The literature also supported that relationship as it considered 
creativity as an initial stage for innovation, necessary to achieve successful innovation at 
organisations. More specifically, creativity had a positive relationship with product innovation 
and process innovation. As well as the importance of organisational creativity mechanisms, 
individual creativity mechanisms are also necessary for innovation. There is a need to 
investigate the impact of organisational creativity on service innovation performance in the 
hotel industry.
5.12 CONCLUSIONS
Although a few studies in the literature supported a positive relationship between TQM and 
creativity, these studies have not investigated the direct impact of TQM implementation on 
organisational creativity empirically. The relationship between TQM and innovation assumes 
that there are conflicting arguments regarding the nature of the relationship (i.e. positive or 
negative). The positive arguments based on the implementation of TQM will provide an 
appropriate environment for innovation due to TQM involving some principles that are 
congruent with innovation, such as customer focus that encourages organisations to search for 
new customer needs and expectations, which leads organisations to be innovative and to 
develop and introduce new products. Another principle, continuous improvement, encourages 
change and creative thinking in how work is being organised and conducted. Other principles 
such as empowerment, involvement and teamwork are also major determiners for successful 
organisational innovation. In contrast, other scholars supported the negative relationship 
between TQM and innovation due to the previously mentioned principles that could hinder 
innovation if they are directed by organisations in the opposite way (Prajogo and Sohal, 
2003).
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Reviewing the literature revealed strong positive relationships between different variables 
such as TQM and employee attitudes, TQM and productivity, employee attitudes and 
productivity, and organisational climate for creativity and work outcomes (i.e. creativity, 
innovation and productivity). Insufficient empirical studies were found to support other 
relationships such as TQM and organisational creativity, TQM and organisational climate for 
creativity, organisational climate for creativity and employee attitudes, employee attitudes and 
organisational creativity, creativity and productivity, and creativity and innovation. These 
relationships are still not fully understood in developed countries in general and in developing 
countries in particular. Thus, there is a need to analyse those relationships between all 
variables in this study.
The importance of TQM is apparent through enhancing organisational creativity directly 
through implementing TQM practices (i.e. teamwork, empowerment, involvement, 
continuance improvement, customer focus, and so on). In addition, TQM could enhance 
organisational creativity indirectly in two ways: creating positive employee attitudes (i.e. job 
satisfaction, motivation and organisational commitment), and creating a supportive 
organisational climate for creativity (e.g. trust, organisational encouragement, organisational 
support, group work support, risk-taking, and lack of organisational impediments). Hence, 
TQM could be in a direct or indirect relationship with work outcomes (i.e. organisational 
creativity, innovation and productivity). More specifically, the implementation of TQM is 
important due to the fact that it stimulates creativity and innovation, and improves 
productivity. Productivity and its growth rate were higher in TQM organisations, and TQM 
creates some changes in the organisational context that promote positive employee attitudes 
and improve organisational climate for creativity. It was indicated in the literature that TQM 
implementation in organic organisations was related more to innovation performance.
Employee attitudes showed an important role through fostering individual creativity which 
will integrate with creative work environment to stimulate organisational creativity. For 
example, job satisfaction was more related to productivity, while organisational commitment 
was more related to innovation and NSD, and intrinsic motivation was more related to 
creativity. Thus, employee attitudes had a positive relationship with work outcomes (i.e. 
creativity, productivity and innovation). In addition, organisational climate for creativity plays 
an essential role in this study due to the fact that it has positive impacts on both employee 
attitudes and work outcomes. Organisational climate for creativity could also have an indirect 
relationship with work outcomes through employee attitudes. More specifically, 
organisational climate for creativity impacted employee attitudes (i.e. job satisfaction) and 
employee behaviour (i.e. creativity), and ultimately, organisational context (i.e. productivity
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and innovation). This study showed the importance of creativity to innovation due to 
creativity having a positive relationship with product innovation, and that it may foster 
process innovation. Both individual and organisational creativity mechanisms are necessary to 
obtain successful innovation. Overall, creativity had a positive relationship with both 
innovation and productivity.
In order to fill the gap in the literature, this study tries to identify the impact of TQM 
implementation on work outcomes. Additionally, it will investigate the impact of mediators - 
employee attitudes and organisational climate for creativity - on the relationship between 
TQM implementation and work outcomes, and will investigate new relationships between 
work outcomes such as creativity and productivity, creativity and innovation. Hence, a 
conceptual framework of the study is suggested as shown in Figure 5.2. The conceptual 
framework displays the discovered links based on reviewing the relevant literature. It was 
found that work environment for creativity is more used in the literature rather than 
organisational climate for creativity, and therefore work environment for creativity will be 
used in this study. Figure 5.2 shows the direct and indirect relationships between TQM 
implementation and work outcomes, as well as presenting both supported and unsupported 
relationships based on the literature.
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CHAPTER SIX 
RESEARCH DESIGN AND METHODOLOGY
6.1 INTRODUCTION
The purpose of this ehapter is to justify how the researeh design and methodology have been 
selected in this study. More speeifieally, the researeh questions and objectives will be 
discussed in section 6.2. Section 6.3 explains the elements of research process, and 
subsections of section 6.3 discuss and justify research philosophy, researeh design, researeh 
approach, and research strategy. Section 6.4 presents the development of hypotheses, which is 
followed by the definitions of variables and their measures in section 6.5. Next, section 6.6 
discusses sampling procedures, and section 6.7 justifies research instruments design. Section 
6.8 explains the methods of data collection, while the techniques of data analysis will be 
discussed in section 6.9. Section 6.10 presents research ethics that will be applied in this 
research. Finally, section 6.11 provides a summary of key methods.
6.2 RESEARCH QUESTIONS AND OBJECTIVES
The importance of TQM implementation in improving organisational efficiency within 
businesses (Yusof and Aspinwall, 2000), and improving quality and productivity in 
organisations (Karia and Asaari, 2006) is well supported. However, Sila (2007) argued that 
70% of organisations that implemented TQM practices were a success, 14% were a failure, 
and 16% did not respond including 3% had unknown results, this indicates that the majority 
of TQM adopters were successful in implementing TQM. As a result, the implementation of 
TQM requires more attention from researchers as it differs amongst countries based on then- 
organisational culture (Martinez-Lorente et al., 1998), and it is a complex and difficult 
process (Yusof and Aspinwall, 2000).
Creativity can help organisations to provide new and better solutions to customer problems, 
product/service problems and business as a whole (Mostafa, 2005). It helps organisations to 
survive in their competitive environments through providing novel and competitive ideas 
(Woerkum et' al., 2007), and proper ideas in order to solve complex problems, increase 
organisational efficiencies, and enhance overall effectiveness (Diliello and Houghton, 2008). 
Therefore, enhancing organisational creativity can provide new levels of quality, cost, 
customer satisfaction, and quantity through providing new methods and products, increasing
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motivation and job satisfaction, more efficiency and strategic thinking, teamwork, and 
increasing customer satisfaction (Basadur et ah, 2002; Mostafa, 2005).
TQM and organisational creativity are very old concepts, but the relationship between TQM 
and organisational creativity is a recent concept. Reviewing the relevant literature as 
discussed in the previous ehapter indicated that TQM can create a supportive work 
environment for creativity and innovation, and therefore TQM can enhance organisational 
creativity directly through implementing TQM practices (i.e. teamwork, employee 
empowerment and involvement, continuance improvement, and customer focus). In addition, 
TQM could enhance organisational creativity indirectly through creating supportive work 
environment for creativity (i.e. freedom, organisational encouragement, supervisory 
encouragement, group work support, risk taking, lack work pressure, and lack organisational 
impediments), and enhancing positive employee attitudes (i.e. job satisfaction, motivation, 
and organisational commitment). Thus, TQM could have both a direct relationship and/or 
indirect relationship with organisational creativity. Consequently, the present study attempts 
to answer the main questions:
1. What are the CSFs of TQM implementation in the hotel industiy? Is there any 
difference in the importance of the CSFs?
2. What are the differences among resort hotels with respect to their TQM 
implementation?
3. What is the appropriate working environment for organisational creativity in the hotel 
industry?
4. What is the link between TQM and work environment for creativity in the hotel 
industry?
5. What is the relationship between TQM and organisational creativity in the hotel 
industry?
6. What is the role of employee attitudes in mediating the relationship between work 
environment for creativity and organisational creativity in the hotel industry?
This study aims to explore the effect of TQM implementation on organisational creativity in 
the hotel industry. More specifically, the study objectives are:
1. To identify the CSFs of TQM implementation, as well as the level of TQM 
implementation, in Jordanian resort hotels.
2. To explore the appropriate working environment for organisational creativity, and to 
investigate organisational creativity in Jordanian resort hotels.
3. To investigate through a review of previous reseraeh the link between TQM 
implementation and an appropriate working environment for creativity.
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4. To investigate and analyse the relationship between TQM and organisational 
creativity in Jordanian resort hotels.
5. To explore the role of employee attitudes in mediating the relationship between work 
environment for creativity and organisational creativity.
6. To provide recommendations to managers of Jordanian resort hotels in order to 
improve the implementation of TQM and stimulate organisational creativity.
6.3 RESEARCH PROCESS
The research process consists of four elements, namely epistemology, theoretical perspective 
(or research philosophy), methodology, and methods that inform one another as shown in 
Figure 6.1. In other words, epistemology informs the theoretical perspectives (or research 
philosophy), these perspectives determine research methodology, and then methodology 
governs and chooses the methods of research (Grotty, 1998).
Figure 6.1: The Basic Elements of Research Process
Epistemology j
Theoretical Perspective 
(Philosophy)
Methodology 
Methods
Source: Crotty (1998, p.4)
As shown in Figure 6.1, the first element, epistemology is described as inherent in the 
theoretical perspective as “a way of looking at the world and making sense of it”. Major types 
of epistemology are: objectivism, constructionism, and subjectivism. The second element, a 
theoretical perspective describes the philosophical stance that lies behind chosen 
methodology. It grounds the main assumptions of choosing methodology. Main types of 
theoretical perspective are: positivism (and post-positivism), interpretivism, critical inquiry, 
feminism, postmodernism, and etc. The third element, research methodology represents the 
strategy and plan of action, which refers to the research design that shapes chosen research 
methods. Methodology provides a rationale for the choice of methods and the particular forms
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in which the methods are employed. Major types of methodology are: experimental research, 
survey researeh, ethnography, phenomenological research, grounded theory, heuristic inquiry, 
action research, discourse analysis, feminist standpoint researeh, and ete. The last element, 
research methods refer to the techniques or procedures that ineluding certain activities to 
eollect and analyse data based on researeh question or hypotheses. Some of major research 
methods such as: sampling measurement and scaling, questionnaire, observation, interview, 
focus group, case study, life histoiy, narrative, visual ethnographie methods, statistical 
analysis, data reduction, theme identification, comparative analysis, cognitive mapping, 
interpretive methods, document analysis, content analysis, conversation analysis, and ete. 
(Crotty, 1998).
On the other hand, Saunders et al. (2009) explained the research process as an onion including 
several important layers, each layer leads to another till the centre of research onion including 
the choice of data collection techniques and data analysis procedures. The first layer 
represents the research philosophy which relates to the nature and development of knowledge, 
thus, the researchers can adopt different research philosophies as positivism, interpretivism, 
realism, and pragmatism. After selecting research philosophy, the researchers have to select 
research approach in the second layer either deductive or inductive. In the third layer, 
different research strategies such as experiment, survey, case study, action research, grounded 
theory, ethnography, and archival research, can be applied to answer the research questions. 
Research method in the fourth layer can be different types of data collection, namely mono 
method, mixed- method, and multi-method. Time is an important aspect in the research in the 
fifth layer, and therefore the research can collect data just once over a short period of time 
‘eross-sectionaT or collect data several times over a period of time ‘longitudinal’. Finally, the 
centre of onion is the core of research that including data collection techniques and 
procedures of data analysis.
6.3.1 Epistemology
Epistemology involves knowledge and embodies a certain understanding of what is entailed 
in knowing, that represents how we know what we know (Crotty, 1998). Epistemology deals 
with “the nature of knowledge, its possibility, scope and general basis” (Hamlyn, 1995) as 
cited by Crotty (1998: p.8). Furthermore, Maynard (1994: p. 10) explains that “epistemology 
is concerned with providing a philosophical grounding for what kinds of knowledge are 
possible and how we can ensure that they are both adequate and legitimate”. Hence, 
epistemology is coupled with ontology, which is concerned with “what kinds of things really 
exist in the world?” (Hughes and Sharrock, 1997: p.5). While, Crotty (1998: p.3) defined
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epistemology as “the theory of knowledge embedded in the theoretical perspective and 
thereby in the methodology”. Epistemology is concerned with the acceptable of knowledge in 
the study field (Saunders et al., 2009).
Major types of epistemology are: objectivism, constructionism, and subjectivism (Crotty, 
1998; Saunders et al., 2009):
1. Objectivism means that meaning and meaningful reality exists as such apart from the 
operation of any consciousness (Crotty, 1998), and it represents “the position that 
social entities exist in reality external to social actors” (Saunders et al., 2009: p.llO).
2. Constructionism refers to the meaning comes into existence in and out of human 
engagement with the realities in the world due to there is no truth waiting to discover 
it as well no meaning without a mind. This view supports that subject and object 
emerge as partners in the generation of meaning Crotty (1998). Constructionism can 
be defined as “the view that all knowledge, and therefore all meaningful reality as 
such, is contingent upon human practices, being constructed in and out of interaction 
between human beings and their world, and developed and transmitted within an 
essentially social context” Crotty (1998: p. 42).
3. Subjectivism refers to the meaning comes from anything but the object to which it 
is ascribed, that means the object itself makes no contribution to the meaning that is 
imposed on the object by the subject (Crotty, 1998). Saunders et al. (2009: p . l l l )  
considered subjectivist view as “social phenomena are created fi-om the perceptions 
and consequent actions of social actors”.
On the basis that the phenomena to be investigated exist independent of consciousness and 
individuals are in direct contact with reality through sensory perception, and therefore this 
researeh leans more towards an objectivist epistemology. In this study the adopted 
epistemology is objectivism.
6.3.2 Theoretical Perspective (or Researeh Philosophy)
A theoretical perspective is defined as “the philosophical stance informing the methodology 
and thus providing a context for the process and grounding its logic and criteria” (Crotty, 
1998: p.3). Researeh philosophy is an important element as it is useful for determining which 
research design is going to apply and why (Easterby-Smith et al., 1999), while Saunders et al. 
(2009) considered research philosophy or paradigm as a researcher thinking about the 
development of knowledge. It describes the philosophical stance informing and determining 
the research methodology (Crotty, 1998). Understanding the relationship between philosophy
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and social science helps in selecting the research methodology and the employed methods 
(Williams and May, 1996).
There are four types of the research philosophy based on researchers’ views about the 
research process: positivism, interpretivism, realism and pragmatism (Saunders et al., 2009). 
Whereas, Collis and Hussey (2003) classified the research paradigms into two types: 
positivistie paradigm and phenomenological (or interpretivist) paradigm. More specifically, 
paradigm refers to “the progress of scientific practice based on people’s philosophies and 
assumptions about the world and the nature of knowledge” (p.46). In other words, people’s 
beliefs about the world will impact research design and the procedures of research (Collis and 
Hussey, 2003).
1. Positivism
Positivism provides assurance of unambiguous and accurate knowledge of the world. It refers 
to something that is posited (i.e. something that is given). Positivism is interested in the 
development of a comprehensive social that apply the scientific method to the study of society 
and human beings for their benefit (Crotty, 1998). The behaviour of humans in positivism can 
be objectively measured (Haralambos and Holbom, 1997). Positive science based on direct 
experience, not speculation. Knowledge in this science is grounded firmly and exclusively in 
something that is posited, and it does not arrived at speeulatively. Therefore, positive science 
(or positivists) is defined as what is posited or given in direct experience is what is observed 
in scientific methods. Contemporary positivism is linked to empirical science as closely as 
ever (Crotty, 1998). Biyman (2001) regarded positivism as an epistemological position that 
advocates the application of the methods of the natural sciences to the study of social reality 
and beyond. The Positivist philosophy adopts the philosophical stance of the natural scientist, 
and the results of this research philosophy can be law-like generalisations, similar to the 
results obtained by physical and natural scientists (Saunders et al., 2009).
Positivism presents scientific discovery and technology the driving force for progress. 
Scientific knowledge is both accurate and certain, which represents the confidence in science. 
Positivism is objectivist completely. Objects in the world from the positivist viewpoint, have 
meaning prior to, and independently of, any consciousness of them. As well, it is necessary to 
maintain distinction between objective, empirically verifiable knowledge and subjective, 
unverifiable knowledge (Crotty, 1998). In the positivism philosophy, researchers deal with 
issues objectively without impacting the real problem being studied. Thus, positivism 
philosophy needs very well structured methodology, quantifiable observations and statistical 
analysis (Remenyi et al., 2005). The common methodology used in positivism is a
- 164-
M Al-Ababneh Chapter 6: Research Methodology
quantitative method that employs statistics, uses a large sample, surveys, and structural 
equation modelling, and therefore the relationships between variables can be tested using path 
analysis and regression techniques (Bryman, 2001).
Positivism stands on an objectivism epistemology (Crotty, 1998). In positivism, reality is 
‘external’ which is only reached by senses (Flick, 2006) through “observation, experiment 
and comparison” (Crotty, 1998: p.22). Reality is existing independent of the researcher’s 
perception, beliefs and bias, and therefore the researcher is taking the role of an objective 
analyst due to the research is value-free (Blumberg et ah, 2005). Consequently, positivism 
supposes that researchers make an objective analysis and interpretation for collected data 
(Saunders et al., 2009).
2. Interpretivism
Phenomenology (or interpretivism) is another theoretical perspective that emerged in 
contradistinction to positivism to understand and explain human and social reality (Crotty, 
1998). Newman (2000: p. 71) regarded interpretive paradigm as “the systematic analysis of 
socially meaningful action through the direct detailed observation of people in natural settings 
in order to arrive at understanding and interpretations of how people create and maintain their 
social worlds”. The interpretive approach looks for culturally derived and historically situated 
interpretations of the social life world. Whereas, the positivist approach follows the methods 
of natural sciences by way of purportedly value-free, detached observation, identifying 
universal characteristics of human-hood, society and history that provides explanation and 
consequently predictability and control (Crotty, 1998). Inerpretivism is concerned with how 
people interact and get along with each other, and therefore the study of the social world 
requires a different logic of research procedures (Bryman, 2001).
This philosophy looks to the social world of business and management science as too 
complex to be treated as a physical science due to complex management studies in the social 
world will be lost if its complexity is reduced to law-like generalisations. Interpretivism 
philosophy considers the situation in each business is unique, and differs from other 
situations. This methodology is not an appropriate method for generalisation due to the 
changing state of business organisation and various interpretations by people as well as the 
complexity and uniqueness of the world (Saunders et al., 2009).
This interpretivist philosophy develops knowledge in a different way by focusing on a 
subjective and descriptive method to deal with complicated situations rather than an objective 
and statistical method (Remenyi et al., 2005). For interpretivists, the view that the world and
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“reality” are socially constructed and given meaning by people, and therefore the researcher is 
part of what is observed and research is “not value free” that driven by interests to generate 
interpretive knowledge. A common methodology used in the interpretivist philosophy is a 
qualitative method that employs in depth interview, entoghoraphy, grounded theory, etc., to 
eollect and analyse the obtained data (Newman, 2000). Social research is complex and does 
not lend itself to theorising by definite laws such as other research in science. Social research 
requires investigating behind law-like generalisations due to the complexity of the social 
sciences, and the philosophy of this research is interpretivist (Saunders et al., 2009).
3. Realism
Realism is another researeh philosophy relates to scientific enquiry. The Realist philosophy is 
based on the belief that reality exists in the world, and this reality is independent of human 
thoughts and beliefs (Saunders et ah, 2009). It is a research philosophy sharing principles of 
positivism and interpretivism. In other words, this philosophy neither rejects positivism nor 
accepts the interpretive belief, and vice versa (Blumberg et al., 2005).
Realism is opposed to idealism due to the existence of reality is independent. Realism is one 
type of epistemology, and therefore it is similar to positivism that assumes a scientific 
approach to develop knowledge. However, there are two types of realism, namely direct 
realism ‘what we see is what we get’, and the researchers see the real world accurately; and 
critical realism ‘what we see is not what we got’ researchers see the world as sensations, not 
the real things directly, that requires more criticism in the reality (Saunders et al., 2009: 
pp.114-115).
4. Pragmatism
Pragmatism declares that the reality exists in the world, and it supports the objective nature of 
science. As well this philosophy assumes that individuality may impact how people perceive 
the world, and therefore research is subjective. The view of this philosophy brings multiple 
explanations and interpretations for science. This philosophy uses both objective and 
subjective criteria (Saunders et al., 2003). Hence, the pragmatist philosophy is between 
positivist and interpretivist research philosophy, it refers to there is no one appropriate 
philosophy and therefore researchers can adopt more than one researeh philosophy. 
Pragmatism argues that is possible to work with variations in epistemology (Saunders et al., 
2009).
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Saunders et al. (2009) compared between the four research philosophies in terms of four 
features; ontology ‘the nature of reality’, epistemology ‘the acceptable knowledge’, axiology 
‘the role of values in research’, and data collection techniques, as shown in Table 6.1.
Table 6.1: Comparison of the Research Philosophies
Concept Positivism Interpretivism Realism Pragmatism
Ontology External, 
objective and 
independent of 
social actors
Socially 
constructed, 
subjective, may 
change, multiple
Is objective. Exists 
independently of 
human thoughts and 
beliefs or knowledge 
o f their existence 
(realist), but is 
interpreted through 
social conditioning 
(critical relist)______
External, 
multiple, view 
chosen to best 
enable answering 
o f research 
question
Epistemology Only observable 
phenomena can 
provide credible 
data, facts. Focus 
on causality and 
law like 
generalisations, 
reducing 
phenomena to 
simplest elements
Subjective 
meanings and 
social
phenomena.
Focus upon the 
details of 
situation, a reality 
details, subjective 
meanings 
motivating 
actions
Observable 
phenomena provide 
credible data, facts. 
Insufficient data 
means inaccuracies in 
sensations (direct 
realism). 
Alternatively, 
phenomena create 
sensations which are 
open to
misinterpretation 
(critical realism). 
Focus on explaining 
within a context or 
contexts
Either or both 
observable 
phenomena and 
subjective 
meanings can 
provide 
acceptable 
knowledge 
dependent upon 
the research 
question. Focus 
on practical 
applied research, 
integrating 
different 
perspectives to 
help interpret the 
data
Axiology Research is 
undertaken in a 
value-fi-ee way, 
the researcher is 
independent o f the 
data and maintains 
an objective 
stance
Research is value 
bound, the 
researcher is part 
o f what is being 
researched, 
cannot be 
separated and so 
will be subjective
Research is value 
laden; the researcher 
is biased by world 
views, cultural 
experiences and 
upbringing. These will 
impact on the research
Values play a 
large role in 
interpreting 
results, the 
researcher 
adopting both 
objective and 
subjective points 
o f view
Data
collection
techniques
Highly structured, 
large samples, 
measurement, 
quantitative, but 
can use qualitative
Small samples, 
in-depth 
investigations, 
qualitative
Methods chosen must 
fit the subject matter, 
quantitative or 
qualitative
Mixed or 
multiple method 
designs,
quantitative and 
qualitative______
Source: Saunders et al. (2009, p.l 19)
According to Creswell’s (1994) classification, he refers that positivistie paradigm as 
quantitative paradigm, and phenomenological paradigm as qualitative paradigm. Whereas, 
Collis and Hussey (2003) summarised the main features of positivistie paradigm and 
phenomenological paradigm related to research methodology and method. Table 6.2 shows 
the features of main paradigms.
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Table 6.2: The Features of the Main Research Paradigms
Concept Positivistie paradigm Phenomenological paradigm
Data collection technique Quantitative Qualitative
Epistemology Objectivist Subjectivist
Practice Scientific Humanistic
Research philosophy Experimentalist, Traditionalist Interpretivist
Sample size Large samples Small samples
Research approach Hypothesis testing Generating theories
Collected data Highly specific and precise Rich and subjective
Location Artificial Natural
Reliability high low
Validity low high
Generalizability Generalises from sample to 
population
Generalises fi'om one setting to 
another
Source: Adapted from Collis and Hussey (2003, p.47, 55)
In light of the previous discussion so far, and the research questions suggested, based on the 
comparison of the researeh philosophies as explained by Saunders et al. (2009) as presented 
in Table 6.1, and further features of the main research paradigms as discussed by Collis and 
Hussey (2003) as shown in Table 6.2. Although some of the pragmatism philosophy criteria 
are suitable to the researeh objectives, but this indicates that pragmatism is not a perfect 
approach to be adopted in this study. The researcher found that the criteria of a positivist 
philosophy are more suitable to the research objectives such as: independence of researcher, 
exploration of the relationships and causality between variables, objeetive criteria, deductive 
approach, quantitative and qualitative measurements, and generalisation.
Positivist philosophy is characterised by five distinguishing features: it is deductive (theory 
tested); it seeks to explain causal relationships between variables; it frequently uses 
quantitative data; it employs eontrols to allow the testing of hypotheses; it uses a structured 
methodology to faeilitate replication (Gill and Johnson, 2002; Collis and Hussey, 2003). 
Furthermore, this researeh relies upon theory testing rather than theory building through 
testing the research hypotheses; it is a deductive approach rather inductive approach, and 
therefore this research is a positivist approach. Positivist approach relates to the colleetion and 
analysis of data that helps in testing the research hypotheses by using survey strategy. The 
final reason lies behind selecting positivist approach is the issue of generalisibility of the 
results. Consequently, this research selected positivism philosophy to understand the 
causation among variables, and to explain antecedents related to those variables causally 
(Crotty, 1998).
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6.3.3 Research Design
A research design is defined as “the framework or plan for a study used as a guide in 
colleeting data and analysing it” (Churchill and Brown, 2004: p. 4). Research design refers to 
a basic plan or strategy of research and the logic behind it (Oppenheim, 1992). It is a crueial 
part in any research as it is concerned with turning research questions into projects. Research 
design is important in deciding the research processes and elements such as research methods, 
research strategy, and sampling (Robson, 2002). Research design involves a number of 
interrelated decisions that each researcher must take in order to answer research question(s) 
(Sekaran, 2003). Figure 6.2 display the components of research design.
Figure 6.2: A Framework for Research Design
Purpose(s) Theory
Research
Questions
Methods Sampling
Strategy
Source: Robson (2002, p.82)
The ehoice of research design depends on the purpose(s) of research, and hence there are four 
types of research design which are: exploratory study, descriptive study, explanatory study 
(Sekaran, 2003; Saunders et al., 2009), and emancipatory study (Robson, 2002). Each 
research has a specific objective, and therefore each type of these categories has its own 
characteristics in terms of fomiulating hypotheses, study settings, and data collection methods 
(Newman, 2000).
1. Exploratory Study
This type of studies focuses on investigating what is happening, asking questions, seeking 
new insights, assessing phenomena in a new light, as well generating ideas and hypothesis for 
future researches. Exploratory study is characterised as a flexible design (Robson, 2002). The 
exploratory study is conducted when there is no information is available or little information 
is known about how similar research has been conducted in the past. Therefore, exploratory 
study provides a better understanding for the nature of problem being researched sinee very 
few studies have been conducted in the same area (Sekaran, 2003). This study is useful for
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clarifying and understanding of an imprecise problem, it can be conducted based on three 
main ways are: a search of the literature, interviewing experts, and conducting focus group 
interviews (Saunders et ah, 2009).
2. Descriptive Study
This study displays an accurate profile of persons, situations or event. This type requires 
collecting a lot of information about the situation that will be studied. Descriptive study may 
be flexible and /or fixed design (Robson, 2002), Descriptive study is conducted in order to 
determine and describe the characteristics of the variables in the situation. Therefore, the 
descriptive study aims to provide researcher a profile or describe aspects of the phenomena 
being researched at different levels such as individual, organisational, industry-oriented, and 
other perspective (Sekaran, 2003). This study is considered as a piece of, or a forerunner to 
exploratory research, and therefore it is necessary to have a clear picture of phenomena before 
conducting exploratory study (Saunders et al., 2009).
3. Explanatory Study
This study seeks an explanation of a situation or problem being studied and not necessary to 
be in causal relationship, and explain of patterns relating to studied phenomenon. This study 
may be flexible and /or fixed design (Robson, 2002). Explanatory study investigates the 
relationship between variables of phenomenon in order to establish causal relationships 
between variables (Robson, 2002; Saunders et al., 2009). Other authors called this type of 
study as hypotheses testing. Hypotheses testing are usually conducted to explain the nature of 
the specific relationships, or indicate the difference among groups of independent variables, 
as well as explain the variance in the dependent variables or to predict outcomes (Sekaran, 
2003).
4. Emancipatory Study
This study is not eommon but it creates opportunities and the will to engage in social action. 
This study is a flexible design (Robson, 2002).
This study used existing scales to measure all study’s variables. These scales have been used 
extensively in the literature showing a good reliability and validity outcomes. But all 
instruments subject to testing in the Jordanian resort hotels context for the first time, this 
context having different language and culture. Although the study’ questionnaires were 
piloted in English version, but using those questionnaires in different language that required 
another pilot test. Since Arabic is the mother language of the people in Jordan, and due to the 
fact that not all employees in the resort hotels could understand the English version, the study’
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questionnaires were translated and back translated from English into Arabic, and then 
examined to assess the appropriateness of the translation. Questionnaires in Arabic version 
were piloted in the study's sample. The researcher conducted some changes to those 
questionnaires to be workable in the Jordanian hotels context.
This kind of research is new for the hotel industry in general and for Jordanian resort hotels in 
particular. Hence, this study is considered as an exploratory study that aims to explore the 
situation in the sampled hotels in terms of TQM and organisational creativity. The previous 
studies influenced research design of this study in terms of data collection tequinques, and 
data analysis techniques as well. A review of the literature on TQM and organisational 
creativity revealed that the majority of previous studies have used questionnaires as a method 
to collect data, and multiple regression and other multivariate techniques such as Structural 
Equation Modelling (SEM) for data analysis. However, the international context was reflected 
on the direction of this research based on previous literature.
Furthermore, based on this study’ questions and objectives, the researcher found that both 
descriptive study and explanatory study are suitable for this study to answer its questions. 
Indeed, research questions can be answered in descriptive, or descriptive and explanatory, or 
explanatory (Saunders et al., 2009). Descriptive study will be used to describe the 
characteristics of hotels in terms of TQM implementation and creative work environment. 
Explanatory design (or hypotheses testing design) explains the nature of relationship between 
variables by testing a set of hypotheses, and variance in dependent variables through 
independent and mediating variables. This research design allows the researcher to explore if 
there is any relationship between independent and dependent variables. Therefore, the current 
study selected explanatory study to explore the nature and degree of relationship between 
TQM implementation and organisational creativity in the hotel industry. In addition, the 
selected design will determine the strength of relationship between TQM and organisational 
creativity.
6.3.4 Research Approach
The research approach can be classified into two approaches: deductive approach and 
inductive approach (Saunders et al., 2003), these approaches determine the nature of 
relationship between theory and research (Collis and Hussey, 2003). Deductive approach 
should be used when research focuses on developing a theory and hypotheses, and designs a 
research strategy to test hypotheses (Saunders et al., 2003). In a deductive approach, 
hypotheses are deduced based on theory, and consequently, test these hypotheses in empirical
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ways by using statistical methods (Bryman, 2004). Inductive approach should be used when 
collecting data and developing a theory as a finding of the data analysis (Saunders et al., 
2003). In inductive approach, a theory is generated through establishing general propositions 
about the nature of what has been researched (Anderson, 2004).
It is necessary to match research philosophies and research approaches; the deductive 
approach relates more to the positivist philosophy and the inductive approach to the 
interpretivist philosophy (Saunders et al., 2009).Adopting the deductive approach leads the 
researcher to employ survey or experimental strategies (Collis and Hussey, 2003). This 
approach is used to describe the causal relationship between variables, testing hypotheses, and 
generalising the regularities in human social behaviour (Saunders et al., 2009).
A deductive approach was chosen in this study by using theoretical arguments based on 
existing phenomena and testing hypotheses (Blaikie, 2000). The reasons behind selecting 
deductive approach: the literature of TQM and organisational creativity enables the researcher 
to define a theoretical framework and develop hypotheses, generalisation to provide a general 
statement about the phenomenon being researched, causality by using quantitative research is 
concerned with establishing a causal relationship between variables, and finally, adopting a 
cross-sectional survey methodology leads to saving time, effort and required resources.
On the other hand, Creswell (1994) identified that there are two types of research paradigms 
based on the assumptions of the paradigms. Firstly, the quantitative paradigm is termed 
traditional, positivist, experimental, or empiricist paradigm. Secondly, the qualitative 
paradigm is termed, constructivist approach or naturalistic, interpretative approach, or post­
positivist or postmodern perspective. Table 6.3 explains the main paradigm assumptions for 
quantitative and qualitative showing.
Table 6.3: The Assumptions of Quantitative and Qualitative Paradigm
Assumption Question Q uantitative Q ualitative
Ontological
Assumption
What is the nature 
o f reality?
Reality is objective and 
singular, apart from the 
researcher.
Reality is subjective and 
multiple, as seen by 
participants in a study.
Epistemological
Assumption
What is the 
relationship o f the 
researcher to that 
researched?
Researcher is independent from 
that being researched.
Researcher interacts with 
that being researched.
Axiological
Assumption
What is the role of 
values?
Value-free and unbiased Value -laden and biased
Rhetorical
Assumption
What is the 
language of 
research?
• Formal
•  Based on set definitions
• Impersonal voice
• Use o f accepted quantitative 
words
• Informal
• Evolving decisions
• Personal voice
• Accepted qualitative
words
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Assumption Question Quantitative Qualitative
Methodological
Assumption
What is the process 
o f research?
• Deductive process
• Cause and effect
• Static design- categories 
isolated before study.
• Context-free
• Generalisation leading to 
prediction, explanation, and 
understanding
• Accurate and reliable through 
validity and reliability
• Inductive process
• Mutual simultaneous
shaping o f factors
• Emerging design -
categories identified 
during research process
• Context-bound
• Patterns, theories
developed for 
understanding
• Accurate and reliable
through verification
Source: Creswell (1994, p.5)
In order to explain the relationship between TQM implementation and organisational 
creativity in the hotel industry, therefore, a deductive approach will be used to describe causal 
relationships between variables, and measure facts of variables quantitatively (Saunders et al., 
2003). To analyse that association a quantitative methodology will be used to test hypotheses 
in a cause-and-effect relationship by using a deductive approach (Creswell, 1994). Qualitative 
data can assist the quantitative data by helping with conceptual expansion and 
instrumentation, while quantitative data can assist the qualitative data by finding a 
representative sample and locating deviant samples (Amaratunga at el., 2002). Indeed, 
qualitative paradigm will be used as a part of quantitative paradigm.
Regarding time horizons, there are two approaches for collecting data are cross-sectional 
studies, and longitudinal studies (Sekaran, 2003; Collis and Hussey, 2003). Cross-sectional 
approach is a positivistie methodology designed to obtain data from different contexts at the 
same time. In this approach, data is collected just once over a short period of time, it takes a 
snapshot of an on-going situation. Therefore, cross-sectional approach conducts to investigate 
the existence of correlations among variables in large samples, and it is the most common 
approach in the literature. On the other hand, longitudinal approach aims to investigate the 
dynamics of problem continuously for several times. This approach allows researchers to 
investigate the changes related to problem being researched over the time. Longitudinal 
approach is often related to positivist methodology, it based mainly on a qualitative approach 
(Collis and Hussey, 2003). This research will use cross-sectional approach to collect data to 
investigate the relationships between independent variables and dependent variables due to 
the research limitations of time and resources.
6.3.5 Research Methodology
A research methodology is defined as “the strategy, plan of action, process or design lying 
behind the choice and use of particular methods and linking the choice and use of methods to
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the desired outeomes” (Crotty, 1998: p.3). It is eoneemed with the overall research process, 
from the theoretical perspectives to the colleetion and analysis of the data (Collis and Hussey, 
2003).Teehniques that use for eolleeting and analysing data are determined by the selected 
methodology (Walsh, 2003). The research strategy is a general plan of how to answer the 
researeh question(s) that ineludes clarify research objectives, specify the sources of data 
eollection, and eonsider researeh eonstraints (Saunders et al., 2003).
There are various research strategies are: experiment, survey, case study, grounded theory, 
ethnography, action research (Saunders et al., 2003), and arehival research (Saunders et al., 
2009). However, Saunders et al. (2009) reported that no spécifié researeh strategy is better 
than any other strategies, and therefore seleeting researeh strategy is based on research 
question(s) and objective(s), research philosophy, and the extent of existing knowledge.
6.3.5.1 Research Strategy
Survey strategy is a eommon strategy in soeial researeh due to it authoritative by people, and 
this strategy is related to deduetive approaeh (Saunders et al., 2009), it is considered a 
positivistie methodology (Collis and Hussey, 2003). A survey is defined as “a method for 
gathering information from a sample of individuals” (Scheuren, 2004: p. 9). There are two 
types of survey: a deseriptive survey is eoneemed with identifying the frequeneies among 
partieipations related to specific issues for one time or several times for eomparison. The 
other type is analytieal survey is eoneemed with investigating the relationship between 
various variables (Collis and Hussey, 2003).
Survey strategy tends to be used in exploratory study and deseriptive study, and therefore this 
strategy allows researeher to colleet quantitative data and analyse these data quantitatively 
through deseriptive and inferential statisties (Saunders et al., 2009). Questionnaire is not the 
only data collection technique that belongs to survey strategy, and other data collection 
techniques ean be used as stmetured observation, and stmetured interviews (Saunders et al., 
2009). In this study, a survey strategy will be seleeted to eolleet primary data effieiently, 
aceurately, inexpensively, and quickly (Zikmund, 2003).
6.3.6 R esearch M ethod
Crotty (1998: p.3) defined research method as “the teehniques or proeedures used to gather 
and analyze data related to some researeh question or hypothesis”. The ehosen research 
methods will be determined by the seleeted methodology, whieh is influeneed by the 
theoretieal perspeetive, whieh follows the adopted epistemology (Gray, 2004).The research
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methods ean have three ehoices for selecting data collection techniques, quantitative or 
qualitative, namely mono method whieh refers to use single data colleetion teehnique and 
eorresponding analysis procedures; multi-method refers to those eombinations between more 
than one data eolleetion teehnique with relative analysis teehniques (Tashakkori and Teddlie, 
2003); and mixed method researeh refers to use both quantitative and qualitative data 
eolleetion teehniques and analysis proeedures at the same time or one after the other without 
eombining them, whieh means qualitative data are analysed qualitatively and quantitative data 
are analysed quantitatively(Saunders et al., 2009).
Multi-method can use either quantitative ‘multi-method quantitative study’ or qualitative 
‘multi-method qualitative study’, while mixed-method is elassified into two types are ‘mixed 
method researeh’ uses quantitative and qualitative data colleetion teehniques with relative 
analysis technique for each data, and ‘mixed model researeh’ combines quantitative and 
qualitative data eolleetion teehniques and analysis proeedures (Saunders et al., 2009). 
Multiple methods are eonsidered very useful for researeh due to they provide better 
opportunities to answer researeh questions, and better interpreting for researeh findings 
(Tashakkori and Teddlie, 2003).
One of the main reasons for using a mixed-method design is triangulation (Saunders et al., 
2009). Furthermore, triangulation methodology is a multi-method research using more than 
one approach for collecting data in order to enhance confidence in the results. Triangulation 
refers to the attempt to obtain the right data by eombining different ways of looking at it 
(method triangulation) or different findings (data triangulation) (Silverman, 2010). Similarly, 
Saunders et al. (2009) viewed triangulation as the use of different teehniques for data 
eolleetion within one study to ensure that the data are telling the researeher what he/she think 
they are telling he/she. For instanee, the collected qualitative data through semi-struetured 
interviews may be a valuable way of triangulating colleeted quantitative data through a 
questionnaire. This study will use various data colleetion techniques (data triangulation) in 
order to obtain the right data, and more speeifieally, quantitative data colleetion teehnique 
will be mainly used as the researeh approach and qualitative data eolleetion technique will be 
used to support a speeific part of quantitative data.
A summary of research process in this study, the researeher found based on the study’s 
phenomena to be investigated that this researeh leans more towards an objeetivist 
epistemology. Whereas, the theoretieal perspective of this researeh tends to be a positivist 
philosophy, and the researeher found that positivist philosophy is suitable to the researeh 
objeetives to understand the causation among variables, and to explain anteeedents related to
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those variables causally. In addition, a deductive approach will be used to describe causal 
relationships between variables, and measure facts of variables quantitatively to explain the 
relationship between TQM implementation and organisational creativity in the hotel industry. 
In this study, both quantitative and qualitative methodologies will be used to test hypotheses 
in a eause-and-effect relationship as shown in Figure 6.3. Triangulation is a research strategy 
using several techniques to collect validated data, and therefore data triangulation is achieved 
in this study by using questionnaires and structured interviews for collecting data.
Figure 6.3; The Basic Elements of Research Process in this Study
JEpistemology T heoretical' \M e th o d o lo g y ' Methods
Objectivism N Positivism SurveyResearch Statistical Analysis Content Analysis
j
Source: The Researcher
As shown in Figure 6.3, this research will apply an objectivist view as epistemology, 
positivist philosophy as theoretical perspective, survey strategy as research methodology, and 
quantitative method of statistical analysis and qualitative method of content analysis as 
research methods. More specifically, survey strategy is considered a positivistie methodology 
and it related to deductive approach. This strategy allows the researcher to collect both 
quantitative and qualitative data and analyse quantitative data quantitatively through 
descriptive and inferential statisties through descriptive survey (it concerned with identifying 
the frequencies among participations related to specific issues), and analytical survey (it 
concerned with investigating the relationship between various variables), while qualitative 
data will be analysed qualitatively through content analysis. On the other hand. Figure 6.4 
shows a holistic view of this research design, more specifically, the research will use 
positivism as research philosophy, deductive as research approach, survey as research 
strategy, mono method as research method, cross-sectional approach to collect data once, and 
finally, structured interviews (qualitative data) collaborate with questionnaire (quantitative 
data) to achieve data triangulation, and therefore data will be analysed by using both 
statistical analysis and content analysis.
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Figure 6.4: The Research Onion of this Study
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6.4 HYPOTHESIS DEVELOPMENT
The current study aims to explore the relationship between TQM implementation and 
organisational creativity. However, the complexity of the conceptual framework of this study 
as discussed previously in Chapter Five, and it was impossible to link between TQM and 
organisational creativity directly since each concept will be measured from different unit of 
analysis. This challenge forced the researcher to split the conceptual framework into two 
proposed models, namely TQM model, and creativity model. These models are presented in 
two stages as shown in Figure 6.5, TQM model will be conducted as the first stage, while 
creativity model will be carried out as the second stage, and then link between the different 
levels of TQM implementation and creativity model.
Figure 6.5: The Stages of the Study________________
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In order to fill the gap in the literature, the present study suggests a proposed TQM model of 
this study as shown in Figure 6.6. In the TQM model, the relationship between TQM and both 
process and product innovations will be investigated, as well the relationship between process 
innovation and product innovation, and the impact of process innovation as a mediator in the 
relationship between TQM and product innovation. Thus, the hypotheses were developed to 
test the relationships among the variables, and this Figure displays the following hypotheses: 
HI: TQMpractices are positively related to innovation performance.
H2: Process innovation is positively related to product innovation.
Figure 6.6: A Proposed TQM Model of the Study
H lb
I Process 
i Innovation
Product
InnovationTQM H la H 2
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Source: The Researcher
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In addition, the present study suggests a proposed creativity model based on the conceptual 
framework of this study in order to fill the gap in the literature, as shown in Figure 6.7. This
model will analyse the relationships between work environment for creativity and work
outcomes in terms of organisational creativity, productivity and service innovation 
performance. In addition, the relationships between work environment for creativity and 
employee attitudes, as well the relationships between employee attitudes and work outcomes 
will be evaluated, also the impacts of employee attitudes as mediators in the relationships 
between work environment for creativity and work outcomes. Therefore, the hypotheses were 
developed to test the relationships among the variables, and Figure 6.7 displays the following 
hypotheses:
H3: Stimulant factors to creativity are positively related to employee attitudes.
H4: Stimulant factors to creativity are negatively related to obstacle factors to creativity.
H5: Obstacle factors to creativity are negatively related to employee attitudes.
H6: Stimulant factors to creativity are positively related to work outcomes.
H7: Obstacle factors to creativity are negatively related to work outcomes.
H8: Employee attitudes are positively related to work outcomes.
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H9: There are positive relationships among employee attitudes.
HIO: There are positive relationships among work outcomes.
H ll:  Employee attitudes mediated the relationship between stimulant factors to creativity 
and work outcomes.
H12: Employee attitudes mediated the relationship between obstacle factors to creativity 
and work outcomes.
Figure 6.7: A Proposed Creativity Model of the Study
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6.5 VARIABLES’ DEFINITIONS AND MEASURES
This study aims to gain insight into the relationship between TQM implementation and 
organisational creativity in the hotel industry. In order to meet the main purpose of this study, 
the present study is going to conduct two-stage approach as discussed in seetion 6.4 (see 
Figure 6.5). Stage one: measuring the CSFs of TQM implementation, and innovation 
performanee (proeess and produet innovations). The first stage will identity the CSFs of TQM 
implementation, determine the level of TQM implementation in the hotel industry, then 
classify hotels based on their TQM adoption into groups (i.e. high TQM adopters, and low 
TQM adopters), and link TQM implementation to innovation performance. Stage two: 
measuring work environment for creativity (i.e. stimulants and obstacles to creativity), 
employee attitudes (i.e. job satisfaction, intrinsic motivation, and organisational commitment), 
and work outcomes (i.e. organisational ereativity, productivity, and service innovation 
performance). The second stage will link work environment for creativity to employee 
attitudes, and work outcomes. After conducting the seeond stage, this study will link between
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the level of TQM implementation and creativity model -as TQM outcomes- by comparing 
between groups of TQM hotels based on stage one with their performance based on stage two.
6.5.1 The First Stage
This stage focuses on measuring the level of TQM implementation through implementing 12 
CSFs, and measuring innovation performanee including process innovation and product 
innovation in the hotel industry. It also explores the impacts of TQM implementation on 
innovation performance. More specifically, the CSFs of TQM implementation will be 
measured based on managers’ perceptions of TQM practices in their hotels. Thus, TQM 
questionnaire was developed based on the literature and empirical studies in CSFs of TQM to 
identify these CSFs of TQM and its implementation.
• TOM Measures
This study defined TQM as a “management philosophy which involves a set of principles, 
techniques, and tools that are used for continuously improving the quality of processes, 
products, services, and people by involving all employees to achieve superior customer 
satisfaction”. The researcher focuses on investigating the CSFs of TQM implementation, 
which are important for successful TQM implementation. As discussed in Chapter Three, the 
literature indicated that the number of CSFs of TQM is different from one study to another, 
most studies agreed that the average of these factors are from 4 to 12 factors. This study 
analysed more than 35 empirical studies conducted in the last 20 years, from 1989, when the 
first study by Saraph et al. emerged, until 2010, in identifying CSFs of TQM.
The CSFs of TQM were identified from the empirical studies (i.e. Saraph et al., 1989; Black, 
1993; Flynn et al., 1994, 1995; Ahire et al., 1996; Black and Porter, 1996; Tamimi, 1998; 
Joseph et al., 1999; Zhang et al., 2000; Motwani, 2001; Antony et al., 2002; Claver et al., 
2003; Tari, 2005; Lewis et al., 2006; Ju et al., 2006; Yusuf et al., 2007; Al-Marri et al., 
2007; Fotopoulos and Psomas, 2009; Talib and Rahman, 2010) were conducted in both 
service and manufacturing sectors in developed and developing countries for determining 
these factors. Based on the comprehensive review of the TQM literature, the researcher found 
12 CSFs for successful TQM implementation, and these factors are considered as the most 
common CSFs among researchers, as the following:
1. Top management commitment 5. Continuous Improvement (Cl)
2. Leadership support 6. Supplier quality management
3. The role of quality department 7. Education and training
4. Proeess management
a. Inspection
b. Process control
8. Employees management
a. Employee involvement
b. Employee empowerment
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9. Quality data and reporting 11. Customer focus
10. Product/service design 12. Quality planning
Selecting scales in this study was based on validity and reliability of those scales. More 
speeifically, factor loadings were used to assess the validity of instruments and their 
subscales. The absolute value of factor loadings of ±.30 are considered significant, loadings of 
±.40 are considered more important, and loading of ±.50 or greater are considered very 
significant (Hair et al., 2010). Cronbach’s alpha (a) was used to determine the reliability 
coefficient of instruments and their subscales. Many researchers (i.e. Robinson and Shaver, 
1973; Fomell and Larcker, 1981; Hair et al., 2010) indicated that a reliability of .60 is 
sufficient for research, generally agreed that .70 is lower limit of Cronbach’s alpha (Hair et 
al., 2010), thus, Cronbach’s alphas ranging from .70 to .90 are acceptable for most 
instruments (Nunnally, 1978), and a coefficient alpha of .90 implies a highly reliable 
instrument (McMillan and Schumacher, 1997).
The current study tries to investigate the degree of TQM implementation in the hotel industry 
through measuring the scores of CSFs based on managers’ perceptions of CSFs of TQM. 
Very few reliable and valid TQM instruments measuring the effectiveness of TQM 
implementation for service sector in general and for the hotel industry in particular (Cheung, 
2006). Most studies in the literature measured the degree of TQM implementation from the 
management perspective. This study developed TQM questionnaire based on the previous 
empirical studies to measure managers’ -general managers, and senior managers- perceptions 
of the degree or extent of TQM implementation. This instrument used a six-point scale 
ranging from 1 “Not at all” to 6 “Very large extent”. The researcher preferred to use a six- 
point scale in order to avoid the midpoint of scale, as well to force respondents to answer 
statements which will help to investigate the situation of TQM practices. TQM questionnaire 
will be used to measure the implementation of TQM in resort hotels based on the level of 
CSFs of TQM, which will allow the researcher to classify hotels based on their level of TQM 
adoption.
In this study, TQM questionnaire was developed based on the previous instruments 
(i.e. Saraph et al., 1989; Flynn et al., 1994; Ahire et al., 1996; Zhang et al., 2000; Claver et al., 
2003). More specifically, TQM will be measured based on 12 CSFs. The first fourth CSFs, 
namely ‘role of the quality department’, ‘product /service design’, ‘quality data and 
reporting’, and ‘process management/ operating procedures’, were adapted from Saraph et 
al.’s instrument. Saraph et al. (1989) developed a quality management instrument that 
consisted of eight factors in manufacturing and service organisations in the US. They found
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that the internal consistency (reliability alpha coeffieient) of eight scales ranged from 0.71 to
0.94. For example, role of quality department had (a= 0.83), product/service design had 
(a= 0.71), process management had (a= 0.76), and quality data and reporting had (a= 0.88). 
In addition, Saraph et al.’s scale had three types of validity: content validity (if scale items 
cover all aspects of the variable being measured) due to they have selected scale items based 
on both a comprehensive review of the literature and detailed evaluations by academicians 
and practicing managers, criterion-related validity or external validity (the extent to which a 
scale is related to an independent measure of the relevant criterion) because the eight factors 
had a high positive relationship with quality performance in business units, and finally, 
construct validity (if scale measures the theoretical construct that it was designed to measure) 
due to seven factors out of eight factors was assumed to be a separate construct except one 
factor ‘process management’ had two factors: inspection and process control. Factor loadings 
for scale items ranged from 0.40 to 0.84. Overall, Saraph et al.’s scale is reliable and valid 
measures, therefore their instrument is appropriate for assessing managers’ perceptions of the 
practices of quality management at the organisational level. Saraph et al.’s study is considered 
as the foundation for the followed studies.
The fifth CSF ‘supplier relationship’, was adapted from Flynn et al.’s scales. Flynn et al. 
(1994) developed a quality management instrument that consisted of 11 factors in the 
manufacturing sector, specifically in plants in the US and Japan. They showed that their scale 
had reliability alpha coefficients that ranged from 0.66 to 0.85, more specifically, for supplier 
relationship had (a=0.74). The uni-dimensionality of scales was supported and factor loadings 
for scale items ranged from 0.41 to 0.97. The validity of the instrument was demonstrated 
throughout content validity, criterion-related validity and construct validity. They confirmed 
that their instrument is reliable and valid.
The later CSFs, ‘top management commitment’, ‘customer focus’, ‘employee empowerment’ 
and ‘employee involvement’ were adapted from Ahire et al.’s instrument. Ahire et al. (1996) 
developed a comprehensive instrument to measure TQM in manufacturing organisations that 
consisted of 12 factors. More specifically, two of their scales, ‘employee empowerment’ and 
‘employee involvement’, were used in this study as one scale called ‘employee management’. 
They pointed out that the internal consistency of the 12 factors ranged from 0.72 to 0.91, for 
example, top management commitment had (a=0.84), customer focus had (a=0.72), employee 
involvement had (a=0.79), and employee empowerment had (a=0.81). Furthermore, the 
results of confirmatory factor analysis indicated that the values of Goodness of Fit Index 
(GFI) were high, ranging from 0.93 to 0.99 which indicates a strong evidence that eaeh scale 
had uni-dimensionality. Ahire et al.’s instrument established three types of validity.
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convergent, discriminant and criterion-related, although it may lack content validity. As a 
result, Ahire et al.’s instrument is reliable and valid.
The ninth CSF ‘education and training’ was adapted from Zhang et al.’s instrument. Zhang et 
al. (2000) developed a TQM instrument that consisted of 11 factors in manufacturing 
organisations in China. They found that the internal consistency of scales ranged from 0.84 to
0.92, more specifically, education and training had (a=0.88). The uni-dimensionality of scales 
was supported with factor loadings for items ranging from 0.67 to 0.86, and only two scales, 
‘evaluation’, and ‘process control and improvement’, were found to be multidimensional 
scales, with each scale including two factors. The two factors of the ‘evaluation’ scale are: 
audit, and quality-related information, while ‘process control and improvement’ scale 
included two factors, namely, process control, and use of quality management methods. 
Zhang et al. confirmed that their TQM instrument had good validity in terms of content 
validity, criterion-related validity and construct validity. Consequently, the instrument had 
high reliability and validity.
The last three scales, ‘leadership support’, ‘quality plans planning’ and ‘continuous 
improvement’, were adapted from Claver et al.’s instrument. Claver et al. (2003) developed 
an instrument to measure TQM implementation consisting of eight factors. They revealed that 
the internal consistency of eight scales ranged from 0.55 to 0.84. For example, continuous 
improvement had (a=0.76), quality planning had (a=0.71), and leadership support had 
(a=0.76). In addition, they supported the uni-dimensionality of scales with factor loadings for 
items ranging from 0.60 to 0.96. Claver et al. supported that their TQM instrument had good 
validity in terms of content validity, criterion-related validity, and construct validity. Overall, 
their instrument is a reliable and valid instrument.
In addition, the researcher will classify hotels based on their TQM scores into two groups: 
high TQM adopters when hotel’s score above 3.5 as the midpoint of scale (1-6), and low 
TQM adopters when hotel’s score below 3.5. In order to support and confirm this 
classification of hotels, the researcher decided to conduct structured interviews with hotels 
managers by asking them eight questions regarding TQM practices in their hotels. The 
questions of structured interviews were developed by the researcher based on the literature, 
and they are:
Ql: What do you think about quality from your own perspective or your hotel 
perspectives i f  different?
Q2: Is there a specific department fo r quality or quality committee or even team for  
quality in your hotel?
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Q3: What is the importance o f quality in your hotel, and is your hotel looks to quality 
from one aspect or from different aspects?
Q4: What are the main applications fo r quality in your hotel in terms o f content and 
programmes, i f  quality is not applied what are the main reasons behind that?
Q5: Are your hotel management satisfied with the current applications o f quality?
Q6: Is your hotel interested in the results o f quality applications, and what are the 
most important o f those results?
Q7: Is your hotel considered quality as an extra cost which is unnecessary?
Q8: What are your hotel future ambitions about other quality applications in the short 
term as well the long term?
•  Innovation Performance Measures
Although there is a shortage of innovation research in hospitality industry, but innovation is 
an important aspect in homogeneous sector such as hotels due to the difference between high 
and low quality hotel based on the quality of extra services and other tangibles (Orflla-Sintes 
and Mattsson, 2009). However, innovation is defined as the suceessfiil implementation of new 
and useful ideas within an organisation (Amabile, 1996, 1997; Amabile et al., 1996). In 
addition, the positive relationship between TQM and innovation performance as supported in 
many empirieal studies at both manufacturing and service organisations, which encouraged 
the researcher to investigate the impacts of TQM on innovation in the hotel industry. Thus, 
this study measures innovation as the most important one of work outcomes or maybe it is the 
final outcome fi*om perspectives of managers. However, Zhuang et al. (1999) identified three 
types of innovation:
1. Output innovation (i.e. innovation in services, products, packaging and delivery).
2. Input innovation (i.e. innovation in materials used, source and mode of supplies).
3. Process innovation (i.e. innovation in proeess technologies, skills and techniques, 
organisational systems and administrative proeedures that are involved in 
transforming inputs into outputs).
In general, innovation can take two basic forms: product innovation that refers to the changes 
in the products or services, and process innovation that refers to the changes in the production 
and delivery ways to offer products/services. Whereas, the degree of innovation takes two 
major forms: minor changes or incremental innovation, and major changes or radical 
innovation (Tidd, 2001). Thus, this study focuses on product and process innovation, and 
therefore it is neeessary to distinguish between these two types of innovation. Prajogo and 
Sohal (2006b: pp. 301-302) distinguished between product innovation and process innovation, 
they said that “product innovation is concerned with generating ideas or the creation of
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something entirely new that is reflected in changes in the end product or service offered by 
the organization, while process innovation represents changes in the way firms produce end 
products or services through the diffusion or adoption of an innovation developed elsewhere”.
Another distinction suggested by Orfila-Sintes and Mattsson (2009: p.381) “product 
innovation is a good or service, which is either new, or significantly improved with respect to 
its fundamental characteristics, technical specifications, incorporated software or other 
immaterial components, intended uses, or user friendliness. Process innovation includes new 
and significantly improved production technology, new and significantly improved methods 
of supplying services and of delivering products”. Based on the previous distinctions, one can 
concluded that process innovation leads to product innovation at the end. That supports the 
importance of both types of innovation and their outcome should be significant regarding the 
level of output, product (good/service) quality, or production costs.
A review of the previous research on innovation indicated that there are various innovation 
performance measures in organisations. This study comprehensively seeks to cover the 
aspects of innovation performance. Thus, measuring innovation performance will be 
conducted at two levels: managerial level at stage one and employee level at stage two as will 
be discussed later. From managerial perspectives, TQM has a positive relationship with 
innovation performance (i.e. product innovation, and process innovation) has been shown in a 
number of empirical studies at both manufacturing and service organisations. Thus, 
innovation will be measured by measuring managers’ perceptions of process and product 
innovations that lead to measure both radical and incremental innovation.
Prajogo and Sohal (2003) developed innovation instrument including two constructs: product 
innovation (5 items), and process innovation (4 items) based on four criteria in the relevant 
literature to innovation as the level of innovativeness (novelty or newness of technological 
aspect), the number of innovations, being the first in the market, and the speed of innovation. 
These criteria represent both radical and incremental innovations. The instrument designed for 
managers at both manufacturing and non-manufacturing organisations. In order to minimize a 
bias from subjective answers, and therefore the measurement approach based on asking 
respondents to evaluate their organisations innovation performance against the major 
competitor in the industry. This instrument used a five-point scale ranging from 1 “worst in 
industry” to 5 “best in industry”. They showed the reliability (Cronbach’s alpha) for product 
innovation was (a=.87), and process innovation was (a=.89). Similar results obtained by (i.e. 
Prajogo et al.; 2004, Prajogo and Sohal, 2006a, 2006b). For instance, Prajogo and Ahmed 
(2006) showed the reliability for product innovation was (a=.87), and process innovation was
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(a=.89), whereas factor loadings for both types of innovation ranging from 0.76 to 0.88. 
Consequently, this study will use Prajogo and Sohal’s (2003) scale using a five-point scale 
ranging from 1 “worst in industiy” to 5 “best in industry” to measure process and product 
innovations in the hotel industry.
6.5.2 The Second Stage
The intention here is to allow the researcher to investigate work environment for creativity, 
employees’ attitudes and their work outcomes. This stage will explore organisational climate 
for creativity (i.e. stimulants and obstacles to creativity), employees attitudes (i.e. job 
satisfaetion, intrinsic motivation, and organisational commitment), and work outcomes (i.e. 
organisational creativity, productivity, and service innovation performance) based on 
employees perceptions. It also focuses on linking work environment for creativity in hotels 
with their work outcomes directly, as well through employee attitudes indirectly. Thus, 
creativity questionnaire was developed based on the literature to measure employees’ 
perceptions towards their work environment for creativity, job attitudes, and work outcomes.
• Measures of Work Environment for Creativity
Organisational climate refers to “the perceptions organization members share of fundamental 
elements of their organizations” (West et al., 1998: p.262). Similar, Altmann (2000: p.62) 
defined organisational climate as “employees’ perceptions of their work environment”. 
Organisational climate has many stimulants and obstacles to organisational creativity. 
Therefore, organisational creativity can be enhanced through affecting several factors in an 
organisational context by providing an appropriate work environment that stimulates 
creativity. The current study focuses on assessing the organisational climate for creativity.
This study measures work environment for creativity based on employees’ perceptions of 
organisational climate including freedom, sufficient resources, organisational encouragement, 
challenging work, work group supports, supervisory encouragement, organisational 
impediments and workload pressure. Due to KEYS can measure employees’ perceptions of 
their work environment for creativity on several levels within organisation as supervisory, 
group and organisational. As well, it is relevant to assessing both creativity and innovation 
(Mathisen and Einarsen, 2004). Creative work climate will be measured using KEYS 
instrument was developed by Amabile et al. (1996). KEYS consists of ten scales which are 
classified into three main scales namely stimulant scales (i.e. organisational encouragement, 
supervisory encouragement, work group encouragement, freedom/autonomy, sufficient
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resources, and challenging work), obstacle scales (i.e. organisational impediments, and 
workload pressure), and criterion scales (i.e. creativity, and productivity).
The first two scales of KEYS consists of 66 items for eight elements will be used for 
measuring work environment for creativity, six out of eight elements of working environment 
are considered as environmental stimulants to creativity: freedom (4 items), sufficient 
resources (6 items), organisational encouragement (15 items), challenging work (5 items), 
work group supports (8 items), and supervisory eneouragement (11 items). The other two 
elements are considered as environmental obstacles to creativity: organisational impediments 
(12 items), and workload pressure (5 items). KEYS instrument is important for determining 
stimulants and obstacles in the organisational context to creativity. Then, the stimulants 
require more support and encouragement from organisations, while obstacles require 
avoidance and discouragement from organisations.
Measurement of work environment for creativity based on employees perceptions towards 
elements of climate of creativity. Respondents will be asked to assess their perceptions 
towards work environment for creativity. Responses to items are on four- point scale ranging 
from 1 “Never” to 4 “Always”. Amabile et al. (1996) showed the reliability coefficients 
(Cronbach’s alpha) varied from .66 to .91, only two scales freedom and workload pressure 
had reliability lower than .80, whereas test-retest reliability for short time (three months) 
varied from .71 to .94. Many studies have demonstrated that KEYS have acceptable reliability 
and validity (Mathisen and Einarsen, 2004). The researcher preferred to use a four- point 
scale in order to avoid the midpoint of scale, as well to force respondents to answer 
statements which will help to investigate their creative work environment.
• Employee Attitudes Measures
Boon et al. (2005: p.281) defined the concept of employee attitudes as “the extent to which 
members of a work organization are able to satisfy important individual needs through their 
experiences in the organization”. Employee attitudes in this study include three variables are 
job satisfaction, intrinsic motivation, and organisational commitment. An employee attitudes 
questionnaire will be developed to measure the variables of employee attitudes based on 
employees’ perceptions towards their attitudes such as job satisfaction, intrinsic motivation, 
and organisational commitment.
1. Job Satisfaction Measures
Job satisfaction is defined by Locke (1976) as “a pleasurable or positive emotional state 
resulting from one’s job or job experiences” (p. 1300). Later, Armstrong (2003) defined job
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satisfaction as the feelings and attitudes of people toward their job. He mentioned that if 
people have favourable and positive attitudes towards their job, this means job satisfaction, 
but if they have unfavourable and negative attitudes towards their job, this means job 
dissatisfaction. The above explanations deduce that job satisfaction represents the positive 
attitudes of people and their feelings about their job, because they like their job.
Job satisfaction will be measured using the Job Satisfaction Survey (JSS) developed by 
Spector (1985). Job satisfaetion can be measured by two main approaches: one item for each 
facet and multiple items for eaeh facet of job satisfaction (Spector, 1997). JSS composites of 
nine subscales assess satisfaction with nine facets: pay, promotion, supervision, fringe 
benefits, contingent rewards, operating procedures, co-workers, nature of work, and 
communieation. Eaeh subscale has four items for a total of 36 items using a six-point likert- 
type scale ranging from 1 “Disagree very much” to 6 “Agree very much”. Although multiple 
items scales are more reliable than one item scales (Spector, 1997), this study will use one 
item for each facet due to avoid the length of questionnaire, and using a seven-point likert- 
type scale ranging from 1 “Strongly disagree” to 7 “Strongly agree” to assess employees’ 
level of job satisfaction.
Spector (1997) showed that the JSS is a highly reliable instrument with an overall 
Cronbach’s alpha of .91. Some studies (i.e. Deconinck and Bachmann, 2007; Hsu, 2009) have 
selected one item for each facet of job satisfaction. Hsu (2009) showed that the nine items of 
job satisfaetion instrument was reliable due to the reliability for nine items of job satisfaction 
was .82, and valid due to the factor loadings of nine items ranging from 0.50 to 0.72 which 
are highly satisfactory and have adequate validity.
2. Intrinsic Motivation Measures
Herzberg (1968) identified two groups of motivation factors: the first group, intrinsic factors 
(motivators) in employee motivation including responsibility, the work itself, achievement, 
recognition for achievement, growth and advancement. The second group, extrinsic factors 
(hygienic factors) in employee motivation including supervision, working conditions, 
company policy and appreciation, status, interpersonal relationships, payment and security. 
The absence of the extrinsic factors may result in job dissatisfaction, but job satisfaction is 
related to intrinsic factors (Bassett-Jones and Lloyd, 2005). However, Amabile (1993: p. 188) 
distinguished between the definitions of intrinsic and extrinsic motivation based on the 
theories of motivation, more specifically, “individual are intrinsically motivated when they 
seek enjoyment, interest, satisfaction of curiosity, self-expression, or personal challenge in the 
work”, whereas “individual are extrinsically motivated when they engage in the work in order
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to obtain some goal that is apart from work itself’. Thus, this study will focus on intrinsic 
motivation due to it is positively related to creativity.
Intrinsic motivation will be measured using 6-item scale developed by Warr et al. (1979). 
This scale measure the degree to which a person wants to work well in his/her job in order to 
achieve intrinsic satisfaction. Warr et al. (1979) showed the Cronbach’s alpha (reliability) for 
this scale was .82 at two times. Coyle-Shapiro (1996) found the reliability coefficient 
(Cronbach’s alpha) were .77 at time 1 and .84 at time 2. Intrinsic motivation will be measured 
using a seven-point likert-type scale ranging from 1 “Strongly disagree” to 7 “Strongly 
agree”.
3. Organisational Commitment Measures
Porter et al. (1974: p.74) defined organisational commitment as “the strength of an 
individual’s identification with and involvement in a particular organization”. More 
specifically, organisational commitment refers to the relationship between employees and 
their organisation. Such organisational commitment has three features: a strong belief in and 
acceptance of the organisation's goals and values, a willingness to exert considerable effort on 
behalf of the organisation, and a definite desire to maintain organisational membership.
Organisational commitment will be measured using 15-item scale developed by Porter et al. 
(1974). They designed organisational commitment questionnaire to measure the degree to 
which employees feel committed to their organisations, and employees’ loyalty toward 
organisations to achieve organisational goals and accept the values of organisation. They 
showed the reliability coefficients (Cronbach’s alpha) of the instrument ranged from .82 to 
.93 across the four time periods. Similarly, Low et al. (2001) showed the reliability coefficient 
of nine items was .90. Organisational commitment will be measured using a seven-point 
likert-type scale ranging from 1 “Strongly disagree” to 7 “Strongly agree”.
• Work Outcomes Measures
Work outcomes in this study include three variables, namely organisational creativity, 
productivity, and service innovation performance. The variables of work outcomes in the 
second stage will be measured from employees’ perspectives.
1. Creativity and Productivity Measures
Organisational creativity is defined as the production of novel and useful ideas or concepts for 
procedures, processes, serviees, and products by employees or teams in an organisation 
(Martins and Terblanche, 2003). The current study defined organisational creativity as “the
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generation of new and useful ideas in the work by an individual or team which are evaluated 
by others\decision takers in the organisation”. Productivity is defined as a “ratio between the 
outputs generated from a system and the inputs provided to create those outputs” (Mohanty 
and Yadav, 1994: p.21), while the simple concept of productivity refers to the simple ratio of 
output to input (Heap, 1996).Productivity in service organisations includes both the efficiency 
with which resources are used and the effectiveness of service rendered (Heaton, 1977).
Both organisational creativity and productivity will be measured using KEYS instrument. The 
third criterion scale of KEYS instrument includes 12 items: creativity (6 items), and 
productivity (6 items) using a four-point scale ranging from 1 “Never” to 4 “Always”. This 
study will investigate employees’ perceptions of organisational creativity and productivity. 
More specifically, creativity measurement based on employees perceptions towards creativity 
within their areas and organisation in general, while productivity will be measured through 
efficiency and effectiveness based on employees’ perceptions towards productivity within 
their areas and organisation in general. The instrument used a four-point scale ranging from 1 
“Never” to 4 “Always”.
2. Service Innovation Performance Measures
The literature indicated that there is a shortage of innovation research in the hotel industry. 
Service Innovation Performance (SIP) represents two dimensions, namely Employee Service 
Innovation Behaviour (ESIB), and New Service Development (NSD). More specifically, 
service innovation performance emerged in service organisations to explore individual 
innovative behaviour. Innovation is defined as a multistage process, and creativity or 
generation of the ideas is only one stage of innovation which is the first stage, the second 
stage seeking sponsorship and supporters for an idea, and the last stage producing a model of 
innovation. Each stage requires different individual innovative behaviour and different 
activities, and therefore individual innovative behaviour is critical part in innovation (Scott 
and Bruce, 1994). NSD is important for service organisations as a competitive advantage that 
enables these organisations to achieve superior performance, and to response to changing 
customer requirements and competitive threats. Even the importance of new service 
development, but the research in that area still very limited (Matear et al., 2004).
Hu et al. (2009) developed service innovation performance scale including two constructs: 
ESIB (six items) and NSD (eight items) based on interviews with managers in the hotel 
industry and previous empirical studies (i.e. Scott and Bruce, 1994; Matear et al., 2004). Hu et 
al. (2009) found that all items had Cronbach’s alpha coefficients of over .81, and factor 
loading for each item ranging from .63 to .90. As a result, Hu et al.’s scale is reliable and
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valid instrument to measure service innovation performance. The instrument used a six-point 
Likert scale ranging from 1 “strongly disagree” to 6 “strongly agree”. Consequently, service 
innovation performance will be measured by using Hu et al.’s (2009) instrument throughout 
two scales: ESIB, and NSD.
As discussed earlier in the first stage, hotels will be classified by measuring overall TQM for 
each hotel is derived by taking the mean score aeross all TQM CSFs. After conducting the 
second stage, then, the study will link between the level of TQM implementation (i.e. high 
implementation, and low implementation) in hotels with their work environment for 
creativity (i.e. stimulant factors, obstacle factors), employee attitudes (i.e. intrinsic 
motivation, job satisfaction, organisational commitment), and work outcomes (i.e. creativity, 
productivity, service innovation performance). Overall, the study could compare between 
different hotels based on their TQM implementation and link that to other variables in the 
second stage of study.
6.6 DESIGNING THE RESEARCH INSTRUMENTS
The researcher considered that surveys would meet the purpose of this study. Therefore, 
surveys will be chosen by the researcher, since they are the most common method to collect 
primary data (Zikmund, 2003). The survey will be conducted by use a self-administrated 
questionnaires to achieve accurate sampling, high response rate, and low respondents bias 
through the explanations were provided to respondents during distributing the questioimaires 
(Oppenheim, 1992). Furthermore, Bourque and Fielder (1995) a self-administrated 
questionnaire is lower cost when it is compared with other instruments. This type of 
questionnaires allows the respondents to fill it out according to their conveniences (Zikmund, 
2003). In general, data can be obtained by using a questionnaire in the survey strategy 
(Saunders et al., 2003), and therefore this study will use instruments to collect primary data 
from the sampling frames. Reliability and validity are veiy important issues for research 
(Collis and Hussey, 2003), and consequently, the researcher must address both the validity 
and reliability of the measure in order to confirm the construction of an effective instrument 
(Bourque and Fielder, 2003).
6.6.1 Reliability
Reliability refers to the credibility of the research findings, for example, if research repeats 
over time by anyone and the same findings should be achieved (Collis and Hussey, 2003). 
The reliability of instrument refers to the stability and consistency of the measure (Sekaran,
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2003; Ghauri and Gronhaug, 2005). Similarly, Saunders et al. (2009: p. 156) defined reliability 
as “the extent to which your data collection techniques or analysis procedure will yield 
consistent findings”. There are three main approaches for assessing reliability, and they are: 
test-retest, altemative-forms, and internal consistency methods (Malhotra, 2006).
The more commonly used measure of reliability is internal consistency. Internal consistency 
(Cronbach’s alpha) can measure the reliability of statements in questionnaire, in order to 
confirm the homogeneity among statements of questionnaire. Furthermore, the reliability of 
questionnaires purposed to test both of stability and consistency for items of questionnaire by 
using Cronbach’s alpha, which represents internal consistency through how the items are 
related to each other positively (Sekaran, 2003). Therefore, internal consistency test will be 
used to measure the reliability of the instruments’ statements using Cronbach’s alpha 
(Saunders et al., 2009). The coefficient of Cronbach's alpha varies from 0 to 1; the generally 
agreed upon lower limit is 0.70, and in exploratory research, it may decrease to 0.60 (Hair et 
al., 2010).
6.6.2 Validity
Validity is considered as the degree to which a mean measures what it is supposed or intended 
to measure (Oppenheim, 1992).It refers to the accurate representation of the research findings 
to real events in the situation (Collis and Hussey, 2003). Validity regarded as an evidence that 
instrument used to measure a concept does indeed measure the intended concept (Sekaran, 
2003), Saunders et al. (2009: p. 157) defined validity as “whether the findings are really about 
what they appear to be about”.
There are different types of validity such as content, construct, and criterion-related (Collis 
and Hussey, 2003; Cooper and Schindler, 2008; Saunders et al., 2009). Content (or face) 
validity, which is the most common in research, focuses on ensuring that measures used in 
research to measure what is supposed to measure (Collis and Hussey, 2003). Sekaran (2003) 
posited that content validity of the instrument is determined by a panel of judges. In order to 
obtain validation statements that measure what the researcher intended to measure by these 
statements (Zikmund, 2003). Malhotra (2006: p. 286) defined face validity as “a subjective 
but systematic evaluation of how well the content of the scale represents the measurement 
task at hand”. Another type is construct validity which is important in business research, this 
type relates to some phenomena which cannot be observed directly (Collis and Hussey, 2003), 
and it is crucial and important for meaningful and interpretable research findings (Ghauri and 
Gronhaug, 2005). Finally, criterion-related (or predictive) validity is concerned with the
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ability of measures (independent) to make accurate predictions of performance (dependent) 
(Saunders et al., 2009).
Although this study has selected reliable and valid instruments for measuring different 
variables, as well these instruments are applicable in different countries and cultures. All 
instruments will be translated from English into Arabic by the first author, translate back from 
Arabic to English by another fluently bilingual person, and then examine to assess the 
appropriateness of the translation. Furthermore, piloting the research instruments is purposed 
to get the right words for the statements of instruments (Gillham, 2000), and therefore pre­
testing (or piloting) for instruments will be conducted by research specialists who are working 
in academic research and the hotel industiy to confirm the workable instruments in this study.
6.6.3 TQM Instrument
The TQM instrument is comprised of four parts. The first part will explore managers’ 
perception of TQM implementation at their hotels. The second part will investigate managers’ 
perception of hotel innovation. The third part will explore managers’ perception of a list of 
factors that are identified in the literature as important for successful TQM implementation. 
The fourth part will cover managers’ demographic profile and their hotel characteristics.
The first part contained 71 statements to determine 12 CSFs in order to measure the level of 
TQM implementation;
1. Supplier Relationship; all items in this scale were adapted from Flynn et al.’s (1994) 
instrument, which contained four statements (Ql, Q13, Q25, Q37).
2. Top Management Commitment: All items in this scale were adapted from Ahire et 
al.’s (1996) instrument, which contained six statements (Q2, Q14, Q26, Q38, Q49, 
Q56).
3. Education and Training: All items in this seale were adapted from Zhang et al.’s 
(2000) instrument, which contained six statements (Q3, Q15, Q27, Q39, Q50, Q63).
4. The Role of the Quality Department: All items in this scale were adapted from 
Saraph et al.’s (1989) instrument, which contained five statements (Q4, Q16, Q28, 
Q40, Q51).
5. Product/Service Design: All items in this scale were adapted from Saraph et al.’s 
(1989) instrument, which contained six statements (Q5, Q17, Q29, Q41, Q52, Q66).
6. Quality Data and Reporting: All items in this scale were adapted from Saraph et 
al.’s (1989) instrument, which contained eight statements (Q6, Q18, Q30, Q42, Q53, 
Q57, Q60, Q67).
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7. Process Management/Operating Procedures: All items in this scale were adapted 
from Saraph et al.’s (1989) instrument, which consists of two parts inspection 
contained four statements (Q7, Q43, Q54, Q58), and proeess control contained six 
statements (Q19, Q31, Q61, Q64, Q68, Q71).
8. Customer Focus: All items in this scale were adapted from Ahire et al.’s (1996) 
instrument, which contained four statements (Q8, Q20, Q32, Q44).
9. Employee Management: All items in this scale were adapted from Ahire et al.’s 
(1996) instrument, it consists of two parts employee empowerment contained five 
statements (Q9, Q21, Q55, Q59, Q69), and employee involvement contained three 
statements (Q33, Q45, Q62).
10. Leadership Support: All items in this scale were adapted from Claver et al.’s (2003) 
instrument, which contained four statements (QIO, Q22, Q34, Q46).
11. Quality Planning: All items in this scale were adapted from Claver et al.’s (2003) 
instrument, which contained five statements (Q ll, Q23, Q35, Q47, Q65).
12. Continuous Improvement: All items in this scale were adapted from Claver et al.’s 
(2003) instrument, which contained five statements (Q12, Q24, Q36, Q48, Q70).
The second part contained nine statements to measure innovation, which describes two types 
of innovation:
1. Product Innovation: All items in this scale were adapted from Prajogo and Sohal’s 
(2003) instrument, which contained five statements (Innl, Inn 3, Inn 5, Inn 7, Inn 9).
2. Process Innovation: All items in this scale were adapted from Prajogo and Sohal’s 
(2003) instrument, which contained four statements (Inn 2, Inn 4, Inn 6, Inn 8).
The third part will explore the importance of 12 CSFs of TQM based on managers’ 
perspectives by asking them to assess the level of importance for each factor on a six-point 
scale, as well this part contained two questions regarding the practices of quality 
management: the existence of quality department or quality commitment, and the length of 
quality practices and quality programmes that have been implemented in each hotel. Finally, 
the fourth part contained two sections A and B. Part A contained six statements about 
demographic profiles (gender, age, nationality, and education), experience and organisational 
position, which were developed by the researcher. Part B contained five statements about 
hotel characteristics as hotel name, classification of hotel, hotel affiliation, hotel management, 
number of rooms, and number of employees.
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6.6.4 Creativity Instrument
Creativity instrument is comprised of five parts. The first part will investigate employees’ 
feelings (such as intrinsic motivation, job satisfaction, and organisational commitment) about 
their work at hotels. The second part will explore employees’ perceptions of work 
environment for creativity. The third part will investigate employees’ perceptions towards 
work area (i.e. creativity, productivity). The fourth part will explore employees’ perceptions 
of service innovation performance (i.e. employee service innovation behaviour, new service 
development) at their hotel. The fifth part will cover employees’ demographic profile.
The first part contained 30 statements to measure employee attitudes, which describes three 
types of attitudes:
1. Organisational Commitment: All items in this scale were adapted from Porter et 
al.’s (1974) instrument, which contained 15 statements (Att 1, Att 3, Att 5, Att 7, Att 
9, Att 11, Att 13, Att 15, Att 17, Att 19, Att 21, Att 23, Att 25, Att 27, Att 29).
2. Job Satisfaction: All items in this scale were adapted from Spector’s (1985) 
instrument, which contained nine statements (Att 2, Att 6, Att 10, Att 14, Att 18, Att 
22, Att 26, Att 28, Att 30) that described nine job facets (i.e. pay, promotion chances, 
supervision, fringe benefits, contingent rewards, operating conditions, co-workers, 
nature of work, and communication) to measure job satisfaction.
3. Intrinsic Motivation: All items in this scale were adapted from Warr et al.’s (1979) 
instrument, which contained six statements (Att 4, Att 8, Att 12, Att 16, Att 20, 
Att 24).
The second part contained 66 statements to investigate the dimensions of climate for 
creativity, which describes two groups of dimensions:
• Stimulants Scale: All items in this scale were adapted from Amabile et al.’s (1996)
instrument, which contained six dimensions:
1. Organisational Encouragement contained 15 statements (Cl, C 9, C 17, C 25, 
C 33, C 36, C 39, C 43, C 46, C 49, C 52, C 55, C 58, C 61, C 66).
2. Supervisory Encouragement contained 11 statements (C 2, C 10, C 18, C 26,
C 34, C 37, C 40, C 47, C 50, C 56, C 59).
3. Work Group Supports contained eight statements (C 3, C 11, C 19, C 27, C 41,
C 44, C 53, C 62).
4. Freedom contained four statements (C 4, C 12, C 20, C 28).
5. Sufficient Resources contained six statements (C 5, C 13, C 21, C 29, C 48, C
63^
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6. Challenging Work contained five statements (C 6, C 14, C 22, C 30, C 57).
• Obstacles Scale: All items in this scale were adapted from Amabile et al.’s (1996) 
instrument, which contained two dimensions:
1. Organisational Impediments contained 12 statements (C 7, C 15, C 23, C 31, C
35, C 38, C 42, C 45, C 51, C 54, C 60, C 64).
2. Workload Pressure contained five statements (C 8, C 16, C 24, C 32, C 65).
The third part contained 12 statements to investigate work area in order to measure work 
outcomes (i.e. creativity, productivity), which describes two dimensions:
1. Creativity: All items in this scale were adapted from Amabile et al.’s (1996) 
instrument, which contained six statements (Crl, Cr2, Cr3, Cr4, Cr5, Cr6).
2. Productivity: All items in this scale were adapted from Amabile et al.’s (1996) 
instrument, which contained six statements (Prl, Pr2, Pr3, Pr4, Pr5, Pr6).
The fourth part contained 14 statements to investigate innovative environment in order to 
measure service innovation performance, which describes two dimensions:
1. ESIB: All items in this scale were adapted from Hu et al.’s (2009) instrument, 
which contained six statements (Sipl, Sip 3, Sip 5, Sip 7, Sip 10, Sip 13).
2. NSD: All items in this scale were adapted from Hu et al.’s (2009) instrument, which 
contained eight statements (Sip 2, Sip 4, Sip 6, Sip 8, Sip 9, Sip 11, Sip 12, Sip 14).
Finally, the fifth part contained ten statements about demographic profiles (gender, age, 
nationality, social status, and education), hotel name, experience, organisational position, 
department and monthly salary, which were developed by the researcher.
6.7 SAMPLING PROCEDURES
Sampling refers to “the process of selecting a sufficient number of elements from the 
population” (Sekaran, 2003: p.266). It is important for most researches in order to obtain 
representative sample, and therefore generalises characteristics or properties of sample to the 
characteristics or properties of population (Sekaran, 2003; Saunders et al., 2009). This section 
will cover the sample of this study as well as the sample size.
6.7.1 Sample
Resort hotels faced several challenges such as a shortage of trained employees and high 
employees turnover (Dabbas, 2000), the resorts rely on seasonal workers and this challenges
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managers to hiring, training, and motivating many new employees in each season (Mill, 
2001). Since guests have high expectations of service in resorts, and these guests expect a 
high quality of services in an efficient, courteous, and professional way. This leads to 
increased pressure on employees to be more produetive and effective in providing outstanding 
service (Dabbas, 2000). Thus, hospitality employees' attitudes and their behaviour towards 
customers have a signifieant impact on customer perceived service quality (Dabbas, 2000; 
Ekinci, 2002; Zeithaml and Bitner, 2003).
Furthermore, several challenges in resort hotels such as stress and turnover can impact on the 
quality of service. Since resort hotels have to achieve the high levels of service excellence in a 
competitive market. Therefore, an appropriate motivation and training are required for both 
staff and management in resort hotels to provide the high levels of quality service as one of 
their key differentiators. That requires some management techniques to improve the quality 
service such as flexibility and empowerment. One of the best ways to present these techniques 
together is the implementation of TQM principles, as had been done successfully by the Ritz- 
Carlton hotel. Hence, TQM is a way to get to the top of the resort hotels through increasing 
competitive advantage, customers and employees satisfaction, and reducing employee 
turnover (Murphy, 2008).
Since there are some problems or challenges in Jordanian resort hotels such as a shortage of 
qualified staff and high employee turnover; high seasonality; low occupancy rates; and high 
prices, and these challenges lead to poor perceived service quality. This sector in Jordan needs 
to improve service quality. Many organisations in the hospitality industry have addressed the 
issues of service quality by implementing TQM in order to achieve greater competitive 
advantage (Upchurch and Lashley, 2006). Therefore, this study focuses on achieving a 
successful TQM implementation which is important for enhancing organisational creativity 
and innovation in resort hotels in order to solve their problems. Thus, many hotels have 
responded to these challenges by adopting TQM as a management approach in order to 
provide new solutions through organisational ereativity and innovation as well as established 
outcomes in terms of productivity and service delivery.
The existing resort hotels in Jordan are based on tourism destinations such as the beach of 
Aqaba Gulf, the northern beach of the Dead Sea, and Petra as one of the most famous 
historical site in the Middle East. Thus, all resort hotels in Jordan are destination resort hotels 
which are located around the beaches and in historical sites. The target population contains all 
employees who work at Jordanian resort hotels around the Dead Sea, Gulf of Aqaba and in 
Petra, since all Jordanian resort hotels are located in these locations. A purposive sampling
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was used to obtain only four- and five-star resort hotels, which have appropriate 
characteristics that meet the purpose of this study (Zikmund, 2003), and those hotels can 
provide desired data whieh are related to the research objectives (Sekaran, 2003). Around 22 
four- and five-star resort hotels are considered as destination resort hotels in Jordan were 
selected to participate in this study which had a total number of 4,239 employees in 2010 
(Ministry of Tourism in Jordan, 2010).
Due to the fact that the study wants to test two major groups, the population was divided into 
two subgroups: line employees, and managers. The sampling frame in this study contained all 
line employees and their managers. Hence, the study employed two samples. The first 
sampling frame includes all line employees. The second sample frame involves all managers 
in the participating hotels. The researcher will approach the subjects in these sampling frames 
through a contact with their Human Resource (HR) managers. Furthermore, a random 
sampling technique will be selected to choose the study participants in order to obtain a 
representative sample for population (Sekaran, 2003), and to ensure that selecting the sample 
will be at random from sampling frame (Saunders et al., 2009).
6.7.2 Sample Size
The response rates in research can be varied when collecting primary data based on the 
method of data collection. Saunders et al. (2003) suggested that the average of survey 
response rates for individuals ranged from 41% to 100 %. Healey (1991), as cited by 
Saunders et al. (2003), suggested a minimum average response rate of 50% for surveys. In 
general, the response rate of questionnaire surveys of business ranging from 50% to 65 % 
(Willimack et al., 2002) as cited by (Saunders et al., 2003).
Sekaran (2003) who determined the sample size for population size (4,239) is 351. Similar, 
the minimum sample size for the same population at a 95% level of confidenee and 5% 
margin of error is 357, and therefore this study needs at least sample size 357 to generalise the 
results of sample to the population (Saunders et al., 2009). One can conclude that these 
numbers are very close to each other. Thus, this study will conduct with sample size 357 
which is the highest number in the previous calculations, and in order to obtain a generalised 
sample for the study population.
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6.8 DATA COLLECTION METHODS
As discussed in sub-section (6.3.6) that this study will use various approaches to collect data, 
this means that both quantitative and qualitative data will be collected in order to fulfil this 
study. More specifically, a quantitative approach can collect data by using predetermined 
instruments that yield statistical data, while a qualitative approach can collect data by words 
and observations (Silverman, 2001). A survey is widely used to collect quantitative data to 
test the research hypotheses, and therefore quantitative data will be collected via a survey in 
the form of a self-administrated questionnaire (Zikmund, 2003). For example, TQM 
questionnaire will be distributed to all managers, whereas creativity questionnaire will be 
distributed to line employees. Qualitative data will be collected through structured interviews 
triangulating quantitative data by a questionnaire. In other words, the researcher decided to 
use methodological (or data) triangulation by conducting short interviews to support 
quantitative data.
Describing the implementation of TQM and creative work environment in Jordanian resort 
hotels requires a questionnaire, as well investigating the relationship between TQM and 
creativity, while understanding TQM practices requires interviews with a limited number of 
respondents. Saunders et al. (2009) supported that interviews can be used at exploratory stage, 
while questionnaire to collect descriptive and explanatory data.
Qualitative data can be collected through three ways: in-depth, open-ended interviews; direct 
observations; and written documents (Patton, 2002). Interviews can be used to collect valid 
and reliable data that are related to the research questions and objectives (Saunders et al.,
2009). Furthermore, interviews yield direct questions from respondents about their 
experiences, opinions, feeling and knowledge (Patton, 2002). There are different types of 
interviews, which are based on the purpose of research, namely, semi-structured interviews, 
in-depth and group interviews, and structured interviews (interviewer administered 
questionnaires) (Saunders et al., 2009). Whereas, Patton (2002) suggested three approaches to 
conduct interviews are: the informal conversational interview approach, the general interview 
guide approach, and the standardized open-ended interview approach.
This study will use structured interview to eollect qualitative data. Specifically, the structured 
interview requires wording each question before the interview, and the interview questions 
would be completely specified (Patton, 2002). Structured interviews use questionnaires based 
on a predetermined and ‘standardised’ or identical set of questions, these structured
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interviews are used to collect quantifiable data they are also referred to as ‘quantitative 
research interviews’. Furthermore, structured interviews can be used for a descriptive research 
as means to identify general patterns, may also be used as a statistical sense in relation to an 
explanatory research (Saunders et al., 2009).
6.9 DATA ANALYSIS TECHNIQUES
A quantitative methodology will be applied in this study in order to analyse the causal 
relationship between variables (Creswell, 1994). Factor analysis. Exploratory Factor Analysis 
(EFA) and Confirmatory Factor Analysis (CFA), will be used to ascertain the underlying 
structure in a data matrix (Hair et al., 2010), EFA will be used to discover a set of variables 
underlie the common factors in the data based on the correlations among variable in each 
factor, whereas CFA will test a hypothesis of common factors and how they are related to 
observed variables in order to confirm that hypothesis which has already been identified from 
previous research (Mulaik, 2010).
Descriptive analysis which will transform raw data to an another form that will present data 
in understanding and interpreting way through ordering, manipulating, and rearranging data to 
make descriptive information (Zikmund, 2003), it also describes the variables of the sample 
and compare among them, therefore descriptive analysis was used to describe primary data in 
descriptive information (Saunders et al., 2003). In this study, descriptive statistics used 
frequency distributions to describe the demographic characteristics of the hotels, as well as 
the participants’ demographic characteristics in this study that will display in tables (Saunders 
et al., 2009). Furthermore, central tendency measures such as the arithmetic mean will be used 
to calculate the average of data values that represent an overall view for data, plus variance 
measures such as standard deviations will be used to describe the answers to the rating 
questions (Sekaran, 2003). Cluster analysis will be used to classify hotels based on specific 
characteristics in which the researcher is interested (Gordon, 1981).
Additionally, qualitative analysis will be used to analyse qualitative data which will be 
collected by structured interviews. Saunders et al. (2009) reported that there is no 
standardised procedure for analysing qualitative data, but it could be possible to classify data 
into three main types of processes: summarising (condensation) of meaning; categorisation 
(grouping) of meaning, and structuring (ordering) of meaning using narrative. However, the 
core meaning of data can be found through content analysis are often called patterns
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(descriptive findings) or themes (categorical or topical forms) (Patton, 2002), and therefore 
content analysis will be used to analyse qualitative data.
Inferential statistics will be used to determine the cause and effect of independent on 
dependent variables in a regression model and to make inferences about the population 
(Henkel, 1976). This method will be used to test hypotheses with t-tests will run to indicate 
the mean differences within participated hotels related to the study variables (Sekaran, 2003). 
In addition, descriptive Pearson correlation coefficient will be used first to assess the 
relationship among variables in this study, and then a multiple linear regression analysis will 
be used to analyse the cause and effect relationship among variables (De Vans, 2002), and to 
examine the ability of the independent variable(s) to predict the single dependent variable 
(Hair et al., 2010). As well as mediation analysis will be conducted to investigate the 
mediation variable(s) between independent and dependent (Baron and Kenny, 1986). Finally, 
Structural Equation Modelling (SEM) will fonnulate a hypothesis about the underlying model 
and test that hypothesis, and the appropriate model is obtained when the model fit the data 
and then the parameter estimates can be interpreted (Miles and Shevlin, 2001), and analyse 
multiple relationships among several variables (Burnette and Williams, 2005; Hair et ah,
2010), and therefore the SEM technique employs to estimates of how well the data fit the a 
priori hypothesised model. A summary of selection criteria for multivariate techniques is 
presented in Figure 6.8.
______________ Figure 6.8: Selecting a Multivariate Technique______________
What type o f relationship 
is being examined?
D ep en d en ce Interdependence
How many variables 
are being predieted?
M u ltin le reiationshins S in g le  relationship
Structural E quation  
M od ellin g  (S E M )
C luster ana lysisC anon ical correlation  
analysis
C orresp on dence an alysis
C anon ica l correlation  
an alysis  w ith  d um m y
Factor an a lysis
M ultivariate an alysis  
o f  variance
C on finnatoiy  factor analysis
Exploratory factor analysis
Source: Adapted from Hair et al. (2010, pp. 12-13)
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6.10 RESEARCH ETHICS
The study will follow an informed consent form that provides the respondents with all 
relevant information about this study, and assured confidentiality and privacy to the 
respondents through invitation letters that will be send to resort hotels’ HR managers 
(Zikmund, 2003). In addition, the researcher will provide HR managers with additional and 
detailed information and explanations related to the questionnaires. Furthermore, the 
researcher will assure HR managers that data would be employed for academic purposes only 
and would be treated confidentially. Since the privacy is very high in Jordanian resort hotels, 
the names of the participating resort hotels and their employees would not be published.
6.11 CONCLUSIONS
This study will apply positivism philosophy with a deductive quantitative approach in order to 
explore the relationship between TQM and organisational creativity, as well qualitative 
approach to investigate the situation of TQM implementation. This study follows explanatory 
study (or hypotheses testing) to investigate the casual relationships between variables through 
testing the proposed hypotheses. Survey strategy will be used in this study through self- 
administrated questionnaires to collect quantitative data, and structured interviews to collect 
qualitative data. The target population of this study involves all employees and their managers 
at four- and five-star resort hotels in Jordan. The sampling frame will be divided into two 
sampling frames, one with line employees and one with managers. A random sampling will 
be used to select the participants in this study.
The instruments will be distributed to participants through HR managers in the selected hotels 
to collect primary data since the privacy is very high in Jordanian resort hotels. This study 
will use both descriptive and inferential statistics will be performed with the primary data 
using SPSS, Structural Equation Modelling (SEM) using AMOS, and content analysis. 
Finally, research ethics will be applied in this study by following an informed consent form 
that provides participating resort hotels with all relevant information about this study, and 
assure them about the privacy of collected data and the results.
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CHAPTER SEVEN 
DATA ANALYSIS AND FINDINGS 
SURVEY ONE: TQM DATA
7.1 INTRODUCTION
This chapter contains several sections and subsections that present the data analysis in the 
current study. Firstly, this chapter describes the demographic characteristics of the hotels, as 
well as the participants’ demographic characteristics. Then, the results of Exploratory Factor 
Analysis (EFA) and Confirmatory Factor Analysis (CFA) for the TQM survey will be 
discussed. Although the validity and reliability of the study variables were confirmed with 
EFA and CFA, the internal consistency test and validity for the study scales were also 
examined. Descriptive statistics for the TQM instrument scales and the hotels’ eharaeteristics 
regarding TQM practices are presented in this chapter. These descriptive statistics followed by 
the results of cluster analysis for hotels based on the level of TQM practices, are supported by 
qualitative data as discussed in a content analysis of interviews. Furthermore, the chapter 
discusses the results of a correlation analysis and regression analysis between TQM 
implementation and innovation performance. This is followed by testing TQM model using 
Structural Equation Modelling (SEM). Finally, the chapter ends with a summary of the results.
7.2 PILOTING TQM QUESTIONNAIRE
A Pilot study is defined as “surveys using a limited number of respondents and often 
employing less rigorous sampling techniques than are employed in large, quantitative studies” 
(McDaniel and Gates, 2001). Piloting the instruments is purposed to get the right words for the 
statements of instruments (Gillham, 2000). This was especially important as the study scales 
were adapted from the western context based on English versions, while the study context used 
the Arabic language as discussed in Chapter Six. Hence, it was necessary to conduct two pilot 
tests, one on the English version and another on the Arabic version.
The first pilot study was conducted in the UK in English version with people using the native 
language (English), four hotels were used with one quality manager or Human Resource (HR) 
manager. In addition, seven other individuals speaking English fluently since they got their 
PhD degrees from UK universities, and they serving in academic positions in departments of
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hotel management in different universities in the Middle East were asked to complete the TQM 
questionnaire. Respondents were asked by the researcher to write down any comments about 
the questionnaire in order to identify unclear statements. The respondents’ feedback mainly 
related to the wording of statements, they solicited the difficulty to understand and complete 
some statements that are related to factory production or related to terminology of TQM, and 
the time required to complete the questionnaire. The majority of respondents completed the 
questionnaire without any confusion or need for more clarification.
Based on the respondents’ evaluations, the researcher modified and developed the statements 
of questionnaire in order to be understandable and applicable in the hotel industry. Since 
Arabic is the mother language of the people in Jordan, and due to the fact that not all 
employees in the resort hotels could understand the English version, the TQM questionnaire 
was translated from English into Arabic by the first qualified person who is speaking English 
fluently, after that questionnaire was translated back from Arabic to English by another 
fluently bilingual person, and then examined to assess the appropriateness of the translation. 
This translation was conducted in order to identify and modify inconsistency between English 
and Arabic versions (Zikmund, 2003).
The second pilot study was conducted by administrating the questionnaire after the completion 
of translation and back-translation from English to Arabic, to ten managers working in five-star 
resort hotels in Jordan, who agreed to complete TQM questionnaire in Arabic version. Thus, 
ten TQM questionnaires were distributed to managers. The researcher asked respondents if 
they had any comments about the questionnaire in order to identify unclear statements. The 
respondents found few misleading words and unclear statements, and they suggested 
modifications to some statements. Then, the researcher changed misleading words and 
modified some statements regarding respondents’ feedback in order to avoid ambiguous 
statements and misunderstanding those statements. After that, the final version of TQM 
questionnaire was ready to distribute to the participants. A copy of the final version of TQM 
questionnaire in English is attached in (appendix 1).
7.3 DATA COLLECTION
This study follows data triangulation in term of TQM by collecting both quantitative and 
qualitative data. More specifically, quantitative data were collected from managers by survey 
questionnaire, a survey is widely used to collect quantitative data to test the research 
hypotheses. While, qualitative data were collected through structured interviews triangulating
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the collected quantitative data. In other words, the researcher decided to use methodological 
triangulation by conducting short interviews with managers to support the quantitative data. 
Consequently, the gathered TQM data were both quantitative and qualitative.
This research was conducted in Jordan -  the homeland of the researcher -  from the first of July 
2010 to the first of October 2010. At the beginning stage of collecting data the researcher made 
a personal visit to each resort hotel in Jordan in order to introduce himself and his study 
through an invitation letter (appendix 2), to build strong trust with participating hotels and to 
determine a deadline for completing the questionnaires. In addition, a support letter from 
researcher’s supervisor at University of Surrey (appendix 3), and another support letter from 
researcher’s sponsor (Al-Hussein Bin Talal University) in Jordan in Arabic language (appendix 
4) were delivered to each resort hotel in order to get their permissions to circulate the 
questioimaires in these hotels. Furthermore, through the primary visits to resort hotels the 
researcher was able to determine which managers who are in charge and be interviewed. As a 
result, 17 out of 22 resort hotels agreed to participate in this study.
Quantitative data were collected via TQM questionnaire. The researcher arranged 
appointments to bring the questionnaires, and approached the subjects in the sample through 
contact with HR managers. Then, the researcher delivered the questionnaire with a cover letter 
introducing the study and its purpose to the HR managers who in turn distributed them 
amongst managers because Jordanian resort hotels did not allow the researcher to directly 
contact managers. The HR managers were instructed on how to assure confidentiality, and how 
to distribute and collect the questionnaires. The questionnaires were distributed and collected 
by the researcher himself. To keep in touch with the respondents the researcher left his e-mail 
and mobile number in ease the respondents faced any difficulty in understanding and/or 
answering any question. Furthermore, the researcher asked HR managers to call him when the 
questionnaires were ready to be collected. However, during the completion period the 
researcher phoned HR managers several times to remind them to encourage participants to 
complete the questionnaires. On the other hand, HR managers in the sampled hotels asked the 
researcher if he wanted any other help in the future, and they were happy to give the researcher 
their business cards to keep in touch with him in the future. Completion of questionnaires was 
different from one resort hotel to another, which is averaged between two weeks and six 
weeks.
The second stage of the data collection was structured interviews with one manager (i.e. 
general manager, HR manager, front office manager, and training manager) from each resort
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hotel, these interviews were used to give a elear understanding of the TQM practices. The 
researcher aimed to make 17 structured interviews, and therefore each resort hotel in the 17 
sampled hotels was invited to be part in short structured interviews. During the questionnaire 
collection the researcher had approval and appointments to interview one manager in each 
resort. The date and time of the interview were chosen by the interviewees themselves based 
on their appointments schedule. However, most of the interviews were held in the managers’ 
offices for their convenience.
The researcher phoned each interviewee one day before the interview to confirm the 
appointment. Then, he explained to the interviewees the aim of the interview and gave them 
the open-ended questions listed in the interview. The managers were interviewed individually 
and each interview took about 20 minutes, these interviews were conducted in Arabic 
language. In conducting the structured interviews, every interviewee was asked eight questions 
in the same way; the researcher took notes for each interview. The researcher assured 
confidentially of the provided data. However, the researcher asked the interviewees to stop the 
interview when they wanted in order to give them more freedom to express their view. The 
interviewees provided more important related issues to the practices of quality management. 
Finally, the researcher expressed his thanks to interviewees and showed his appreciation for 
their time and cooperation. Consequently, qualitative data were collected through short 
structured interviews with one manager from each hotel.
The gathered data were reviewed and coded by the researcher for data entry. The quantitative 
data were analysed by using Statistical Package for the Social Sciences (SPSS) 18.0 for 
windows, and Structural Equation Modelling (SEM) software known as Analysis of Moment 
Structures (AMOS). Additionally, a content analysis was used to analyse short interviews 
(qualitative data) to support TQM quantitative data.
7.4 POPULATION AND SAMPLE
The research population is made up of 170 Managers in 17 four- and five-star resort hotels in 
Jordan. The research sample contains all managers. This research used a eross-sectional 
approach to collect data. Thus, data were collected via a self-administrated questionnaire and 
short structured interviews. More clarification, 170 TQM questionnaires were distributed to all 
managers. A total of 107 TQM questionnaires were returned, a response rate of 62.3%. 
However, as three TQM questionnaires were invalid due to incomplete data, the researcher 
obtained 104 usable TQM questionnaires. On the other hand, a total of 12 out of 17 hotels
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agreed to participate in structured interviews after introduced and explained the purpose behind 
these interviews.
As discussed in the research design and methodology chapter, the response rate for 
questionnaire surveys of business ranges from 50 to 65 % (Willimack et al., 2002). On the 
other hand, Healey (1991), as cited by Saunders et al. (2003), suggested a minimum average 
response rate of 50% for surveys. Thus, the researcher concludes that the research response 
rate is considered acceptable. As a result, the research sample is considered a good 
representation of the population.
7.5 CHARACTERISTICS OF THE PARTICIPATING HOTELS
This section is mainly concerned with presenting a descriptive analysis of the sampled hotels. 
It provides a brief description of the participated hotels characteristics such as hotel 
classification, hotel affiliation and hotel management.
7.5.1 Hotel Classification
Figure 7.1 below displays the distribution of hotels according to their classification.
Figure 7.1; Hotels Represented by Hotel Classification
29%
71%
□ Four S tar b  Five S tar
As can be seen from Figure 7.1, 71% (12) of the sampled hotels were five-star hotels, while 
29% (5) of them were four-star hotels.
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7.5.2 Hotel Affiliation
The distribution of hotels regarding their affiliation is presented in Figure 12.
Figure 7.2: Hotels Represented by Hotel Affiliation
65%
35%
□ Independent Hotel ■ International Chain
As illustrated in Figure 7.2, 65% (11) of hotels were international chain, while independent 
hotels accounted for 35% (6).
7.5.3 Hotel Management
Figure 7.3 below shows the distribution of sampled hotels according to their management. 
Figure 7.3: Hotels Represented by Hotel Management
18%
82%
□ Owner Managed m M anagem ent Contract
Figure 7.3 below revealed that 82% (14) of hotels had a management contract and 18% (3) of 
the hotels managed by their owners. A summary, crosstabulations reported that the highest
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group of participated hotels (n=10) that consists of 58.8% of the total sampled hotels were five- 
star international chain hotels with management contract as shown in Table 7.1.
Table 7.1: Crosstabulations of the Participated Hotels (Characteristics)
Hotel Management Hotel Hotel Affiliation Total
Classification International Chain Independent
Owner managed Five Stars - 1
(5.9%)
1
(5.9%)
Four Stars - 2
(11.8%)
2 (11.8%)
Management contract Five Stars 10
(58.8%)
1
(5.9%)
11
(64.7%)
Four Stars I 2 3
(5.9%) (11.8%) (17.6%)
Total 11 6 17
(64.7%) (35.3%) (100%)
As can be seen from Table 7.1, the majority of the sampled hotels are characterised as five-star 
international chain hotels, and managed by management contract.
7.6 DEMOGRAPHIC CHARACTERISTICS OF THE MANAGERS SAMPLE
This section is mainly concerned with presenting a descriptive analysis of the participants’ 
characteristics. It presents a brief description of the demographic characteristics of the 
participated managers such as gender, age, nationality, education level, and participants’ 
position.
7.6.1 Gender
The distribution of gender in the managers sample is presented in Figure 7.4.
Figure 7.4: Managers Sample Represented by Gender
11%
89%
□ Male m Fem ale
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Figure 7.4 shows that 89% of managers in this study were males, whereas females accounted 
for 11%. These numbers close to the hotels workforce statistics in Jordan as discussed earlier, 
for instance, males consist of 92%, and 8% is females ( Jordanian Ministry of Tourism, 2010).
7.6.2 Age
Figure 7.5 shows the age distribution for managers in Jordanian resort hotels.
Figure 7.5: Frequency Distribution of Managers Age
45.00%
38.5%40.00%
35.00%
30.00%
25.00%
20 .00% 15.4%
15.00%
10 .00 %
3.8%5.00%
0 .00 %
26-35<25 36-45 46-55
As can be seen from Figure 7.5, 42.3% of managers were in the age group 26-35 years. The 
older people are less represented, with only 3.8% for managers of 46 years old or more. The 
majority of managers were in age group between 26 to 45 years, this represents a reasonable 
age group for managers in hotels.
7.6.3 Nationality
Figure 7.6 below revealed that 94% of managers were Jordanian, and only 6% was from non- 
Jordanian.
Figure 7. 6: Managers Represented by Nationality
6%
94%
□  Jordanian ■  Non-Jordanian
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7.6.4 Education Level
Figure 7.7 presents the managers distributed by their education level.
Figure 7.7: Managers Educational Level
70.00%
60.00%
50.00%
40.00%
30.00%
20 .00%
10.00%
0 .00%
Less than 
secondary 
education
63.4%
25%
5.8% 5.8%
------- ,------------------------------- ------ ,-------------------------------
Secondary Undergraduate Postgraduate
education Degree Degree
As Figure 7.7 shows, the majority of managers (63.4%) at the hotels hold an undergraduate 
degree, the second group (25%) was secondaiy school graduates, and the last two groups had 
the same percentage (5.8%) for who had less than secondary education, and postgraduate 
graduates.
7.6.5 Experience in the Current Hotel
Figure 7.8 displays the distribution of sampled managers’ experiences for their current hotels.
Figure 7.8: Managers Experience in the Current Hotel
40.00% 
35.00% 
30.00% - 
25.00% - 
20.00% 
15.00% - 
10.00%  - 
5.00% - 
0 .00%
36.6%
26.9%
19.2%
17.3%
1 year or less 2-4 years 5-7 years 8 years or more
211 -
M. Al-Ababneh Chapter 7: Data Analysis and Findings (Survey 1: TQM Data)
From Figure 7.8, it can be seen that 26.9% of employees working for their current hotels for 
less than one year, 36.6% between 2 and 4 years, 19.2% between 5 and 7 years, and less than 
17.3% working for more than 8 years.
7.6.6 Position
Figure 7.9 below shows the distribution of managers according to their current position.
Figure 7.9: Managers Represented by Current Position
18% _________
' 35%
47%
□ First line m anager n  Middle m anager □ Top m anager
As can be seen from Figure 7.9, 47% of the sampled managers were middle managers, while 
35% of them were first line managers, and finally, 18% of the sample was top managers.
To summarise, 104 managers participated in this study. The majority of the sample (89%) was 
males since cultural restrictions limit females working in resort hotels. Most participants 
(42.3 %) age between 26- 35 years that represents most managers were young people. Most of 
participants (94%) were Jordanian, and the majority of participants (63.4 %) were 
undergraduate degree holders that indicate most managers were educated people. The highest 
number of participants (36.6%) had 2-4 years of service since most of managers were 
experienced people. The majority of participants (47%) were middle managers, which is the 
largest group of managers in resort hotels. Moreover, crosstabulations reported that the highest 
group of participants (6.7%) were male Jordanian middle managers, undergraduate degree 
holders and age between 26-35 years with 2-4 years of service.
Recent statistics issued by the Ministry of Tourism in Jordan in 2010 indicated that there are 22 
resort hotels located in three locations are: Dead Sea, Petra, and Aqaba. More specifically, 
89.4% of workers in resort hotels are males, and 95% of workers are Jordanian. From the
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above results, the study’s sample is similar to the resort hotels population in Jordan as a whole. 
Consequently, the sample statistics confirmed that males gender, and Jordanian nationality are 
the main workforce in hotels, the results showed that Jordanian males employees represent the 
majority of the workforce in the hotel industry in Jordan.
7.7 SCALES PURIFICATION
As discussed in Chapter Six, this study adapted existing western scales. Even though these 
scales showed good reliability and validity results through different contexts in previous 
researches, it was necessary to purify the scales due to this study was conducted in a non- 
western country. However, factor analysis was conducted to confirm the scales of 
measurements. Factor analysis consists of a number of statistical techniques that aim to 
simplify complex sets of data (Kline, 1994). Factor analysis is a generic name for one of the 
multivariate techniques that is used to ascertain the underlying structure in a data matrix (Hair 
et al., 2010).
In other words, factor analysis addresses the problem of analysing the interrelationships among 
a large number of variables and then explaining these variables in terms of their common 
underlying dimensions (factors). There are two forms of factor analysis, namely. Exploratory 
Factor Analysis (EFA) and Confirmatory Factor Analysis (CFA) (Kline, 1994). Exploratory 
searches to discover a set of variables which underlie the common factors in the data based on 
the correlations among the variables in each factor, whereas confirmatory tests a hypothesis of 
common factors and how they are related to the observed variables in order to confirm a 
hypothesis already identified from previous research (Mulaik, 2010). Thus, both exploratory 
and confirmatory factor analyses were conducted to confirm the measurement scales.
7.7.1 Exploratory Factor Analysis
Exploratory Factor Analysis (EFA) was originally developed by Spearman (1904), it aims to 
explore the main constructs or dimensions of measurements (Kline, 1994). EFA is designed to 
investigate the relations between the observed and latent variables in order to determine how 
and to what extent the observed variables are linked to their underlying factors (Byrne, 1998). 
A factor is defined as a construct or dimension included the relationships between a set of 
variables, more specifically, a factor is defined operationally by its factor loadings, which are 
the correlations of a variable with a factor (Kline, 1994: p.5). The relations between the 
observed and latent variables are measured by factor loadings, so that EFA helps to identify
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whether the selected items cluster on one or more than one factor, this analysis can assess the 
uni-dimensionality of factors (Byrne, 1998). Hence, EFA was conducted to establish the 
factors underlying each construct in this study.
In order to investigate the suitability and factorability of obtained data for exploratory factor 
analysis, an assumption analysis was necessary to check construct validity. Hair et al. (2010) 
suggested three main assumptions for supporting the factorability of data are: (1) the 
correlation matrix should show at least some correlation; r =0.30 or greater, (2) the Kasier- 
Meyer-Olkin (KMO) should be 0.60 or above (Kasier, 1970, 1976), and (3) the Bartlett’s Test 
of Sphericity should be statistically significant at P <0.05 (Barlett, 1954).
In this study, the TQM instrument was made up two parts. The first part, the CSFs of TQM 
were developed consisted of 12 scales (71 items), namely: ‘top management commitment’ 
scale (FI), ‘leadership support’ scale (F2), ‘role of the quality department’ scale (F3), ‘supplier 
relationship’ scale (F4), ‘quality data and reporting’ scale (F5), ‘product /service design’ scale 
(F6), ‘employee management’ scale (F7), ‘process management’ scale (F8), ‘education and 
training’ scale (F9), ‘continuous improvement’ scale (FIO), ‘customer focus’ scale (FI 1), and 
‘quality planning’ scale (F12). These 12 scales of TQM were classified into two groups of 
factors, as discussed in Chapter Three, are “Soft Factors” and “Hard Factors”. The soft factors 
including 9 factors are: FI, F2, F3, F4, F5, F7, F9, F ll ,  and F12. While, the hard factors 
including 3 factors, and they are: F6, F8, and FIO. The second part, innovation performance 
was developed consisting of 2 scales: product innovation (5 items) and process innovation (4 
items). The results of factor analysis assumptions are presented in Table 7.2.
Table 7.2: Factor Analysis Assumptions for TQM Instrument
Assumption TQM (71 items ) Product Innovation 
(5 items)
Process Innovation 
(4 items)
Correlation Matrix >30 >30 >30
(KMO) .782 392 .851
Bartlett’s Test o f Sphericity .000 .000 .000
From Table 7.2, a correlation matrix revealed that both TQM and innovation scales have many 
correlation coefficients with a value of 0.30 and above (for full correlation matrix, see 
appendix 5), (KMO) value for TQM was 0.782, and 0.892, 0.851 for product innovation and 
process innovation respectively, which are above the 0.60 recommended cut off point, and 
Bartlett’s Test of Sphericity reached statistical significance for all variables (p=.000). These 
results confirmed the construct validity for the scales of the TQM instrument, and therefore 
using factor analysis was acceptable. Based on the previous results, the 71 items representing 
12 CSFs of TQM, 5 items representing product innovation, and 4 items representing process
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innovation were subjected to EFA. Principle Components Analysis (PCA) using SPSS version 
18.0 was performed for each scale separately, and all items of scales were used in EFA before 
eliminating any item for maximizing reliability.
According to Hair et al. (2010), factor loadings greater than 0.30 are considered significant; 
loadings of 0.40 are considered more important; if the loadings are 0.50 or greater, they are 
considered very significant. Whereas, Kline (1994) suggested that factor loadings greater than 
0.60 are high, above 0.30 are moderately high, so that all factor loadings greater than 0.30 are 
regarded as significant, and the other loadings are non-significant and should be ignored. 
However, Huamg et al. (1999) recommended that in empirical studies, a factor loading of 0.40 
is usually used as a cut-off point. Following that, 0.40 was used as the cut-off point for factor 
loading in this study.
Two criteria can be used for factor extraction: the latent root criterion (Eigenvalue), and 
percentage of variance and Scree test. For instance, only the factors having Eigenvalues 
greater than 1 are considered significant, and a solution accounting for 60 per cent of the total 
variance (or even less in some cases) as a satisfactory solution in the social sciences due to 
information is often less precise (Hair et al., 2010). Regarding the sample size, factor analysis 
requires a sufficient sample of 100, the ratio of subjects to variables running as large as 10:1 as 
the necessary minimum down to 2:1, and the bigger the ratio the better (Kline, 1994). In this 
study, conducting factor analysis for the 71 items of 12 TQM scales together, it could have a 
problematic due to the ratio of subjects to variables (1.46:1), which was lower than the 
minimum recommended value.
7.7.1.1 TQM Scales
The 71 items of the TQM representing 12 scales were subjected to PCA. Factor analysis was 
conducted using varimax rotation. The results found 8 components obtained Eigenvalue greater 
than 1 as the underlying structure of the CSFs of TQM. Unfortunately, these components were 
confused and unhelpful due to the mixing among the 12 initial scales, for instance, the majority 
of items (39 out of 71) are located in one factor whereas the rest is located in 7 factors, while 
33 items out of 71 had cross loading (see appendix 6). Furthermore, the results of rotated 
exploratory factor analysis did not make any sense for the researcher, and it was impossible to 
obtain sensible factors. Therefore, the researcher decided to conduct factor analysis for each 
scale separately as done by other scholars (i.e. Saraph et al., 1989; Flynn et al., 1994; Ahire et 
al., 1996; Zhang et al., 2000; Claver et al., 2003) to confirm the dimensionality of each factor . 
The detailed results are listed in Table 7.3.
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Table 7.3: The Results of xploratory Factor Analysis (TQM Scales)
TQM  Scales N. o f  
Factors
N. o f  
Items
Item Item
Loading
Eigenvalue % o f
Variance
1. Top M anagem ent C om m itm ent (FI) 1 6 Q56
Q26
Q49
Q38
Q14
Q2
.919
913
896
j5 3
832
.757
4.471 74.524
2. Leadership Support (F2) 1 4 Q46
Q22
QIO
Q34
.930
929
.910
863
3.301 82.531
3. Quality Department (F3) 1 5 Q40
Q4
Q5I
Q16
Q28
.925
883
TK9
.854
.715
3.630 72.600
4. Supplier Relationship (F4) 1 4 Q25
Q13
Q37
Ql
.848
.814
.804
.750
2.591 64.785
5. Quality Data & Reporting (F5) 1 8 Q57
Q60
Q30
Q53
Q67
Q42
Q18
Q6
.887
.870
858
.858
j 3 8
799
792
.773
5 582 69.775
6. Product/Service Design (F6) 1 6 Q41
Q52
Q66
Q17
Q5
Q29
.933
.911
892
.881
.874
.849
4.757 79.278
7. Employee M anagement (F7) 1 8 Q69
Q59
Q45
Q21
Q55
Q62
Q9
Q33
926
.912
.900
895
.893
.872
.834
.733
6.091 76.132
8. Process M anagement (F8) 1 10 Q71
Q58
Q64
Q54
Q19
Q61
Q43
Q68
Q31
Q7
.914
.910
.901
898
.898
.892
.878
.814
.796
.749
7.512 75.121
9. Education & Training (F9) 1 6 Q50
Q63
Q3
Q15
Q39
Q27
.900
.882
.875
858
.850
806
4.462 74.365
10. Continuous Improvem ent (FIO) 1 5 Q24
Q48
Q12
Q36
Q70
.930
909
.894
.893
.873
4.052 81.042
11. Custom er Focus ( F l l ) 1 4 Q32
Q20
Q44
Q8
.948
.939
.916
.845
3.334 833 5 8
12. Quality Planning (F12) 1 5 Q35
Q23
Q47
Q65
Q ll
.943
.941
.935
.905
.881
4.243 84.857
N ote; A n  E igen va lu e greater than 1 w a s used  as criterion for factor extraction
From Table 7.3, it was very clear that all of the items had high factor loadings that were greater 
than 0.40, as the cut-off point in this study, ranging from .715 to .948. Additionally, the results 
revealed that each scale of 12 TQM scales obtained one Eigenvalue were highly greater than 1,
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with high percentages of variance that were greater than 0.60 ranged from 64.785% to 
84.857%. As a result, the factor analysis showed that the items in each scale of 12 TQM scales 
formed a single factor, more specifically, ‘employee management’ scale (F7) and ‘process 
management’ scale (F8) were not split into two scales as in previous studies.
7.7.1.2 Innovation Performance
The innovation performance designed to represent 2 scales, namely, product innovation, and 
process innovation were subjected separately to PCA as shown in Table 7.4.
Table 7.4: The Results of Exploratory Factor Analysis for Innovation Scales
Innovation Scales N .o f
Factors
N. of 
Items
Item Item Loading Eigenvalue % of Variance
1. Product innovation 1 5 Inn5
Innl
Inn3
Inn?
Inn9
.911
.902
.898
.894
.877
4.019 80.376
2. Process innovation 1 4 Inn 4 
Inn2 
Inii6 
Inn8
.923
.913
.911
.889
3.306 82.660
As can be seen from Table 7.4, innovation items had very high factor loadings were ranged 
from .877 to .923. It was revealed that each scale of innovation scales obtained one 
Eigenvalue were highly greater than 1, with high pereentages of variance ranged from 
80.376% to 82.660%. Consequently, the factor analysis confirmed that the items in each scale 
of innovation performance formed a single factor.
7.7.2 Confirmatory Factor Analysis
Confirmatory factor analysis (CFA) was developed by Joreskog (1973), it aims to test 
hypotheses based on previous studies or on relevant theory. Factor loadings for the variables 
are hypothesized, and then proceeds to fit these loading in the target matrix (Kline, 1994). CFA 
was conducted to confirm the underlying structures of each construct. Hence, it aims to 
confirm a pre-specified relationship between indicators and latent variables. The goodness of 
fit tests assess by different fit indices. In addition to the chi-square {X )^ statistic that has 
problems with statistical significance based on sample size (Kline, 1994), the other fit indices 
are suggested to be used for assessing the fit model, are: Normed Chi-Square (XVdf); 
PCLOSE; Tucker Lewis Index (TLl); Normed Fit Index (NFl); the Comparative Fit Index 
(CFI); the Incremental Fit Index (IFI); and the Root Mean Square Error of Approximation 
(RMSEA).
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The CFI eompares how much better the model fits eompared to a baseline model, typically the 
independence (null) model in which the observed variables are assumed to be uncorrelated 
(Joreskog, 1993; Kline, 2005). The IFI is similar to the CFI in that it compares how much 
better the model fits compared to a baseline model; however, the IFI takes into account the 
complexity of the model by rewarding more parsimonious models with higher values (Mueller 
and Hancock, 2004). The RMSEA takes into account the error of approximation in the 
population and is a measure of discrepancy per degree of freedom (Joreskog, 1993; Byrne, 
2001). As suggested by Hoyle and Panter (1995), that an adequate model fit is achieved when 
GFI, CFI, and IFI values greater than .90, and RMSEA values below .05 (Byrne, 2001). 
However, some fit indices selected for this study are: X ,^ XVDF, TLl, NFI, IFI, CFI, PCLOSE 
and RMSEA. However, the most common fit indices are presented in Table 7.5.
Table 7.5: Indices of Fit Model
Fit Measures Recommended Criteria Reference
Absolute Fit Measures
Normed Chi-Square (XVdf) Acceptable ratio 2-5. Preferable lower 
than 2
Bollen (1989); Byrne (1998); 
Arbuckle (2009)
Goodness-or-Fit -Index (GFI) Acceptable level more than 0.90 Marsh et al.(1988); Hoyle and Panter 
(1995); Arbuckle (2009)
Root-Mean-Square Residual 
(RMR)
Moderate fit 0.05-0.10, acceptable 
level 0.05-0.08, good less than 0.05
Browne and Cudeck (1993); 
Arbuckle (2009)
Root Mean Square o f Error 
Approximation (RMSEA)
Moderate fit 0.05-0.10, acceptable 
level 0.05-0.08, good less than 0.05
Browne and Cudeck (1993); Byrne, 
2001; Arbuckle (2009)
PCLOSE Acceptable level more than 0.05 Arbuckle (2009)
Model Comparison
Tucker Lewis Index (TLl) Acceptable level more than 0.90 Marsh et al.(I988); Arbuckle (2009)
Normed Lit Index (NFI) Acceptable level more than 0.90 Bentler and Bonett, 1980; Arbuckle 
(2009)
Adjusted Goodness-of-Fit Index 
(AGFI)
Acceptable level more than 0.90 Marsh et al.(1988); Arbuckle (2009)
Incremental Fit Index (IFI) Acceptable level more than 0.90 Hoyle and Panter (1995); Arbuckle 
(2009)
Comparative Fit Index (CFI) Acceptable level more than 0.90 Marsh et al. (1988); Hoyle and 
Panter ( 1995); Arbuckle (2009)
A mixture of fit-indices was used to assess the fit of measurement models. CFA with AMOS 
18 using a maximum likelihood procedure was undertaken to assess the overall fit of the model 
on each scale, using all items in scales before eliminating any item for maximizing reliability.
7.7.2.1 TQM Scales
CFA can be used to assess the uni-dimensionality of a scale, and therefore a measurement 
model performed for each factor of TQM separately (Ahire et al., 1996). The items in each 
construct were tested to see how they represent the same construct. The first run of CFA for 12 
TQM scales is reported in Table 7.6.
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Table 7.6: The Initial Models of CFA for TQM Scales
Fit Measures
Absolute Fit 
Measures
Model Comparison Parsimonious Fit 
Measures
Factor Item Factor
loading
RMSEA PCLOSE TLl NFI IFI CFI X ' XVdf
1. Top Management 
Commitment (FI)
Q2
0 1 4
0 2 6
Q38
049
0 5 6
.685
.765
.904
.830
.895
.923
.095 .128 .960 .966 .983 .983 17.284 1.920
2. Leadership Support 
(F2)
0 1 0
0 22
0 34
046
.888
.913
.791
.921
.000 .899 1.027 .999 1.005 1.000 .275 .138
3. Quality Department 
(F3)
Q4
016
Q28
040
051
.852
.824
.658
.936
.849
.073 .292 .975 .977 .992 .992 7.740 1.548
4. Supplier 
Relationship (F4)
Q l
01 3
02 5
037
.662
.775
.809
.724
.000 .980 1.076 1.000 1.014 1.000 .052 .026
5. Quality Data & 
Reporting (F5)
0 6
018
030
04 2
Q53
05 7
0 6 0
067
.724
.751
.851
.767
.857
.882
.865
.821
.151 .000 .865 .899 .927 .925 67.254 3.363
6. Product/Service 
Design (F6)
Q5
0 1 7
0 2 9
041
05 2
066
.843
.858
.809
.932
.910
.875
.032 .537 .996 .983 .998 .998 10.077 1.120
7. Employee 
Management (F7)
09
Q21
033
04 5
055
05 9
06 2
069
.795
.883
.683
.886
.876
.911
.855
.927
.094 .061 .959 .954 .978 .977 38.131 1.907
8. Proeess 
Management (F8)
0 7
0 1 9
031
043
054
0 5 8
061
0 6 4
0 6 8
071
.720
.884
.781
.879
.893
.912
.884
.899
.792
.904
.050 .469 .986 .959 .991 .991 44.044 1.258
9. Edueation & 
Training (F9)
0 3
Q15
0 27
0 3 9
0 5 0
063
.857
.837
.743
.816
.893
.874
.093 .136 .959 .964 .983 .982 17.028 1.892
10. Continuous 
Improvement (FIG)
Q12
024
0 3 6
0 48
070
.861
.928
.863
.894
.837
.049 .424 .992 .986 .997 .997 6.238 1.248
11. Customer Foeus 
(F l l )
08
0 2 0
03 2
04 4
.771
.928
.949
.892
.000 .595 1.009 .996 1.002 1.000 1.329 .664
12. Quality Planning 
(F12)
O il
023
035
04 7
06 5
.838
.932
.942
.922
.878
.117 .086 .961 .979 .987 .987 12.027 2.405
The initial results of CFA as shown in Table 7.6 indicated that six scales (FI, F3, F5, F7, F9, 
and F 12) need some improvements due to their fit measures were not accepted, and especially
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RMSEA values greater than .05 for these scales. After deleted some items, for example, (Q2) 
from FI scale, (Q28) from F3 scale, (Q6, Q60) from F5 scale, (Q33, Q62) from F7 scale, 
(Q27) from F9 scale, and (Q65) from F12 scale. The results of second order of CFA for 12 
TQM scales are reported in Table 7.7.
Table 7.7: The Results of Second Run of CFA for TQM Scales
Fit Measures
Absolute Fit 
Measures
Model Comparison Parsimonious Fit 
Measures
Factor Item Factor
loading
RMSEA PCLOSE TLL NFI IFI CFI XVdf
1. Top M anagement 
Commitment (FI)
Q14
Q26
Q38
Q49
Q56
.754
.905
.833
.902
.919
.000 .807 1.015 .993 1.005 1.000 2.939 .588
2. Leadership Support 
(F2)
QIO
Q22
Q34
Q46
.888
.913
.791
.921
.000 499 1.027 .999 1.005 1.000 .275 .138
3. Quality Department 
(F3)
Q4
Q16
Q40
Q51
.853
.825
.923
.865
.000 .667 1.018 .996 1.003 1.000 1.040 .520
4. Supplier Relationship 
(F4)
Q l
Q13
Q25
Q37
.662
.775
.809
.724
.000 .980 1.076 1.000 1.014 1.000 .052 .026
5. Quality Data & 
Reporting (F5)
Q18
Q30
Q42
Q53
Q57
Q67
.740
.850
.781
.861
.899
.769
.022 .591 .997 .977 .999 .999 9.431 1.048
6. Produet/Service 
Design (F6)
Q5
Q17
Q29
Q41
Q52
Q66
.843
.858
.809
.932
.910
.875
.032 .537 .996 .983 .998 .998 10.077 1.120
7. Employee 
M anagement (F7)
Q9
Q21
Q45
Q55
Q59
Q69
.784
.893
.874
.876
.918
.926
.046 .470 .993 .983 .997 .997 10.926 1.214
8. Process M anagement 
(F8)
Q7
Q19
Q31
Q43
Q54
Q58
Q61
Q64
Q68
Q71
.720
.884
.781
.879
.893
.912
.884
.899
.792
.904
.050 .469 .986 .959 .991 .991 44.044 1.258
9. Edueation & Training 
(F9)
Q3
Q15
Q39
Q50
06 3
.859
.840
.793
.899
.883
.000 .848 1.019 .993 1.006 1.000 2.575 .515
10. Continuous 
Improvement (FIO)
Q12
Q24
Q36
Q48
Q70
.861
428
.863
.894
.837
.049 .424 .992 .986 .997 .997 6.238 1.248
11. Customer Focus 
(F l l )
Q8
Q20
Q32
Q44
.771
.928
.949
492
.000 .595 1.009 .996 1.002 1.000 1.329 .664
12. Quality Planning 
(F12)
Q ll
Q23
Q35
Q47
.845
.949
.930
.913
.022 .439 499 .995 1.000 1.000 2.098 1.049
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The results of second order of CFA indicated that the CFI, IFI, NFI, and TLl of the 12 TQM 
scales exceeded the 0.90 criterion as suggested by Hoyle and Panter (1995), and RMSEA 
values below .05 (Byrne, 2001), and X^/df ranged from 0.026 to 1.258 which are reaching the 
less-than-two level proposed by Byrne (1998). Consequently, the results of CFA of 12 models 
indicated an excellent fit, hence, establishing the final structures of eonstructs as shown in 
Table 7.7.
1.1.1.1 Innovation Performance
The two scales of innovation performance were subjected to CFA, Figure 7.10 displays the 
initial model of innovation, and the initial results of the first run of CFA are presented in Table 
7.8.
Figure 7.10: Initial Model of Innovation
.75
Innb product
69 .83 Inn4
Table 7.8: The Initial Resu ts of CFA for Innovation
Items
Estimate Fit Measure
Product Process
Inn9 .830 Parsimonious Fit Measures
Inn? .833 1.575
Inn5 .896 40.962
Inn3 .902 Baseline Comparisons
Innl .869 NFI .961
InnS .851 IFI .986
Inn6 TLl .980
Inn4 .894 CFI .985
Inn2 .879 Absolute Fit Measures
RMSEA .075
PCLOSE .171
As can be seen from Table 7.8, the initial results of CFA indicated that all fit indices within a 
range of acceptable values, but innovation model could be improved since RMSEA value 
greater than the value of good model (.05). Hence, one item (lnn7) was deleted from product 
innovation scale. As a result. Figure 7.11 shows the modified model, and therefore the results 
of second run of CFA for innovation scales are reported in Table 7.9.
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Figure 7.11: Modified Model of Innovation
.74
80.89 product
Table 7.9: The Second Run Results of CFA for Innovation
Items
Estimate Fit Measure
Product Process
Inn9 .821 Parsimonious Fit Measures
InnS .893 1.157
Inn3 .902 21.989
Innl .863 Baseline Comparisons
InnS .842 NFI .976
Inné IFI .997
Inn4 .901 TLl .995
Inn2 .881 CFI .997
Absolute Fit Measures
RMSEA .039
PCLOSE .561
Table 7.9 shows, the results of second order of CFA revealed that the CFI, IFI, NFI, and TLl of 
the innovation scales greater than 0.90, RMSEA value was 0.039, and ATT^as 1.157 which is 
less-than-two level. As a result, the goodness-of-fit indexes were excellent that showed good 
fit for the innovation model.
7.8 RELIABILITY AND VALIDITY OF THE TQM INSTRUMENT
Reliability and validity are considered as important criteria for any research instrument. In 
other words, instruments have to be valid and reliable for data collection. Reliability refers to 
the extent to which measurement gives a consistent result, whereas validity means the extent to 
which measurement measures what is intended to be measured. After confirmed the constructs 
underlying each factor by exploratory factor analysis and confirmatory factor analysis, it was 
necessary to examine reliability and validity for each scale in the TQM instrument. For 
instance, the items for each scale were evaluated, and therefore some items were eliminated to 
maximise scale reliability.
The reliability test includes the remaining items after eliminating some items during 
confirmatory factor analysis. Consequently, TQM instrument made up two parts are: TQM
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factors consisted of 12 scales (63 items), and innovation performance consisted of 2 scales 
(8 items). These scales were evaluated for reliability and validity.
7.8.1 Reliability Test
As discussed earlier that reliability measures the extent to which measurement provides a 
consistent result. Reliability is “an assessment of the degree of consistency between multiple 
measurements of a variable” (Hair et al., 2010: p. 125). It has four methods which are most 
common used to assess the reliability of empirical researches are test re-test method, split-half 
method, parallel-fonns or alternative form method, and internal consistency method (Nunnally, 
1967; Sellitz et al., 1976). Internal consistency method is eonsidered as the most commonly 
used for reliability estimation (Nunnally, 1967), it can be estimated using a reliability 
coefficient such as Cronbach’s alpha (Cronbach, 1951; Nunnally, 1967; Sellitz et al., 1976). 
Hence, this method was chosen for this study. Furthermore, the Cronbach’s alpha is the most 
widely used in the social research. Nunnally (1978) suggested that the value of the Cronbach’s 
alpha should be above 0.70 is the acceptable value, whereas DeVellis (1991) recommended 
above 0.60 is the acceptable value.
Using the SPSS programme, an internal consistency analysis was conducted separately for the 
items of each scale, and overall scores of scales in regard to the whole data of participants. 
Following, are the reliability results of each scale used in the TQM instrument.
7.8.1.1. TQM Scales
Table 7.10 shows Cronbach’s alphas of the 12 CSFs of TQM, and number of items in each 
factor.
Table 7.10: Reliability Analysis Results for TQM Scales
TQM Scales N o f
Items
Cronbach's
Alpha
F I .  T op  M a n ag em en t C o m m itm en t 5 .932
F2. L ead ersh ip  S upp o rt 4 .927
F3. Q u ality  D ep artm en t 4 .916
F4. S u p p lie r  R e la tio n sh ip 4 .805
F 5. Q uality  D a ta  &  R e p o rtin g 6 .914
F6. P ro d u e t/S erv iee  D esig n 6 .943
F7. E m p lo y ee  M a n ag em en t 6 .953
E8. P ro e ess M a n ag em en t 10 .957
F9. E d u ea tio n  &  T ra in in g 5 .922
F 10. C o n tin u o u s Im p ro v em en t 5 .938
F I I. C u sto m er F o eu s 4 .933
F 12. Q u ality  P lan n in g 4 .948
Overall TQM Scales Reliability 63 .991
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The item-total correlations for each item greater than the recommended minimum requirement 
of (.50), all CSFs of TQM had acceptable levels of reliability as determined by Cronbach’s 
alpha greater than the cut-off point (.70) (for full results, see appendix 7). The reliability alpha 
coefficients for the TQM factors were high ranged from .805 to .957, for instance, the highest 
value of alpha was for process management (.957), whereas the lowest value was (.805) for 
supplier relationship. However, some items in TQM scales were eliminated as a necessary in 
order to increase the reliability for some scales such as Q14 deducted from ‘top management 
commitment’ (FI) scale to achieve a = .935 instead of .932, Q9 deducted from ‘employee 
management’ (F7) scale to achieve a = .954 instead of .953, Q7 deducted from ‘process 
management’ (F8) scale to achieve a = .958 instead of .957, and finally, Q8 deducted from 
‘customer focus’ (F ll)  scale to achieve a = .943 instead of .933. However, the overall 
reliability of TQM scales was (.991). As a result, a scale of 12 TQM factors is reliable and 
accepted for further analysis.
7.8.1.2 Innovation Performance Scale
To validate the scale of innovation performance, and therefore a reliability test was undertaken 
as shown in Table 7.11.
Table7.11: Innovation Performance Scales Reliability
Innovation Scales N o f
Items
Cronbach's
Alpha
Item-Total
Correlation
Cronbach's 
Alpha if  Item  
Deleted
1. Product Innovation 4 .925
Innl: The level o f  newness o f our new products/services. 43 3
Inn3: The innovation o f  our technology in new product/service 
development. .846
InnS: The speed o f  our new product/service development. .847
Inn9: The number o f our new products/services that is first-to- 
market. .779
2. Process Innovation 4 .930
Inn2: The competitiveness o f our technology. 44 3
Inn4: The updated-ness o f our technology in hotel’s processes. 4 5 9
Inn6: The speed o f our adoption o f the latest technological 
innovations in hotel’s processes. 4 3 9
InnS: The rate o f our change in processes, techniques and 
technology. 4 0 4
Overall Innovation Scales Reliability 8 .965
Table 7.11 shows, the two dimensions of innovation had alpha reliability coefficients greater 
than (.70). The two dimensions, product innovation and process innovation had high 
Cronbach’s Alphas (.925), (.930) respectively, with inter-item correlation greater than (.779). 
Consequently, there was no need to remove any item from either product innovation scale or 
process innovation scale to improve reliability. Additionally, the overall score of Cronbach's 
alpha for innovation performance was (.965) which is greater than a = .70. Consequently, the 
reliability results support that the innovation scales of this study are reliable.
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In summary, the elimination of some items in TQM instrument was necessary to increase the 
reliability for each scale. Table 7.12 displays the original items of scales, the items dropped 
from the original scales to achieve maximization of Cronbach's alpha during reliability test, 
and the maximized reliability coefficients for scales ranged from 0.805 to 0.991.
Table 7.12: Internal Consistency Analysis SLesults for TQIV Instrument
Scale & Subscale Original Items N. of 
items
Items
deleted
Final N. 
o f  items
Cronbaeh's 
Alpha (a)
TQM Constructs
1. Top Management Commitment Q14, Q26, Q38, Q49,Q56 5 Q14 4 935
2. Leadership Support QIO, Q22, Q34, Q46 4 - 4 .927
3.Quality Department Q 4.Q 16, Q40, Q51 4 - 4 .916
4. Supplier Relationship Q 1,Q 13,Q 25,Q 37 4 - 4 .805
5. Quality Data & Reporting Q18, Q30, Q42, Q53, Q57, Q67 6 - 6 .914
6. Produet/Service Design Q 5,Q 17,Q 29,Q 41,Q 52, Q66 6 - 6 .943
7. Employee Management Q 9,Q 21,Q 45, Q55, Q59, Q69 6 Q9 5 .954
8. Process Management Q 7,Q 19,Q 31,Q 43,Q 54, Q58, 
Q 61,Q 64, Q68, Q71
10 Q7 9 .958
9. Education & Training Q 3,Q 15,Q 39. Q50, Q63 5 - 5 .922
10. Continuous Improvement Q12, Q24, Q36, Q48, Q70 5 - 5 938
1 l.Custom er Foeus Q8, Q20, Q32, Q44 4 Q8 3 .943
12. Quality Planning Q 11,Q 23,Q 35,Q 47 4 - 4 .948
Overall TQM Scale 63 4 59 .991
Innovation performance
1. Product Innovation Inn l, lnn3, lnii5, lnn9 4 - 4 925
2. Process Innovation lnn2, lnii4, Inn6, lnii8 4 - 4 4 3 0
Overall Innovation Scale 8 - 8 .965
As can be seen from Table 7.12, the final overall score of Cronbach's alpha after eliminated 
some items was a = .991 for the TQM scales with 59 items, and a = .965 for innovation scales 
with 8 items. As a result, the TQM instrument had an acceptable internal consistency because 
Cronbach’s alpha scores were above the recommended 0.70 level, the reliability for the 
instrument was good and acceptable for this work. Accordingly, the study scales were judged 
to be reliable. However, the high Cronbach’s alpha coefficient in this instrument represents a 
high consistency and reliability among statements in each scale. These results confirmed that 
all scales in TQM instrument are reliable.
7.8.2 Validity of Scales
Saraph et al. (1989) suggested three types of validity for empirical research are content 
validity, criterion-related validity, and construct validity. The scales had content validity due to 
the study used scales were all derived from an extensive review of the literature and selected 
valid and reliable scales that have being used previously, as well detailed evaluations by 
academicians and practicing managers, for instance, the TQM instrument has been piloted two 
times by experts of practitioners and academics as discussed earlier to ensure content validity.
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As discussed earlier in the sub-section 7.7.1, construct validity was conducted for each factor 
separately by using assumption analysis to investigate the suitability of obtained data for 
exploratory factor analysis was necessary to check that validity. The findings (see Table 7.1) 
revealed that all constructs have many correlation coefficients greater than 0.30, the values of 
(KMO) were ranged from 0.802 to 0.96, which are greater than 0.60 recommended value, and 
finally, the values of Bartlett’s Test of Sphericity for all constructs were significant at the level 
(p=.000). These results confirmed that all scales in this TQM instrument had construct validity. 
Criterion-related validity for TQM instrument was a measure of how well TQM scales are 
related to measures of innovation performance (the criteria). Bivariate correlation (Pearson) 
analysis was conducted for testing criterion validity by investigating the interrelationships 
between the independent and dependent variable sets: the TQM implementation (predictor set) 
and the innovation performance measures (the criterion set). The Bivariate correlation 
coefficients are listed in Table 7.13.
Table 7.13: Bivariate Correlation Matrices (TQM Instrument)
Scales Mean SD FI F2 F3 F4 F5 F6 F 7 ^ F8 F9 FIO F l l F12 SoftF HardF
FI 4.15 1.50 1.000
F2 4.24 1.39 403" 1.000
F3 4.08 1.46 836" .854" 1.000
F4 448 1.25 824" .777" jW2" 1.000
F5 398 1.31 402“ .877" 434" ^44“ 1.000
F6 4.25 1.36 429" 415" 866" 849" 422" 1.000
F7 4.15 1.37 420" 444" .847" .765" .881" .934" 1.000
F8 4.13 1.33 428" .927“ 878" 829" .924“ .941“ 448" 1.000
F9 4.20 1.37 425" 408" 889" ^38" 408" 439" .914" 423" 1.000
FIO 4.20 1.44 446“ 428" .874" ^38" .915" 458" 439" .954" .935" 1.000
F ll 4.41 1.53 404" 401" .816" j07" .851“ .910" .915" 410" ^65" .927" 1.000
F12 4.36 1.46 425" 445" j49" ^36" ^89“ 439" 430" .943" 435" .958" 422" 1.000
SoftF 4.18 1.32 459" 455" .921" .879“ 451" 465" 456" 467" 463" .973" .941" .970“ 1.000 .984"
HardF 4.20 1.35 450" 439" ^87" ^52" 435" 482" 456“ 481" 448" 487" .931" 463" 484" 1.000
SoftF: Soft Factors, HardF: Hard Factors
B. Within Criterion Set (Innovation Measures)
Innovation measures Mean Std. Deviation Product Innovation
Product Innovation 045 1.000
Process innovation 3 J 2 045 4 5 4 "
C. Between Predictor Set and Criterion Set
TQM Scales Product innovation Process innovation
FI .866" .851"
F2 .851” .849"
F3 .789” .766"
F4 .763” .737"
F5 .829” .808"
F6 .874” .863 ''
F7 .875” .873"
F8 .890” .876"
F9 .825” .816"
FIO .879" .854"
F II .852" .850"
F12 .838” .834"
Soft Factors .882” .870"
Hard Factors .896” .879"
**. Correlation is significant at the 0.01 level (2-tailed), N=104
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Table 7.13 shows, the correlation within the 12 TQM scales (predictor set), within the two 
innovation scales (criterion set), between the predictor set and criterion set were highly 
significant at the level (p=.000). As a result, this confirmed that the TQM instrument had 
criterion-related validity. Based on the above results, the TQM instrument scales had the three 
types of validity: content validity, criterion-related validity, and construct validity. As a result, 
the scales in this study instrument are valid and reliable for the further analyses in the 
following sections.
7.9 DISTRIBUTION OF THE STUDY DIMENSIONS IN TQM INSTRUMENT
After confirming the reliability and validity of the scales of research instrument, descriptive 
analysis was conducted for extracted dimensions and overall scales. This study used different 
scales, and therefore each scale has a different midpoint, for example, a six-point scale, it’s a 
midpoint is (3.5). Descriptive statistics, including, mean, standard deviation. Skewness and 
Kurtosis are presented in Table 7.14.
Tal)le 7.14: ;listribution of the Dimensions of the TQM Instrument
Scale Scale Seale
Midpoint
Extracted dimensions Mean SD Skewness* Kurtosis* N o f
Items
TQM 1-6 3.5 1. Top Management Commitment 
(FI)
4.15 1.50 - j# 5 -.722 4
2. Leadership Support (F2) 4.24 1.39 -.558 -1.017 4
3. Quality Department (F3) 4.08 1.46 -.667 -.767 4
4. Supplier Relationship (F4) 4 08 1.25 -.433 -.802 4
5. Quality Data & Reporting (F5) T98 1.31 -.486 -.823 6
6. Product/Service Design (F6) 4.25 1.36 -.650 -.800 6
7. Employee Management (F7) 4.15 1.37 -.561 -.879 5
8. Proeess Management (F8) 4.13 1.33 -.589 -.938 9
9. Education & Training (F9) 4.20 1.37 -6 3 6 -.711 5
10. Continuous Improvement(FlO) 4.20 1.44 -.677 -.819 5
11. Customer Focus (F l l ) 4.41 1.53 -J 8 6 -.789 3
12. Quality Planning (F12) 4 36 1.46 -.723 -.770 4
Soft Factors 4.18 1.33 -.704 -J 8 8 39
Hard Factors 4.20 1.35 -.657 -893 20
Qverall TQM 4.19 1.33 -.696 -.813 59
Innovation 1-5 3 Product Innovation 3.80 0.95 -.699 -.225 4
Process Innovation 3.72 0.95 -.464 -.632 4
*The cut point between -1 and 1. SD: Standard Deviation.
In the TQM instrument, scales were measured two parts based on managers’ perceptions. The 
first part, the overall TQM score was computed by summing up the 12 factors sub-scales. The 
results in Table 7.14 showed that the mean score for overall TQM (4.19) with standard 
deviation at (1.33) that means TQM practices are implemented in hotels as reported by 
managers. Hard factors showed higher mean score (4.20) than those soft factors was (4.18). At 
the factor level, all TQM factors are implemented in the sampled hotels due to they had mean 
scores above the scale midpoint (3.5), for instance, customer focus (FI 1) had the highest score 
(mean=4.41, SD=1.53), followed by quality planning (F12) (mean=4.36, SD=1.36), and the
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lowest score was for quality data and reporting (F5) (mean=3.98, SD=L31). The second part, 
innovation performance, the study measured two forms of innovation, namely: product 
innovation and process innovation. The findings revealed that the mean scores for innovations 
in hotels above the scale midpoint (3) as reported by managers. This indicates that hotels had 
both forms of innovation, for instance, product innovation (mean=3.80, SD=.95), and process 
innovation (mean=3.72, SD=.95).
The data distribution is supposed to be normal for statistical analysis, which is a symmetrical 
bell-shaped curve. Otherwise, the distribution can deviate in two ways: (1) The distribution can 
be non-symmetrical is described as being Skewed. This means that one tail of the distribution 
is longer than the other tail. (2) The distribution can be symmetrical is described as being 
Kurtosed, but it is too fiat or too peaked, that is the tails are too short or too long (Miles and 
Shevlin, 2001). A normality of data can be tested through two ways are: graphical methods 
show the distributions of variables (i.e. histogram, and Normal Q-Q Plot), and numerical 
methods that present a statistical summary such as Skewness and Kurtosis (Park, 2008). For 
graphical testing, both histogram and Q-Q Plot for three variables, TQM, product innovation 
and process innovation, are presented in (appendix 8). The histogram charts had a symmetrical 
bell-shaped curve that represented the normality of data. Whereas Normal Q-Q Plots showed 
that the data points are close to and not deviated from the fitted line, they indicated that the 
variables are normally distributed.
For numerical testing, two statistical measures can be used to measure the normality of 
variables are Skewness and Kurtosis (Miles and Shevlin, 2001; Tabachimck and Fidell, 2007; 
Hair et al., 2010). More specifically. Skewness has to do with the symmetry of the distribution; 
a skewed variable is a variable whose mean is not the centre of the distribution. Kurtosis has to 
do with the peakedness of a distribution; a distribution is either too peaked (with short, thick 
tails) or too flat (with long, thin tails) (Tabachimck and Fidell, 2007: p.79). The cut-off points 
for Skewness and Kurtosis between -1.0 to 1.0, Table 7.14 revealed that all variables in this 
study instrument are normally distributed. The values of Skewness and Kurtosis for overall 
TQM and both innovations ranged from -0.255 to - 0.813, these values fell within a range of 
acceptable values. At the factor level, only one factor of TQM, ‘leadership support’ (F2), had 
Kurtosis value (-1.017) greater than the acceptable value (-1.0) a little bit, which is considered 
close to or on border. These results confirmed the normality of data, and therefore the data are 
ready for further statistical analyses.
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7.10 CLUSTER ANALYSIS OF HOTELS
The main purpose of this study is classifying the sampled hotels based on their TQM score 
which representing the level of TQM implementation into different groups. The overall score 
of TQM was measured by accounting the scores of 12 CSFs. Table 7.15 shows the scores for 
each factor as well as overall TQM score for 17 hotels (for hotel code, see Table 2.8: p.21).
Table 7.15: The Scores of CSFs of TQM in Hotels
Hotel Code Mean
FI F2 F3 F4 F5 F6 F7 F8 F9 FIO F ll F12 Overall TQM
1 5.00 5.08 5.00 5.08 4 3 # 5.17 4.96 5.00 4 3 8 4 3 8 5.11 5.11 5.04
2 4.50 4.55 4.55 4.70 4.60 4.90 4.52 4 3 6 4.48 4.56 5.07 4.55 4.61
3 4.53 4.59 4.41 4.41 4.33 4.67 4.50 4.69 4 3 8 4.73 4.75 4.94 4.60
4 3.40 3.60 3.95 3.50 3.67 3 6 3 3.72 3 2 9 3 3 8 3.44 3 3 3 3 3 5 3.58
5 58 5 5.85 5.65 4.75 5.27 5 3 0 5.92 5.61 5.84 5 3 8 5.93 5.90 5.69
6 1.85 2.10 1.27 2.15 1.69 1.73 188 1.83 138 1.76 1.87 1.90 1.82
7 5.32 5 3 2 4.35 4.71 4.39 4 3 3 5.03 4.84 4.91 5.20 5.57 5.50 5.01
8 1.75 2.37 2.55 2.70 2.17 2.50 2 3 8 2.15 2 3 0 2.09 1.77 2 3 7 2.26
9 4.57 4.21 4.57 4.21 4.26 4.48 4.09 4.13 4.60 4.40 5.00 4.54 4.42
10 2 2 2 2.17 2.10 1.76 2 3 5 2.13 2.43 2 3 3 2 2 0 2 3 9 2.14 1.96 2.16
11 5.65 5.60 5.70 4.80 5.50 5.60 5.24 5 2 9 5 3 6 5.60 5.73 5.65 5.49
12 5 3 8 5 3 8 4.29 4.42 4.28 5.44 5.50 5.15 5.13 5A0 5.67 5.46 5.12
13 4.43 4.71 4.57 5.04 4 3 3 4 8 6 4.43 4.43 4.57 4 3 9 5.57 5.07 4.74
14 2.00 2.00 2 2 5 2^ 0 2.30 2 3 0 2.00 2 3 3 1.96 2.04 2 3 3 2.20 2.19
15 4.75 4.50 4.71 4 3 8 4.47 4.44 4.50 4 7 8 4.90 4.53 4.78 5.04 4.67
16 1.50 2.31 1.88 2 3 6 1.86 2 3 0 2 3 5 2.08 2 3 8 2.13 2.21 2.08 2.10
17 5.00 5.19 5.08 5.00 4.85 4.91 5.18 52 5 4.80 5.07 5.41 5.19 5.08
All hotels 4.15 4.24 4.08 4.08 3.98 4.25 4.15 4.13 4.20 4.20 4.41 4.36 4.19
As can be seen from Table 7.15, there are huge differences between hotels in terms of overall 
TQM score ranging from 1.82 to 5.69, these differences influence the average TQM score for 
all hotels. Thus, it was necessary to run cluster analysis in order to classify hotels into group. 
Classifying a set of objects should be related to the characteristics in which the researcher is 
interested. Classification is a collection method from the exploratory analysis of multivariate 
data (Gordon, 1981). This study revealed that the sample could be classified into groups based 
on the level of TQM implementation. There are three types of cluster analysis, namely, K- 
means cluster, two-step cluster, and hierarchical cluster. K-means cluster analysis was 
conducted which indicated that there are two main clusters based on the 12 CSFs of TQM and 
overall TQM practices as shown in Table 7.16.
Table 7.16: The Cluster Centre
Factor Cluster (1) Cluster (2)
Top Management Commitment (FI) 2 2 7 4 9 9
Leadership Support (F2) 2.42 53 5
Quality Department (F3) 2 3 9 4 3 3
Supplier Relationship (F4) 2.63 4.73
Quality Data & Reporting (F5) 2 3 8 4 6 9
Product/Service Design (F6) 2 3 0 5.03
Employee Management (F7) Z42 4.92
Process Management (F8) 2 3 9 4.91
Education & Training (F9) 2 4 8 4.96
Continuous lmprovement(F 10) 2 3 2 5.04
Customer Focus (F l l ) :240 5.31
Quality Planning (F I2) 2.43 5 2 2
Overall TQM 2.42 4.97
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In order to investigate the previous two clusters as shown in Table 7.16, a two-step cluster 
analysis was conducted to detemiine hotels in each cluster based on the 12 CSFs of TQM and 
overall TQM practices, the results of cluster analysis confirmed two groups of hotels based on 
their TQM practices, and the sampled hotels loaded clearly in those clusters as shown in Table 
7.17.
Cluster Hotel Code N. of Hotels % of total 
hotels
TQM
Mean Std. Deviation
1 6, 8, 10, 14, 16 5 29.4% 2.11 .413
2 I, 2, 3, 4, 5, 7, 9,
II,12, 13, 15, 17
12 70.6% 4^4 .679
Combined All hotels 17 100% 4.19 1.33
As Table 7.17 showed that hotels can be classified into two groups, five out of 17 hotels were 
in the first cluster had low level of TQM implementation (mean =2.11) which was less than the 
midpoint (3.5) that indicated TQM practices are not highly implemented in this cluster of 
hotels. Whereas, the other 12 hotels were in the second cluster had high level of TQM 
implementation (mean =4.84) greater than the midpoint. Furthermore, Figure 7.12 showed the 
TQM means within clusters.
Figure 7.12: The TQM Mean of Clusters
Simultaneous 95% Confidence Intervals for Means
4.84
1
Cluster
R eference Line Is the Overall TQM Mean = 4.1 9
Figure 7.12 showed difference between the mean scores of TQM level for clusters. In the first 
cluster, TQM mean was less than overall TQM mean (4.19), this cluster can be called as Tow 
TQM adopters’. Whereas the TQM mean in second cluster was higher than overall TQM 
mean, this cluster can be called as ‘high TQM adopters’. Consequently, TQM practices were 
highly implemented in ‘high TQM adopters’, and with little degree in ‘low TQM adopters’. 
Based on the previous results, it was found that 11 hotels out of 12 high TQM adopters were 
five-star international hotels chain, while only one hotel was four-star independent hotel. 
Furthemiore, all high TQM adopters managed by management contract. On the other hand.
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low TQM adopters were three four-star independent hotels and two five-star independent 
hotels, two out of five low TQM adopters managed by management contract, while the others 
managed by owner managed.
7.10.1 Testing the Differences between the Two Groups
In order to confirm the clusters of hotels as discussed in the previous section. It was necessary 
to conduct t-tests to investigate significant differences between two groups of TQM adopters 
statistically. Furthermore, the researcher conducted 12 interviews with hotels managers from 
both clusters to support quantitative data. T-test was conducted to investigate a significant 
difference between two groups of TQM adopters regarding the 12 CSFs of TQM, soft factors, 
hard factors and overall TQM as shown in Table 7.18.
Table 7.18: T- Test for Differences in the TQM Level by Hotel
Dimension TQM leve N Mean Std.
Deviation
Mean
Difference t
Sig.
(2-tailed)
1. Top Management Commitment (FI) High 79 4.86 &82 2.97 16.42 .000Low 25 1.89 &66
2. Leadership Support (F2) High 79 4.89 0.84
2.71 15.40 .000Low 25 :LI8 0.45
3. Quality Department (F3) High 79 4.73 0.93
2.71 13.47 .000Low 25 2.02 0.67
4. Supplier Relationship (F4) High 79 4.64 0^2 2J 2 13.21 .000Low 25 2.32 OJ#
5. Quality Data & Reporting (F5) High 79 4.58 &83
2 4 9 14.17 .000Low 25 2^ 9 0.51
6. Product/Service Design (F6) High 79 4.90 0.78
2.68 15.97 .000Low 25 2^ 2 0.56
7. Employee Management (F7) High 79 4^ 0 0.80
2 J 0 15.88 .000Low 25 2.10 0.48
8. Process Management (F8) High 79 4.76 0.78
2.61 15.72 .000Low 25 2.15 0.47
9. Education & Training (F9) High 79 4^5 0.78 2.70 15.96 .000Low 25 2.15 0J 8
10. Continuous Improvement (FIO) High 79 4^9 0.80
2 8 7 16.66 .000Low 25 2^2 0.57
11. Customer Focus (F ll) High 79 5.15 0.81
3.09 17.74 .000Low 25 2.06 0.59
12. Quality Planning (F12) High 79 5^7 0.76
2 9 7 18.32 .000Low 25 2.10 0.51
Soft Factors High 79 4.84 0.67 2.74 19.39 .000Low 25 2.10 0.41
Hard Factors High 79 4.85 0.75
2.72 17.14 .000Low 25 2.13 0.46
Overall TQM Low 25 2.11 .41
2.73 19.01 .000High 79 4.84 .68
As shown in Table 7.18, the results revealed that there are strong significant differences 
between two groups of hotels in terms of 12 CSFs of TQM, soft factors, hard factors, and 
overall TQM. Specifically, the mean scores for all variables in low TQM adopters group were 
less than then midpoint (3.5), whereas they were greater than the midpoint for high TQM
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adopters group. For instance, the highest difference between high and low TQM adopters at the 
factor level was ‘customer focus’ (F ll)  with mean difference (3.09), this followed by two 
factors, are: ‘top management commitment’ (FI) and ‘quality planning’ (FI2) (mean 
differences = 2.97), then ‘continuous improvement’ (FIO) with mean difference (2.87). While, 
the lowest difference was ‘supplier relationship’ (F4) with mean difference (2.32), followed by 
‘quality data & reporting’ (F5) (mean difference = 2.49). Furthermore, soft factors, hard factors 
and overall TQM had similar mean differences were 2.74, 2.72, and 2.73 respectively.
On the other hand, another t-test was conducted to explore the differences between TQM 
adopters regarding the results of TQM practices, product innovation and process innovation, as 
shown in Table 7.19.
Table 7.19: T- Test for Differences in Innovation Performance by Cluster
Dimension TQM level N Mean Std.
Deviation
Mean
Difference t
Sig.
(2-tailed)
Product Innovation Low 25 2.44 .53
1.78 13.781 .000High 79 4.22 .58
Process Innovation Low 25 2 J 8 .42
1.77 13.483 .000High 79 4.15 .61
As can be seen from Table 7.19, the results indicated that the two TQM adopters are 
significantly different from each other in terms of innovation forms. For instance, low TQM 
adopters had low level of both product innovation and process innovation (mean= 2.44, 2.38) 
respectively, these means are less than the scale midpoint (3.0), which indicates that managers 
in low TQM adopters perceive a lack both forms of innovation. For high TQM adopters, they 
have higher product innovation and process innovation (mean= 4.22, 4.15) respectively, this 
indicates that these hotels had innovations.
7.10.2 Reviewing the Importance of the CSFs of TQM
This study aims to explore the importance of the 12 CSFs of TQM for managers in the hotel 
industry, t-test was conducted to distinguish between two groups of hotels as they perceived 
the CSFs of TQM as important factors as shown in Table 7.20.
Table 7.20: T- Test for Oifferences in the CSFs of " QM by Hotel
Dimension TQM
level
N Mean Std.
Deviation
Mean
Difference
t Sig.
(2-tailed)
High 79 5.14 0.66
1. Top Management Commitment (FI) Low 25 3^2 0.51 1.62 11.31 .000
Overall 104 4.75 0.93
2. Leadership Support (F2) High 79 5.13 0.67
Low 25 3^4 0,69 1.29 8.34 .000
Overall 104 4.82 0.87
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Dimension TQM
level
N Mean Std.
Deviation
Mean
Difference
t Sig.
(2-tailed)
3. Quality Department (F3)
High 79 4.77 0.77
1.01 523 .000Low 25 3.76 0.72
Overall 104 4.53 0.87
4. Supplier Relationship (F4)
High 79 4.85 0.72
1.13 6.94 .000Low 25 3.72 0 2 8
Overall 104 4.58 0.86
5. Quality Data & Reporting (F5)
High 79 4.89 0.70
1.09 6.51 .000Low 25 3.80 0.82
Overall 104 4.63 0.86
6. Product/Service Design (F6)
High 79 4.95 0.73
0.91 5.31 .000Low 25 4.04 0.79
Overall 104 4.73 0.84
7. Employee Management (F7)
High 79 5.22 0.65
0.70 4.44 .000Low 25 4.52 0.77
Overall 104 5.05 0.74
8. Process Management (F8)
High 79 5^3 0.70
0.95 5.67 .000Low 25 4.08 0.81
Overall 104 4.80 0.83
9. Education & Training (F9)
High 79 5.27 0.61
0.75 5.21 .000Low 25 4.52 0.65
Overall 104 5.09 0.70
10. Continuous Improvement (FIO)
High 79 522 025
&90 5.76 .000Low 25 4 J 2 0.75
Overall 104 5.00 0.78
11. Customer Focus (F ll )
High 79 52 0 023
0.94 6.70 .000Low 25 4 2 6 0.57
Overall 104 5.08 0.73
12. Quality Planning (F12)
High 79 5T# 0 2 8
1.21 7.45 .000Low 25 32 8 028
Overall 104 4.80 0.87
The two groups of hotels showed different views to the importance of TQM factors based on a 
six-point scale as shown in Table 7.20. The results displayed that both TQM adopters showed 
the importance of TQM factors since all factors means were greater than the scale midpoint 
(3.5), but the highest values were for high TQM adopters. Although both groups of hotels 
agreed regarding the importance of TQM factors, but the degree of importance was different 
for each factor as well for each group of hotels. For example, high TQM adopters considered 
some factors are more important than others, and therefore the most important factors for them 
were ‘customer focus’ (F ll), ‘education & training’ (F9), ‘employee management’ (F7) and 
‘continuous improvement’ (FIO), ‘top management commitment’ (FI), and ‘leadership 
support’ (F2) respectively. While, low TQM adopters reported that the most important factors 
were: ‘education & training’ (F9) and ‘employee management’ (F7), ‘customer focus’ (F ll), 
‘continuous improvement’ (FIO), ‘process management’ (F8), and ‘product/service design’ 
(F6) respectively.
Furthermore, t-test found significant differences between the two groups of hotels related to the 
importance of each factor of the CSFs of TQM. The results of t-test revealed that some factors 
show higher differences than the others. The highest five differences between two adopters in
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terms of the importance of TQM factors were for ‘top management commitment’ (FI) 
(t=11.31, P=.000), ‘leadership support’ (F2) (t=8.34, P=.000), ‘quality planning’ (F12) (t=7.45, 
P=.000), ‘supplier relationship’ (F4) (t=6.94, P=.000), and ‘quality data & reporting’ (F5) 
(t=6.51, P=.000). As a result, high TQM adopters believed that the CSFs of TQM are more 
important and necessary for work than low TQM adopters.
A summary, classifying the sampled hotels into two groups based on their level of TQM 
practices highlighted very important issues related to TQM environment, these results 
confirmed that different TQM environments create different levels of innovation performance, 
including process innovation and product innovation.
7.11 OTHER CHARACTERISTICS OF TQM IMPLEMENTATION IN THE 
PARTICIPATED HOTELS
This section is mainly concerned with presenting a descriptive analysis of the TQM practices 
in the participated hotels. It provides a brief description of the reality of TQM practices in the 
sampled hotels such as quality committee, years of quality practices and quality programmes.
7.11.1 Quality Committee
Figure 7.13 below revealed that 76% of hotels had a quality committee, while 24% of the 
sample had not any committee for quality.
Figure 7.13: Hotels Represented by Quality Committee
24%
76%
□ Quality com m ittee n  No Quality com m ittee
As Figure 7.13 shows, the majority of hotels, 13 out of 17, had a specific quality committee or 
a committee related to quality matters. Only one hotel out of 13 hotels that had quality
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committee was from low TQM adopters, while the others were from high TQM adopters. On 
the other hand, four hotels did not have any committee related to quality.
7.11.2 Years of Quality practices
Figure 7.14 presents the distribution of sampled hotels based on their years of quality practices.
Figure 7.14: Years of Quality Practices
35.0%
0 . 0%
29.4% 29.4% 29.4%
-
11.8%
-
Not Applicable Less then 2 
years ago
2-5 years ago More than 5 
years ago
Figure 7.14 shows, 29.4% (n=5) of hotels reported that quality practices are not applicable in 
their properties, these hotels represent low TQM adopters. On the other hand, all of the high 
TQM adopters have implanted quality, but they reported different experiences of quality 
implementation. A 29.4% (n=5) of hotels have applied quality practice for less than two years 
ago, and a similar percentage of hotels have applied quality practice for more than five years. 
Finally, 11.8% (n=2) of hotels applied quality between 2-5 years ago.
7.11.3 Quality Programmes
Table 7.21 shows different quality programmes that have been implemented in the sampled 
hotels.
Table 7.21: The Implemented Quality Programmes by Hotels
Quality Programme N. of Hotels 
applying 
programme
Hotel Code Percentage 
to total n. of  
hotels
1. Guest Satisfaction Survey (GSS) 4 3, 4, 5, 8 33.3%
2. Employee Status Panel Software (ESPS) 1 3 82%
3. Annual Employee Survey (AES) 2 5, 12 16.7%
4. Hazard Analysis and Critical Control Points 
(HACCP)
8 1,2, 5, 7, 9, 11, 12, 15 66.7%
5. Associate Opinion Survey (AOS) 2 5,12 16.7%
6. Guest Feedback (GF) 2 9, 11 167%
7. Environmental Management System (EMS) 2 1,2 16.7%
8. Internal Audit (lA) 12 1,2,3,4,5,7,9,11,12,13,15, 17 100%
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Quality Programme N. o f Hotels 
applying 
programme
Hotel Code Percentage 
to total n. of 
hotels
9. ISO 20,000 5 1,2, 9, 15, 17 41.7%
10. ISO 22,000 2 1,11 167%
11.Employee Survey I 11 82%
12. Green Key (GK) 4 7,9,11,17 33.3%
13.Quality Assuranee & Control (QAC) 1 9 82%
14 .Quality Assurance (QA) 2 9, 13 16.7%
15.Quality Control (QC) 1 17 82%
16. Chain Standards 11 1,2, 3, 5, 7, 9, 11,12,13,15,17 91.7%
The results indicated that all hotels of high TQM adopters in the sample have implemented 
quality programmes as discussed earlier; only one hotel from low TQM adopters has 
implemented GSS. More specifically, Table 7.21 revealed that 16 quality programmes were 
implemented in hotels as reported by their managers, for instance, lA was implemented by 12 
hotels, this followed by chain standards which were implemented by 11 hotels, eight hotels 
implanted HACCAP, five hotels implemented ISO 20,000, four hotels implemented GSS and 
GK), and two hotels implemented ISO 22,000, AES, AOS, EMS, GF and QA, the other quality 
programmes (i.e., ESPS, Employee Survey, QAC, and QC) were implemented by only one 
hotel for each programme.
Furthermore, the quality practices are presented in Table 7.22, crosstabulations reported that 
there are two groups of participated hotels are considered as the highest groups, and each group 
(n=5) consists of 29.4% of the total sampled hotels were have a quality committee, one group 
applied quality for less than two years ago and the other group applied quality for more than 
five years ago.
Table 7.22: Crosstabulations of the Participated Hotels (Quality Practices)
Quality Practices Quality Committee Total
yes No
Not applicable 1 (5.9%) 4 (23.5%) 5 (29.4%)
Less than 2 years ago 5 (29.4%) - 5 (29.4%)
Between 2-5 years ago 2 (11.8%) - 2 (11.896)
More than 5 years ago 5 (29.4%) - 5 (29.4%)
Total 13 (76.5%) 4 (23.5%) 17 (100%)
7.12 QUALITATIVE DATA
In this study, qualitative data were collected via structured interviews with the sampled hotel 
managers at the same time when collected quantitative data. The main purpose of these 
interviews was to support TQM instrument. Statistically, 12 out of 17 sampled hotels accepted 
to be part in this interview, and therefore 12 short structured interviews were conducted with
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one manager from each hotel included general managers, quality managers, HR managers, 
training managers, and front office managers. The interview schedule explored: how hotel 
managers define quality, how hotel managers approach TQM practices in their hotel 
operations, programmes of TQM practices, and the benefits of TQM practices. These questions 
based on a deductive approach by using existing theory to shape the research approach to the 
qualitative research process and aspects of data analysis (Saunders et al., 2009).
The interviews were transcribed using the actual words by including questions. According to 
Saunders et al. (2009) there is no standardised procedure for analysing qualitative data, but it 
could be possible to classify data into three main types of processes: summarising 
(condensation) of meaning; categorisation (grouping) of meaning, and structuring (ordering) of 
meaning using narrative. Summarising (condensation) of meaning can produce a summary of 
the key points that emerge from data, summarising involves condensing the meaning of large 
amounts of text into fewer words. Thus, principal themes will emerge from summarising 
interviews and identify the relationships between these themes (Saunders et al., 2009).
Content analysis refers to “any qualitative data reduction and sense-making effort that takes a 
volume of qualitative material and attempts to identify core consistencies and meaning” 
(Patton, 2002: p.543). The core meanings found through content analysis are often called 
patterns (descriptive findings) or themes (categorical or topical forms), and the process of 
searching for patterns or themes called pattern analysis or theme analysis (Patton, 2002). A 
content analysis was used to analyse qualitative data, the results are presented in two groups 
based on the level of TQM adopters as discussed earlier in the section 7.10. The researcher 
gave a code for each interviewee as well for each hotel. The results of eight questions of 
interviews are discussed in this section, while full interviews are presented in (appendix 9).
Ql: What do you think about quality from  your own perspective or your hotel 
perspectives i f  different?
H ish TOM Adopters: Managers have a clear concept about quality, they defined quality as a 
meeting specific standards and specifications (HRM1-H3), meeting chain 
standards (HRM2- H2) or comparing between bad and good based on standards 
(HR&QM3-H1) by providing the best services (FOM5-H4, HRM8-H7, FOM12- 
H17) to meet customers’ requirements (HRM8-H7). Quality is considered as a 
basis for hotel operations either providing products/services or supporting services 
(TM7-H9). It is important as a secret for success and one of the main objectives 
and priorities for any hotel (HRM6-H5), and therefore hotels work based on
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quality (HRM9-H11). Additionally, managers showed agreement with their hotels 
regarding the concept or even the definition of quality.
Low TOM Adopters: Managers considered quality as a basic thing in the hotel services 
(HR&TM10-H8, GM ll-HlO), quality defined as applying agreed standards 
among hotels (HRM4-H6) or it is everything and standards (HR&TM10-H8). 
Managers reported a general concept for quality as it is everything or basic thing, 
they appeared disagreement with their hotels in term of quality application 
(HRM4-H6).
Managers in high TQM hotels regarded quality as meeting specific standards and 
specifications in order to meet customer requirements.
“Quality means specific standards and specification ” (HR manager - hotel 3)
“Quality means providing the best always ” (Front office manager - hotel 4)
“Quality means providing the best service to meet customer requirements ”
(HR manager - hotel 7)
Consequently, managers in high TQM adopters agreed that quality is very important issue in 
their work. Whereas, managers in low TQM hotels considered quality is a basic thing in the 
hotel services.
“Quality means applying agreed standards among hotels ” (HR manager - hotel 4) 
“Quality is a basic thing in work included reception, room service, F  & B service and overall
service” (General manager - hotel 11)
So that managers in low TQM adopters believed that quality is everything in their work but 
they did perceived that in their hotels.
Q2: Is there a specific department for quality or quality committee or even team for 
quality in your hotel?
Hi2 h TOM Adopters: Quality practices can be followed in hotels through three ways are: 
training department presided by training manager (HRM1-H3, TM7-H9), quality 
team presided by HR manager (HRM2-H2, HRM8-H7) or general manager 
(FOM5-H4, HRM9-H11), and quality committee presided by HR manager 
(HR&QM3-H1, HRM6-H5), or general manager (FOM12-H17). A meeting for 
quality has to be hold monthly (HR&QM3-H1, HRM8-H7, HRM9-H11), every 
two weeks (HR&QM3-H1, FOM5-H4), or even weekly (FOM12-H17) to 
discuss any problems related to quality and suggest action plan to solve these 
problems (HR&QM3-H1). The quality team or committee includes some
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members such as HR manager, general manager, departmental managers 
(HR&QM3-H1, FOM5-H4, HRM6-H5), and quality ambassadors as 
representative from employees (HR&QM3-H1). In general, most high TQM 
adopters have a quality team or quality committee presided by general manager or 
HR manager, whereas other hotels follow quality through training department.
Low TQM Adopters: There is not a quality committee, quality team or even quality standards 
(HRM4-H6). In the low TQM adopters, quality committee or quality team is not 
existed, but general manager (GM11-H10), training manager (HR&TM10-H8) or 
departmental manager (HRM4-H6, HR&TM10-H8) follow quality without 
standards.
It seems that there are quality team, quality committee or reviewing quality in high TQM 
hotels. Quality operations are usually presided by general manager, HR manager, or training 
manager.
“There is a team fo r quality presided by HR manager” (HR manager- hotel 2)
“We have a quality committee or a specific department fo r  quality presided by HR manager 
and included a number o f members as general manager, departmental managers, and quality 
ambassadors from employees ” (HR & quality manager - hotel 1)
“Training department in our hotel follows quality” (HR manager - hotel 1)
In other hand, low TQM hotels lack quality team, quality committee, or even quality standards. 
“No quality department or even committee is existed, each department follows its quality, but 
there are not any standards in this hotel to follow them ” (HR manager - hotel 4)
“No specific committee, team, or department fo r  quality, but general manager in this hotel 
follows quality” (General manger -hotel 11)
Q3: What is the Importance of quality in your hotel, and is your hotel looks to quality 
from one aspect or from different aspects?
Hish TOM Adopters: All managers reported the importance of quality to hotels from different 
aspects such as: quality of work itself (HRM1-H3), quality of management 
(HRM1-H3), quality of employees attitudes and behaviour (HRM1-H3, HRM2- 
H2, HR&QM3-H1, FOM5-H4, HRM6-H5, TM7-H9), quality of customer 
services (HRM1-H3, HRM2-H2, HR&QM3-H1, FOM5-H4, HRM6-H5, 
HRM8-H7) quality of work environment (HRM2-H2, HR&QM3-H1), quality of 
furniture (HR&QM3-H1), quality of food & beverage (HR&QM3-H1, FOM5- 
H4), cleanliness (FOM5-H4), and quality of information (FOM5-H4). Hence, all
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high TQM adopters considered quality is important from several aspects, and the 
most important aspects are quality of employees in terms of attitudes, behaviours 
and appearance; quality of customer services; and quality of work environment.
Low TOM Adopters: Although most employees ignorant the meaning of quality (HRM4-H6), 
but quality is important and it is a basis for any hotel success from different 
aspects such as quality of customer services (HR&TM10-H8, GM11-H10), 
quality of food and beverage (HR&TM10-H8), and quality of employees 
(HR&TM10-H8, GM11-H10). Low TQM adopters showed the importance of 
quality regarding customer services; food & beverage; and employees in terms of 
training, skills and experiences.
Mangers in high TQM hotels recognised quality from different aspects.
“Quality is very important from different aspects in terms o f customers, work itself, 
management, and employees ” (HR manager - hotel 3)
“Quality is important for hotel from service, food  and beverage, cleanliness, and providing 
sufficient information when helping customers, and quality o f employees in terms o f their 
dealing with customers and among them, and employees ' appearance ”
(Front office manager- hotel 4)
Similarly, managers in low TQM hotels perceived quality in different aspects with less degree
than in those high TQM hotels.
“Quality is important and it is a basis fo r  any hotel success, but in our hotel most employees 
ignorant the meaning o f quality because training department is not existed”
(HR manager- hotel 6)
“It is important from different aspects such as customer, food  and beverage, and quality 
employees included training, skills and experiences ” (HR & training manager- hotel 8)
Q4: What are the main applications for quality in your hotel in terms of content and 
programmes, if  quality is not applied what are the main reasons behind that?
Hish TOM Adopters: Hotels are applying quality practices throughout different programmes 
such as: Guest Satisfaction Survey (GSS) (HRM1-H3, FOM5-H4, HRM6-H5), 
guest feedback (TM7-H9, HRM9-H11), Employee Status Panel Software (ESPS) 
(HRM1-H3), Employees Survey (HRM9-H11), Hazard Analysis and Critical 
Control Points (HACCP) (HRM2-H2, HR&QM3-H1, HRM8-H7, HRM9-H11), 
ISO 20,000 (HRM2-H2, HR&QM3-H1, HRM8-H7, FOM12-H17), ISO 22,000 
(HR&QM3-H1, HRM9-H11), Environmental Management System (EMS)
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(HRM2-H2, HR&QM3-H1), Associate Opinion Survey (AOS) (HRM6-H5), 
Annual Employee Survey (AES) (HRM6-H5), Quality Assurance (QA) (TM7- 
H9), Quality Assurance & Control (QAC) (TM7-H9), Quality Control (QC) 
(FOM12-H17), and Green Key (GK) (TM7-H9, HRM8-H7, HRM9-H11, 
FOM12-H17). As a result, high TQM adopters apply different programmes which 
are mainly categorised into five groups: customer services, employee performance, 
food safety, work environment, and quality itself. In addition, these hotels follow 
Internal Audit and chain standards.
Low TOM Adopters: Hotels lacked any specific applications for quality (GM11-H10), due to 
employees do not have knowledge about quality, and top management is not 
concerning with quality or even customers complaints (HRM4-H6). Only one 
hotel applies Guest Satisfaction Survey (GSS) (HR&TM10-H8). Hence, the 
quality application in the low TQM adopters is veiy limited and only through GSS.
Different quality management programmes have been implemented in high TQM hotels. 
“Quality is applied in all departments such as reception, F& B service, and housekeeping. We 
applied different programmes such as: ISO 20,000 standard promotes an integrated process 
approach to deliver managed service in order to meet customers ’ requirements; Hazard 
Analysis and Critical Control Points (HACCP) programme is a systematic preventive 
approach to food  safety, which is used at all stages offood production. Finally, Environmental 
Management System (EMS) is an environmental programme fo r developing, implementing and 
maintaining policy fo r  environmental protection ” (HR manager -hotel 2)
“Yes, it is applied. Quality programmes are: Guest Satisfaction Survey (GSS) conducting 
monthly and that followed by meeting included top management and all departmental 
managers to discusses the results and provide solutions fo r  any problem. Associate Opinion 
Survey (AOS) fo r  enhancing workplace performance. Annual Employee Survey (AES), and
chain standards ” (HR mangers-hotel 5)
Low TQM hotels have implemented Guest Satisfaction Survey (GSS) and employee 
suggestions only as the main application of quality management. Hence, low TQM hotels did 
not apply any specific quality management programmes.
“We applied Guest Satisfaction Survey (GSS), and suggestions box fo r  employees ”
(HR & quality manager- hotel 8)
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Q5: Are your hotel management satisfied with the current applications of quality?
Hish TOM Adopters: The majority of hotels are satisfied with the current quality applications 
(i.e. HRM1-H3, HRM2-H2, HR&QM3-H1, HRM9-H11, FOM12-H17), but the 
others are not because they are looking for the best quality applications (i.e. 
FOM5-H4, HRM6-H5, TM7-H9, HRM8-H7).
Low TOM Adopters: In general, hotels are satisfied with their current status because nothing to 
apply or even think about quality practices (HRM4-H6, HR&TM10-H8). 
Although only one hotel is looking for the best (GM11-H10), but this seems an 
illogical issue since this hotel does not apply anything related quality. Low TQM 
adopters did not apply any quality applications, so they are satisfied with their 
current status.
Although the majority of managers in high TQM hotels are satisfied with the level of quality
management practices in their hotels, but the others are not and they are looking for better.
“Yes, our management are satisfied with the current status ” (HR manger -hotel 3)
“We are satisfied because what have been done till today are higher than our expectations ”
(HR & quality manager - hotel 1)
“We are satisfied, but we are looking fo r the best quality application ” (HR manger - hotel 5) 
“At the meantime, we are not satisfied, but we are looking fo r better”
(Training manager -hotel 9)
On the other hand, mangers in low TQM hotels are satisfied with the level of quality
management implementation in their hotels.
“Maybe 60% o f quality practices are applied in all departments, and the main reasons fo r  not 
applying quality are: employees have not knowledge or even background about quality, and 
top managements are not concerning with quality and customers complaints ”
(HR manager - hotel 6)
Q6: Is your hotel interested in the results o f quality applications, and what are the 
most important of those results?
Hish TOM Adopters: Hotels are interested in the results of quality applications, these results 
can be checked through different ways such as internal investigation from hotel 
itself and external investigation fi-om chain (HRM2-H2, HR&QM3-H1), quality 
companies and hidden guest (HR&QM3-H1), Guest Satisfaction Survey (GSS) 
(FOM5-H4), comparative study (comparing current quality with previous years)
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(HRM6-H5), and employees suggestions (FOM5-H4, HRM6-H5).The main 
results of quality applications as reported by managers are: improving customer 
services (HRM1-H3, HR&QM3-H1, HRM6-H5), enhancing customer 
satisfaction (HRM1-H3, HRM2-H2, HR&QM3-H1, HRM6-H5, TM7-H9, 
HRM8-H7), increasing occupancy rate (HRM1-H3, HRM2-H2, HR&QM3-H1, 
FOM5-H4, HRM9-H11), improving the hotel image (HRM2-H2), improving 
overall services (HRM2-H2), enhancing customers’ loyalty (HRM2-H2, 
HR&QM3-H1, FOM5-H4, HRM8-H7, HRM9-H11, FOM12-H17), increasing 
profits (HRM2-H2, FOM5-H4), enhancing market share (HR&QM3-H1), 
increasing work (HRM9-H11), profitability (FOM12-H17), increasing employee 
job satisfaction and decreasing employee turnover (FOM5-H4).Based on the 
above results, high TQM adopters agreed that the main benefits from quality 
applications are related to customers, and they are: improving customer services; 
increasing customer satisfaction and enhancing customers’ loyalty. At the end, 
these benefits reflect on hotels by enhancing their occupancy rate.
Low TQM Adopters: Although quality applications are not highly applied in low TQM 
adopters (HRM4-H6), but they believed that the applications of quality will 
provide some benefits to their hotels as: improving hotel reputation (HR&TMIO- 
H8), enhancing customers loyalty (HR&TM10-H8), increasing occupancy rate 
and income (HR&TM10-H8, GM11-H10), enhancing employees loyalty 
(HR&TM10-H8), continuous customers and improving competitive advantage 
(GM11-H10). This group of hotels focused more on enhancing occupancy rate 
and thus increasing income.
Managers in high TQM hotels are very interested in the results of quality management 
practices in their hotels; those hotels have similar results.
“The results o f quality are: improving the hotel image, improving overall services, enhancing 
customers ’ satisfaction and their loyalty, and increasing occupancy rate and profits ”
(HR manger- hotel 2)
Similarly, mangers in low TQM hotels believed that the applications of quality will provide 
some benefits to their hotels even they did not implement specific quality programmes.
“The most important results o f quality practices are enhancing hotel reputation and thus 
customers’ loyalty, increasing income (occupancy rate), and enhancing employees loyalty”
(HR & quality manager -hotel 8)
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“The benefits o f quality applications are: continuous customers, competitive advantage and 
increasing income ” (General manager- hotel 10)
Q7: Is your hotel considered quality as an extra cost which is unnecessary?
Hish TOM Adopters: Mangers considered quality as a necessaiy (HRM2-H2, HRM8-H7), 
needful (HRM6-H5), important (FOM5-H4) and basic application (HR&QM3- 
H l, FOM5-H4), and not an extra cost. No work in hotels without quality (TM7- 
H9).
Low TOM Adopters: To some extent, some hotels considered quality as an extra cost (HRM4- 
H6), while the other hotels are not (HR&TM10-H8, GM11-H10). Furthermore, 
quality is necessary for training, improving employees and feedback (HR&TMIO- 
H8).
Managers in high TQM hotels considered quality as a necessary application and not an extra
cost.
“No, quality is a necessary application ” (HR manager -hotel 2)
“No, it is a needful application ” (HR manger - hotel 5)
“No, there is no work without quality” (training manager- hotel 9)
On the other hand, managers in low TQM hotels showed disagreement regarding the necessary
of quality.
“Yes, quality is an extra cost” (HR manager -hotel 6)
“No, quality is necessary for training, improving employees andfeedback”
(HR & training manager- hotel 8)
QS: What are your hotel future ambitions about other quality applications in the 
short term as well the long term?
Hish TOM Adopters: Hotels are looking to apply the best (HRM2-H2, HRM8-H7) and latest 
quality application (FOM12-H17) such as: ISO programmes, quality programmes, 
and IT programmes for quality (HRM6-H5) to improve quality service (FOM5- 
H4, HRM8-H7), renew and develop hotel services (HR&QM3-H1).
Low TOM Adopters: Hotels are looking to have a quality committee or even hiring one expert 
in quality (GM11-H10), as well applying some quality programmes as: HACCP,
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ISO programmes, and Green Key (HR&TM10-H8). Furthermore, Low TQM 
adopters prefer to focus more on quality in the future (HRM4-H6).
High TQM hotels are looking for applying the best quality management practices.
“We are looking fo r the best quality applications” (HR manager- hotel 2)
“Follow up anything is new that will renew and develop our services ”
(HR & quality manger -hotel 1)
“We are looking to be number one in the world and especially in quality”
(Training manager- hotel 9)
Low TQM hotels are looking to have a quality committee or quality team.
“We are looking to have a quality committee or at least to hire one expert in quality ”
(General manager- hotel 10)
“We are looking for applying HACCP, ISO programmes, and Green K ey”
(HR & training manager- hotel 8)
The results of qualitative data supported the previous results of quantitative data that claimed 
there are significant differences between low TQM adopters and high TQM adopters in terms 
of TQM applications. Furthermore, the content analysis confirmed strongly that each group of 
TQM adopters showed a different point view to each aspect of quality applications. 
Consequently, these results supported the classification of sampled hotels as discussed in 
cluster analysis in section 7.10.
7.13 CORRELATION ANALYSIS
A correlation analysis will be conducted in this study to explore the relationship between 
independent(s) and dependent(s). A correlation is a numerical measure of the degree of 
agreement between two sets of scores. It ranged between -1.0 to +1.0: -1.0 indicates full 
disagreement, 0 means no relationship and +1.0 indicates complete agreement (Kline, 1994). 
More specifically, Cohen (1988) defined the strength of the relationship between variables: a 
small correlation as 0.10, a medium correlation as 0.30 and a large correlation as .050 or 
greater. Correlation coefficient was conducted among all CSFs of TQM and innovation 
performance. The results as shown in Table 7.23 indicated significant correlation were between 
TQM, product innovation and process innovation, as well process innovation correlated highly 
positively with product innovation.
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As can be seen from Table 7.23, the results revealed that there was a very high significant correlation 
between TQM and innovation performance at the significant level (.000). But there was a significant 
correlation between process innovation and product innovation at the significant level (.000). At the 
factor level, the findings showed that the highest correlation was between ‘process management’ (F8) 
and product innovation (r =.89), whereas the lowest correlation was between ‘supplier relationship’ 
(F4) and process innovation (r =.737). Furthermore, the correlation among CSFs of TQM indicated 
that the highest correlation (r =.958) was between ‘continuous improvement’ (FIO) and ‘quality 
planning’ (FI2), and between ‘product/service design’ (F6) and ‘continuous improvement’ (FIO). 
While, the correlation between ‘leadership support’ (F2) and ‘supplier relationship’ (F4) showed the 
lowest correlation among TQM factors (r =.777).
Based on the classification of TQM factors, namely, soft factors and hard factors, the correlation 
between soft and hard factors was high (r =.984), as well between innovation dimensions including 
process innovation and product innovation (r =.954). Finally, a very high significant correlation 
between TQM and product innovation and process innovation (r =.888, .875) respectively. More 
specifically, hard factors showed higher correlations than soft factors with product innovation and 
process innovation (r =.896, .879) respectively, while correlations for soft factors with product 
innovation and process innovation were (r =.882, .870) respectively.
7.14 TESTING THE HYPOTHESES
In this study, hypotheses will be tested using both multiple regression analysis, and Structural 
Equation Modelling (SEM). The main hypotheses of TQM Model as the following:
HI: TQMpractices are positively related to innovation performance.
H2: Process innovation is positively related to product innovation.
7.14.1 Regression Analysis
The results in Table 7.23 show that there were very high significant correlations between all variables 
of TQM and innovations, since the significant level was (.000). Miles and Shevlin (2001) suggested 
that causation can be established by meeting three criteria are: a statistical association (regression 
coefficient or correlation), direction of influence (independent causes dependent), and finally, 
isolation (isolate the influence of independent variable on dependent from other independents). 
Furthermore, multiple regression analysis is a statistical technique that can be used to analyse the 
relationship between a single dependent and several independent variables. The main objective of
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multiple regression analysis is to examine the ability of the independent variable(s) to predict the 
single dependent variable (Hair et al., 2010).
Evaluating the results of a multiple regression analysis is based on the following statistical criteria 
(Hair et al., 2010): (1) The overall regression model is considered a significant model by using F 
statistic at P values < 0.05. (2) The strength of relationships between the independent variables and 
dependent variable are represented by R .^ The value of ranged from 0 to +1.0, it represents the 
amount of variation in the dependent variable by independent variables. The higher value of R^  close 
to 1.0 indicates a strong relationship between independents and dependent. (3) The amount of the 
impact and the direction (positive/negative) of the independents variables on dependent variable are 
represented by coefficient betas (p). The value of p ranged from -1.0 to +1.0. The higher value of p 
indicates that independent variable has a greater impact on dependent variable. (4) The beta 
coefficient(s) (p) must be significant for each of the independent variables using the t statistics at P 
values < 0.05, when p is significant that indicates independent variable is a good predictor of the 
dependent variable.
7. 14.1.1 Tests of H ypotheses in TQ M  M odel
A multiple linear regression model was conducted in order to indicate the impact of CSFs of TQM as 
independent variables on innovation performance, including, product innovation and process 
innovation as a dependent variable. The hypotheses of TQM model as shown in Figure 7.15 were 
tested using regression analysis.
Figure 7.15: Hypotheses of TQM Model
H l b
TQM I Process j Product
 ^  Innovation j  h2 ----- ► Innovation
H l c
HI: TQMpractices are positively related to innovation performance.
Hla: TQM practices are positively related to process innovation.
TQM was proposed to have a positive relationship with process innovation. This hypothesis was 
tested by using regression analysis as shown in Table 7.24.
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Independent Variable
--------  --- -----J - --------  ------  ^ .......
Dependent Variable : Process Innovation
R R" F P t Sig.
TQM ^75 J65 332.065 ^75 18.223** .000
Soft Factors .870 J5 7 317.151 ^70 17.809** .000
Hard Factors ^79 .772 345.185 ^79 18.790** .000
TQM is a significant predicator of process innovation as shown in Table 7.24. The regression results 
showed that TQM had a strong positive relationship with process innovation (P =.875, P<0.01), which 
is considered a strong correlation. Moreover, TQM explains (R^) 76.5 % of the variance in process 
innovation, this means TQM is a good predictor in process innovation. Additionally, both soft and 
hard factors had strong significant relationships with process innovation (p =.870, .879) respectively 
at the significant level (P=.000). Consequently, the overall statistical results confirmed that 
relationship, and therefore hypothesis la  is accepted.
Hlb: TQM practices are positively related to product innovation.
TQM was proposed to have a positive relationship with product innovation. A liner regression test 
was conducted to examine this hypothesis. The results are presented in Table 7.25.
Table 7.25: Linear Regression for Impact of TQM on Product Innovation
Independent Variable Dependent Variable : Product Innovation
R R2 F P t Sig.
TQM ^88 J89 380.819 ^88 19.515** .000
Soft Factors ^82 J78 357.494 ^82 18.908** .000
Hard Factors ^96 ^02 413.424 ^89 20J33** .000
As Table 7.25 shows, TQM is highly positively related to product innovation (p =.888, P<0.01). The 
regression results showed that TQM is a significant predicator of product innovation, more 
specifically, TQM explains (R^) 78.9 % of the variance in product innovation. Furthermore, both soft 
and hard factors had strong significant relationships with product innovation (p =882, .889) 
respectively at the significant level (P=.000). As a result, the overall statistical results indicated that 
TQM positively impacted product innovation, and therefore, hypothesis lb is accepted.
H2: Process innovation is positively related to product innovation.
In this study, process innovation was proposed to have a positive relationship with product 
innovation, the regression results are presented in Table 7.26.
Table 7.26: Linear Regression for Impact of Process Innovation on Product Innovation
Independent Variable Dependent Variab e : Product Innovation
R R2 F P t Sig.
Process Innovation 454 409 1022.305 454 31.973** .000
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Table 7.26 reported a highly strong correlation between process innovation and product innovation 
(p=.954, P<0.01). Furthermore, process innovation is considered as an excellent predictor in product 
innovation, since it explains (R^) 90.9 % of the variance in product innovation. The overall statistical 
results indicated that process innovation is significantly related to product innovation. Hence, 
hypothesis 2 is accepted. Moreover, as the above results indicated that all hypotheses in TQM model 
were confirmed.
7.14.1.2 Testing the W hole M odel
This study will test the whole model in order to investigate the relationships between all variables in 
TQM model because sometimes dependent(s) can work as mediators in the relationship between 
independent(s) and dependent(s). More specifically, Baron and Kenny (1986) suggested a mediation 
analysis to investigate the mediation variable(s) between independent and dependent. They described 
four steps should be taken to confirm a mediated relationship between independent and dependent, 
and these steps are: (1) The significant relationship between the independent variable and the 
mediating variable is significant. (2) The significant relationship between the independent variable 
and the dependent variable. (3) The significant relationship between the dependent variable and the 
mediating variable is significant. (4) In mediating analysis, if the significant relationship between the 
independent variable and dependent variable disappeared, which indicates that relationship fully 
mediated by mediator variable (complete mediator), but if the same relationship reduced that indicates 
the relationship is partially mediated by mediator variable (partial mediator).
As discussed earlier that the relationships were significant between TQM as an independent variable 
and both product innovation and process innovation as dependent variables, as well between 
dependent variables themselves (product innovation and process innovation). The researcher decided 
to investigate any mediating role for process innovation in the relationship between TQM and product 
innovation, and therefore the independent; mediator; and dependent are included in the regression 
model by using a multiple regression analysis to test that relationship. Table 7.27 below shows the 
results.
Hlc: Process innovation is positively mediated the relationship between TQM and product 
innovation.
Table 7.27; Mediating Test of process innovation between TQM and Product Innovation
Independent Variable Mediating Variable Dependei 
Product !
it Variable 
Innovation
F R R: P t Sig.
TQM - J70 - 430 4.007** .000
Process Innovation - 493 - 452 13.099** .000
Predictors: TQM, Process Innovation 594.644 460 422 - - .000
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As can be seen from Table 7.27, the regression results of testing model equation indicated that process 
innovation as a mediator variable have a significant impact on the dependent variable (product 
innovation), when TQM was independent variable. More specifically, process innovation was 
partially mediated the relationship between TQM and product innovation (R =.960, P<0.01) as shown 
in Figure 7.16. TQM had a significant positive relationship with product innovation ((3 =.230, 
P<0.01), mediator variable (process innovation) associated with product innovation strongly and 
positively ((3 =.752, P<0.01). Accordingly, hypothesis Ic is accepted. The previous results indicated 
that all sub-hypotheses of hypothesis 1 are accepted and supported in this study. Consequently, 
hypothesis 1 is accepted which confirmed the positive relationship between TQM and both product 
and process innovations directly, as well between TQM and product innovation indirectly through 
process innovation.
Figure 7.16: TQM and Innovation Model Testing
Direct Path .888 (R^ = .789)
r
TQM
.875 (R2 = .765) Process
Innovation
.954 (R: = .909) Product I 
Innovation j
.370 (R"=.230)
— ►
.793 (R: = 752)
J
Indirect Path .960 (R^ = .922)
direct Path,  Indirect Path
As can be seen from Figure 7.16, TQM had significant direct and indirect paths with product 
innovation. In the direct relationship, TQM explained (R^) 78.9 % of the variance in product 
innovation, whereas the indirect path through process innovation explained more variance in product 
innovation was (R^) 92.2%. Consequently, the study’s model is supported. Finally, Table 7.28 
presents a summary of the results of regression analysis.
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As can be seen from Table 7.28, the findings of regression analysis confirmed and accepted 
the hypotheses of TQM model, namely, HI, HI a, Hlb; and H2. For mediating analysis, TQM 
had an indirect relationship with product innovation through process innovation.
7.14.2 Structural Equation Modelling
This study will assess the TQM model fit holistieally in order to estimate of how well the data 
fit the a priori hypothesised model. Structural Equation Modelling (SEM) or path analysis is a 
general data analytie technique with a number of advantages over traditional approaehes 
(regression teehniques) to statistieal analysis. SEM produees results whieh are aceomplished 
by any regression technique, but with lots more besides, and therefore regression analysis ean 
be considered as one particular type of SEM. However, SEM can do a wider range of 
analysis, while regression analysis eannot. For example, a regression analysis provides a set 
of parameter estimates and a set of standard errors for those parameter estimates. Regression 
always provides satisfactory solution to the equation model, and thus the regression model 
can never be wrong regarding the fitting of data. Contrary to regression analysis, analysing 
data using SEM formulates a hypothesis about the underlying model and test that hypothesis. 
The appropriate model is obtained when the model fit the data and then the parameter 
estimates ean be interpreted, while the wrong model is obtained when the model does not fit 
the data and in this case the parameter estimates will not be meaningful and eannot be 
interpreted (Miles and Shevlin, 2001). The SEM teehnique employs to estimate of how well 
the data fit the a priori hypothesised model. The maximum likelihood proeedure is the most 
popular method for use in SEM (Hoyle, 1995).
In SEM, assessing a model fit is one of the most eomplicated proeedures (Shah and Godlstein, 
2006). As discussed in the seetion of confirmatory factor analysis, several fit indiees may be 
used to refleet different aspeets of model fit. For instance, Kline (1994) recommended two fit 
indiees, namely, Root-Mean-Square Residual (RMR), and Goodness-of-Fit Index (GFI). The 
GFI is a measure of the relative amount of observed varianee and covarianee aeeounted for by 
the model and is analogous to R2 in multiple regression analysis (Hoyle and Panter, 1995; 
Kline, 2005). RMR is the squared root of the mean of squared discrepancies of the obtained 
and implied correlations (Kline, 1994). Similarly, Schumacker and Lomax (2004) suggested 
some fit indiees are: Chi-Square (X^), the Goodness-of-Fit Index (GFI), the Root-Mean- 
Square Residual (RMR), and the Adjusted Goodness-of-Fit Index (AGFI), whereas 
Tabaehnick and Fidell (2007) suggested other indices: Comparative Fit Index (CFI), and Root 
Mean Square of Error Approximation (RMSEA). However, the most common fit indices are 
reported by different scholars in section 7.7.2, namely, (a) ehi-square (X^); (b) X^/df; (c) the
-253
M Al-Ababneh Chapter 7: Data Analysis and Findings (Survey 1: TQM Data)
Goodness of Fit Index (GFI); (d) the Comparative Fit Index (CFI); (e) the Ineremental Fit 
Index (IFI); (f) Root Mean Square Residual (RMR); (g) PCLOSE; (h) Tucker Lewis Index 
(TLI); (i) Normed Fit Index (NFI); (j) Adjusted Goodness-of-Fit Index (AGFI); and (k) the 
Root Mean Square Error of Approximation (RMSEA).
An adequate model fit is represented by GFI, AGFI, CFI, NFI, TLI and IFI values greater 
than .90 (Rentier and Bonett, 1980; Marsh et al., 1988; Hoyle and Panter, 1995; Arbuekle, 
2009), RMR and RMSEA values below .05 (Browne and Cudeek, 1993; Byrne, 2001; 
Arbuekle, 2009), PCLOSE value greater than 0.05 (Arbuekle, 2009), and finally, Chi- 
Square/df (XVdf) ratio lower than 2 and aeceptable between 2 to 5 (Bollen, 1989; Arbuekle, 
2009). Chi-square ÇX) test for goodness of fit has a problematic, due to the model does fit the 
data when P > 0.05, in other words, a non-significant chi-square (X^) is desired to obtain the 
fit model (Mulaik, 2010), Chi-square ÇX) test for the goodness fit was ignored by most 
scholars and they use the other fit indiees. The next sub-section presents the results of testing 
TQM structural model.
7.14.2.1 The Results of SEM for the TQM Model
Hair et al. (2010) suggested that conducting SEM requires a sample size between 100 to 200, 
while other seholars (i.e. Anderson and Gerbing, 1998; Sehumaeker and Lomax, 2004; Kline, 
2005) reported that SEM using maximum likelihood method requires at least a sample size 
(100) to yield valid results. In the multivariate research, the sample size should be 10 times as 
large as the study’s variables (Sekaran, 2003). SEM was employed to assess the relationship 
between the set of TQM factors and innovation performance (i.e. produet innovation and 
process innovation), as well assessing the relationship between the variables of innovation 
performance by using AMOS 18.
Due to the sample size of TQM model was (104) comparing to the 12 CSFs of TQM, whieh 
makes it is difficult to undertake SEM for this small sample. On the other hand, these factors 
were classified into two groups as discussed earlier in the literature ehapter, namely, soft 
factors included nine faetors (i.e. FI, F2, F3, F4, F5, F7, F9, FI 1, F 12), and hard factors made 
up of three factors (i.e. F6, F8, F 10), in this case TQM had only two eonstruets that makes the 
sample size of 104 is adequate and statistieal acceptable for condueting SEM. As shown in 
Figure 7.17, the TQM model is represented as a single latent construet eomposed of two 
constructs, regressed against two latent constructs of innovation performance, each measured 
by a single variable. The theoretieal model was tested.
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Figure 7.17; Overall TQM Structural Model
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As can be seen from Figure 7.17, the path coefficient between TQM and process innovation 
was (R) .88 has the highest value, followed by that between process innovation and product 
innovation (R) .73, and finally between TQM and product innovation (R) .25. The results 
indicated significant relationships between TQM and the innovation performance, suggesting 
that TQM significantly and positively related to innovation performance (process innovation 
and product innovation), and supporting the positive arguments on the relationship between 
TQM and innovation performance as discussed in the literature. These results also found that 
the causal relationship between process innovation and product innovation. The most 
important result in this model is the indirect effect of TQM on product innovation through 
process innovation; this confirmed the previous finding of the partial correlation. The results 
of study confirmed that TQM is really an important management practice for enhancing 
innovation. The fit indices of model indicated that TQM model fits the data well as shown in 
Table 7. 29.
T able 7.29: O verall " Q M  Structural M odel F it Indices
Fit Measures Minimum requirement Model Values
Absolute Fit Measures
X W f <5 J65
GFI >.90 .996
RMR <.05 or <.10 acceptable .001
RMSEA <.05 or <.10 acceptable .000
PCLOSE >.05 .440
Model Comparison
TLI >.90 1.002
NFI ^99
AGFI j# 3
IFI 1.000
CFI 1.000
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The results of SEM showed a good fit for the three-factor model. More specifically, all the 
values of fit indices fell within a range of acceptable values as shown in Table 7.28. The 
model fit was excellent (XVdf=.765, P=.382, GFI=.996, AGF1=.963, CFI=1.000, NFI=.999, 
RMSEA=.000), and therefore the relationships in the TQM model are validated and thus 
accepted, for full results (see appendix 10). Support was found for hypotheses HI; HI a, Hlb, 
Hlc; H2.
7.14.2.2 The Results of SEM for the TQM Model in Different TQM Adopters
Due to this study classified the sampled hotels into two groups of TQM adopters, namely, 
high TQM adopters and low TQM adopters. It could be possible to test the model fit for each 
group to show any significant difference between them regarding TQM model. The TQM 
model for high TQM adopters is presented in Figure 7.18.
Figure 7.18: TQM Structural Model for High TQM Adopters
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As Figure 7.18 shows, the path coefficient between process innovation and product 
innovation was (R) .77 has the highest value, followed by that between TQM and process 
innovation (R) .64, and finally, between TQM and product innovation (R).21. The results 
revealed positive significant relationships between TQM and innovation performance 
(process innovation and product innovation), and a significant relationship between process 
innovation and product innovation. These results confirmed the indirect effect of TQM on 
product innovation through process innovation. Moreover, the TQM model fits the data well 
based on the fit indices as shown in Table 7.30.
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Table 7.30: TQM Structural Model Fit Indices for High TQM Adopters
Fit Measures Minimum requirement Model Values
Absolute Fit Measures
XVdf <5 .402
GFI >.90 .997
RMR <.05 or <.10 acceptable .001
RMSEA < 05 or < 10  acceptable .000
PCLOSE .565
Model Comparison
TLI >.90 1.010
NFI > ^ 0 ^9 9
AGFI >.90 .974
IFI >.90 1.002
CFI >.90 1.000
The results of SEM indicated a good fit for the TQM model for high TQM adopters as shown 
in Table 7.30. Moreover, all the values of fit indices fell within a range of acceptable values. 
The model fit was excellent (XVdf=.402, P= .526, GFI=.997, AGFI=.974, CFI=1.000, 
NFI=.999, RMSEA=.000), and therefore the relationships in the TQM model are validated 
and thus accepted, for full results (see appendix 11). Support was found for hypotheses HI; 
HI a, Hlb, Hlc; H2. The fit indices for this model were excellent. As a result, the 
relationships in the TQM model are validated and thus accepted. On the other hand. Figure 
7.19 shows the TQM model for low TQM adopters.
Figure 7.19: TQM Structural Model for Low TQM Adopters
IT>- " =
/
Process
Innovation
H ard
Factors
I’roducl
Innovation
Figure 7.19 shows, the path coefficient between TQM and process innovation was (R) .42, 
where the highest value was between process innovation and product innovation (R) .74. On 
the other hand, TQM was not significantly related to product innovation. The results indicated
-2 5 7 -
M Al-Ababneh Chapter 1: Data Analysis and Findings (Survey 1: TQM Data)
a positive significant relationship between TQM and process innovation, and between process 
innovation and product innovation. Although TQM was not related to product innovation, but 
the indirect effect of TQM on product innovation through process innovation was confirmed. 
Furthermore, Table 7.31 showed the TQM model fits the data well based on the fit indices.
Table 7.31: TQM Structural Model Fit Indices for Low TQM Adopters
Fit Measures Minimum requirement Model Values
Absolute Fit Measures
XVdf <5 1.278
GFI >.90 .952
RMR <.05 or <. 10 acceptable .018
RMSEA <.05 or <.10 acceptable .108
PCLOSE > j# .300
Model Comparison
TLI .973
NFI .963
AGFI .760
IFI >.90 .992
CFI .991
As can be seen from Table 7.31, the results of SEM indicated a good fit for the TQM model 
for low TQM adopters. Furthermore, all the values of fit indices fell within a range of 
acceptable values. The model fit was good (XVdf=1.278, P= .278, GFI=.952, AGFI=.760, 
CFI=.991, NF1=.963, RMSEA=. 108), and therefore the relationships in the TQM model are 
validated and thus accepted, for full results (see appendix 12). Support was found for 
hypotheses HI, HI a, Hlc; H2, while hypothesis Hlb is rejected.
Based on the previous results, TQM model was different between the two groups of TQM 
adopters. In the high TQM adopters, all relationships among variables were significant and 
greater than those relationships in the TQM model for low TQM adopters. On the other hand, 
TQM was not related to product innovation in the low TQM adopters. These results 
confirmed the results of t-test that indicated a significant difference between two clusters of 
hotels, including, high TQM adopters and low TQM adopters, as discussed in section 7.10.
The total effects of independent(s) on dependent(s) within a TQM models were measured by 
using AMOS to investigate the indirect effects among variables, a summary of the results of 
total effects is presented in Table 7.32.
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Table 7.32; Total Effects of Independents on Dependents in TQM Models
Overall TQM Model |
Dependent Variable Independent Variables |
TQM Process Innovation |
Direct Indirect Total Direct | Indirect | Total
Process Innovation .880 .880
Product Innovation .255 .642 .896 ^ 3 ( ) B bB W ^ .730
High TQM Adopters Model |
Dependent Variable Independent Variables
TQM Process Innovation
Direct Indirect Total Direct | Indirect | Total
Process Innovation .638 .638
Product Innovation .207 .490 .697 /768 ^ m « ^ .768
Low TQM Adopters Model |
Dependent Variable Independent Variables
TQM Process Innovation
Direct Indirect Total Direct | Indirect | Total
Process Innovation .415 .415
Product Innovation .307 .307 .740
For Overall TQM model, TQM has direct positive effects on process innovation and product 
innovation were (.880), (.255) respectively as shown in Table 7.32, while TQM has an 
indirect positive effect on product innovation through process innovation (.642). As well, 
process innovation has a direct positive effect on product innovation (.730). Similar results 
were found for high TQM adopters model, TQM has direct positive effects on process 
innovation and product innovation were (.638), (.207) respectively, and an indirect positive 
effect on product innovation through process innovation (.490). Process innovation has a 
direct positive effect on product innovation (.768). Finally, low TQM adopters showed 
different results, for example, TQM has only one direct positive effect on process innovation 
(.415), and an indirect positive effect on product innovation through process innovation 
(.307), and finally, process innovation has a direct positive effect on product innovation 
(.740). These results eonfinned the findings of regression analysis and mediating analysis that 
process innovation mediated partially the relationship between TQM and process innovation, 
and supported the study’s hypotheses.
7.14 CONCLUSIONS
TQM and innovation data gathered from 17 four- and five-star hotels in Jordan, in an attempt 
to identify the level of TQM practices and their impact on innovation performance. The study 
sample was managers, and therefore managers’ perceptions of TQM applications and 
innovation performance were studied to investigate the relationship between TQM practices 
and hotel innovation performance.
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Descriptive analysis indicated that the majority of the managers’ sample was Jordanian males, 
and educated young people with age less than 35 years, experienced people with 2-4 years of 
service in their current work, and they were middle managers. Consequently, the sample 
statistics confirmed that males gender, Jordanian nationality, young people, undergraduate 
degree holders, and experienced people are the main workforce in the hotel industry in 
Jordan.
The results of factor analysis, validity and reliability indicated that all the study constructs are 
valid and reliable. Furthermore, confirmatory factor analysis confirmed the constructs of all 
measurements in TQM instrument as the original scales after dropping few items to be 
statistical acceptance. On the other hand, cluster analysis found two groups of hotels based on 
the level of TQM applications, namely, low TQM adopters and high TQM adopters. 
Moreover, correlation coefficients were highly significant among all variables, based on that 
correlations, a multiple regression was conducted for testing the study hypotheses. The results 
of all multiple regression analysis indicated that all TQM model hypotheses are accepted and 
supported. As well, the regression results found a mediator variable in the relationship 
between independent variable (TQM) and dependent variable (product innovation), for 
example, the relationship between TQM and product innovation was partially mediated by 
process innovation.
Assessing the overall TQM model was conducted through SEM. TQM had two positive' 
significant paths, direct and indirect, with product innovation. More specifically, the indirect 
path through process innovation explained more variance in product innovation. As well, 
process innovation is positively and significantly related to product innovation. Finally, SEM 
showed significant differences between low TQM adopters and high TQM adopters regarding 
the TQM model. In other words, the relationships are stronger in the model for high TQM 
adopters rather than low TQM adopters. Some relationships disappeared from the model for 
low TQM adopters (i.e. direct relationship between TQM and product innovation), while the 
model for high TQM adopters was close to overall TQM model. These results confirmed the 
differences between the two adopters of TQM in terms of TQM applications and innovations.
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CHAPTER EIGHT 
DATA ANALYSIS AND FINDINGS 
SURVEY TWO: CREATIVITY DATA
8.1 INTRODUCTION
In this chapter, several sections and sub-sections presented the results of creativity data 
analysis. Firstly, this chapter describes the demographic characteristics of the participants, and 
it discusses the results of validity and reliability tests of study scales. Then, the results of both 
exploratory and confirmatory factor analyses for creativity instrument will be discussed. 
Descriptive statistics for measurement scales of creativity instrument are presented in this 
chapter. Furthermore, the chapter discusses the results of a correlation analysis and regression 
analysis between independent variable(s), mediator(s) and dependent variable(s). This is 
followed by model testing using SEM. Finally, a summary of the results is presented.
8.2 PILOTING CREATIVITY QUESTIONNAIRE
As discussed earlier, section 7.2 in the previous chapter, the procedures of piloting the TQM 
survey. In this section the same procedures have been followed for creativity survey. After 
conducting the pilot studies, the researcher changed misleading words and modified some 
statements regarding respondents’ feedback in order to avoid ambiguous statements and 
misunderstanding. After that, the final version of creativity questionnaire was ready to 
distribute to the participants. A copy of the final version of creativity questionnaire in English 
is attached in (appendix 13).
8.3 DATA COLLECTION
As discussed in Chapter Seven, more specifically in section 7.3, the same procedures have 
been followed for creativity survey. As a result, the same 17 sampled resort hotels agreed to 
participate in the creativity questionnaire. Only quantitative data were collected via creativity 
questionnaire from employees over the period from the first of July 2010 to the first of 
October 2010. The researcher approached employees in the sample through a contact with 
their HR managers. Then, creativity questionnaires were handed over to the HR managers 
who in turn distributed them amongst employees due to resort hotels in Jordan did not allow
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the researcher to contact employees directly. Furthermore, the HR managers were instructed 
on how to assure confidentiality, and how to distribute and collect the questionnaires. The 
collected data were reviewed and coded by the researcher for data entry. The data was 
analysed by using SPSS version 18, and SEM.
8.4 POPULATION AND SAMPLE
The research population is made up of 4,179 employees in 17 four- and five-star resort hotels 
in Jordan. The research sample contains all employees who are working at different 
departments. A cross-sectional approach was used in this study to collect data. Thus, data 
were collected via creativity self-administrated questionnaire. The participated hotels allowed 
the researcher to distribute a limited number of questionnaires to their employees, and 
therefore 630 creativity questionnaires were distributed to employees in all departments. A 
total of 346 questionnaires were returned, a response rate of 53.9%. The researcher found 14 
questionnaires were invalid due to incomplete data, thus the researcher obtained 332 usable 
questionnaires. However, a total of 332 employees participated in this study, which represents 
a percentage of 8 % of the research population. As a result, the research sample is considered 
a good representation of the population.
8.5 DEMOGRAPHIC CHARACTERISTICS OF EMPLOYEES SAMPLE
This section is mainly concerned with presenting a descriptive analysis of the participants’ 
characteristics. It provides a brief description of the demographic characteristics of the 
participated employees such as gender, age, nationality, social status, education level, 
participants’ departments and experiences, and monthly salary.
8.5.1 Gender
The distribution of gender in the employees sample is presented in Figure 8.1. It was found 
that 83% of respondents in this study were males, whereas females accounted for 17%. 
According to Jordanian hotels Statistics, around 92% of the hotel workforce is comprised of 
males, and 8% is comprised of females (Ministry of Tourism Statistics, 2010). Based on the 
sample distribution, this indicated a usual distribution since males are the dominant gender in 
the hotel workforce in Jordan.
-262
M. Al-Ababneh Chapter 8: Data Analysis and Findings (Survey 2: Creativity Data)
Figure 8.1: Employees Sample Represented by Gender
17%
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8.5.2 Age
Figure 8.2 displays the age distribution for employees sample in Jordanian resort hotels. 
Figure 8.2: Frequency Distribution of Employees Age
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As Figure 8.2 shows, 59% of employees were in the age group 26-35 years, whereas the older 
people (56 years or more) are the lowest percentage accounted for only 0.3%. As expected in 
the hotel industry, the majority of employees consist mostly of the younger people with age of 
less than 35. Consequently, fewer employees among the old age of more than 46 years, which 
indicates that Jordanian hotels hire employees with undergraduate degree or less with some 
experience.
8.5.3 Nationality
Figure 8.3 displays the distribution of employees according to their nationality.
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Figure 8.3: Employees Sample Represented by Nationality
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□  Jordanian o  Non-Jordanian
As shown in Figure 8.3, 96% of employees were Jordanian, and only 4% of the employees 
were non-Jordanian. These numbers are similar to official statistics, for instance, around 88% 
of the hotel workforce is comprised of Jordanian, and 12% is comprised of non-Jordanian 
(Ministry of Tourism Statistics, 2010).
8.5.4 Social Status
Figure 8.4 shows the distribution of employees by social status.
Figure 8.4: Employees Social Status
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10 . 0 %  -
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As can be seen from Figure 8.4, 52.4% of employees were single, while married employees 
accounted for 21.3%, 2.7% of the sampled employees were divorced, and less than 1.2% of 
employees were widow(er).
8.5.5 Education Level
Figure 8.5 presents the employees sample distributed by their education level.
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Figure 8.5: Employees Educational Level
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As Figure 8.5 shows, 14.2% of employees had less than secondary education, 31.9% were 
secondary school graduates, 51.8 % of employees had an undergraduate degree, and less than 
2.1% had a postgraduate degree.
8.5.6 Department
Figure 8.6 below displays the distribution of employees according to their current department.
Figure 8.6: Employees Department
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From figure 8.6, it can be seen that 30.7% of employees working in front office and 
housekeeping departments, 40.7% working in food and beverage department, 13.6% working 
in finance & sales and marketing departments, while 6.3 % working in personnel and training 
department, 3.9% working in engineering and maintenance department, and less than 4.8% 
working in other departments. As a result, more than 70 % of employees working in front 
office & housekeeping and food & beverage departments. In other words, these departments 
have the majority of employees in the hotel industiy.
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8.5.7 Experience in the Current Hotel
Figure 8.7 presents the distribution of employees based on their experiences for the current 
hotels. As illustrated in Figure 8.7, 18% of employees working for their current hotels for less 
than one year, 44.9% between 2 and 4 years, 29.8% between 5 and 7 years, and less than 
7.3% working for longer than 8 years.
Figure 8.7; Experience in the Current Hotel
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8.5.8 Monthly Salary
The distribution of the employees’ monthly salary in the hotel industry is presented in Figure 
8.8. This Figure shows, 45.2 % of the employees received less than JD 300, 39.8% between 
JD 300-449, 10.2 % of the employees between JD450-600, and less than 4.8% received more 
than JD 600. However, most of employees who received less than JD 300 due to the fact that 
Jordanian hotels pay low salary for their employees, and especially for uneducated people.
Figure 8.8; Monthly Salary
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To summarise, a total number of employees participated in this study was 332. Most 
participants (83%) were males since Arabic culture restricts females to work in resort hotels. 
The majority of participants (84.7%) age 35 years or less that represents most employees were 
young people. But most of participants (96%) were Jordanian, and more than (52.4%) were 
single. However, (51.8%) of employees were undergraduate degree holders that indicate most 
employees were educated people. Most participants (40.7%) are working in food and 
beverage department as the main department in hotel. The highest number of participants 
(44.9%) was 2-4 years of service since some unskilled jobs in resorts need inexperienced 
people. Most participants (45.2%) had monthly salary less than JD 300. Furthermore, 
crosstabulations showed that the highest group of participants (5.4%) were single male 
employees of age 25 years or less with one year and less of service, and uneducated Jordanian 
working in Food & Beverage department for less than JD 300.
However, the recent statistics issued by the Ministry of Tourism in Jordan in 2010 indicated 
that there are 22 resort hotels located in three locations are: Dead Sea, Petra, and Aqaba. 
Specifically, 95% of workers in resort hotels are males, and 89.5% of workers are Jordanian. 
In this study, the sample is similar to the resort hotels population in Jordan as a whole. The 
study results showed that Jordanian males employees represent the majority of the workforce 
in the hotel industry in Jordan. Consequently, the sample statistics confirmed that males 
gender, and Jordanian nationality are the main workforce in hotels.
8.6 SCALES PURIFICATION
This study adapted existing western scales, which showed good reliability and validity results 
through different contexts in previous researches. However, it was necessary to purify these 
scales due to this study was conducted in Jordan as a non-western country. Factor analysis 
carried out through two ways: exploratory to discover the set of variables underlie the 
common factors of measurement scales, and confirmatory to confirm the structure of 
measurement scales.
8.6.1 Exploratory Factor Analysis
Exploratory Factor Analysis (EFA) was conducted in order to reduce the number of items in 
each scale due to poor loadings or cross loadings, as well to establish the factors underlying 
each construct in the creativity survey. An assumption analysis was necessary to check the 
suitability and factorability of obtained data for exploratory factor analysis and construct
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validity. Table 8.1 shows, the results of factor analysis assumptions for creativity instrument 
based on three criteria as suggested by Hair et al. (2010), which are: correlation matrix 
(r =0.30 or greater), Kasier-Meyer-Olkin (KMO) (0.60 or above), and Bartlett’s Test of 
Sphericity (significant at P <0.05).
Table 8.1; Factor Analysis Assumptions for Creativity Instrument
Employees Attitudes Work
Environment
for
Creativity
Work Outcomes Innovation
Commitment Job
Satisfaetion
Motivation Creativity productivity ESIB NSD
Correlation Matrix >.30 >.30 >.30 >.30 >.30 >30 >.30 >.30
(KMO) 0.886 0.899 0.806 0.943 0.856 0.881 0.862 0.910
Bartlett’s Test of 
Sphericity
.000 .000 .000 .000 .000 .000 .000 .000
As can be seen from Table 8.1, a correlation matrix revealed that all constructs have many 
correlation coefficients with a value of 0.30 and above (for full results, see appendix 14), 
(KMO) value ranging between 0.806 and 0.957, which are above the 0.60 recommended cut 
off point, and Bartlett’s Test of Sphericity reached statistical significance for all variables 
(p=.000). These results confirmed the construct validity for all scales of creativity instrument, 
and therefore using factor analysis was acceptable.
Based on the previous results, the 122 items of the creativity questionnaire representing three 
constructs of employee attitudes, eight constructs of work environment for ereativity, one 
creativity construct, one productivity construct, and two constructs of service innovation were 
subjected to EFA. Principle Components Analysis (PGA) using SPSS version 18 was 
performed for each scale separately, all items in scales were used in EFA before eliminating 
any item for maximizing reliability. A factor loading of 0.40 was used as the cut-off point in 
this study.
8.6.1.1 Organisational Commitment
Table 8.2 shows, the 15 items of organisational commitment scale representing one initial 
dimension were subjected to PGA. The initial PGA revealed two components with an 
Eigenvalue exceeding 1. Varimax rotation was conducted to clarify the interpretation of the 
components.
Scale N of
Items
Item Item Loading (Rotated) N of
Faetors
Eigenvalue % of
Varianee
Cumulative
%
Component 
1 (Value)
Component 
2 (Stay)
Organisational 15 Attl9 .850 1 5.794 38.630 38.630
Commitment A ttn .830 2 2.583 17.222 55.852
Att27 .792
Att3 .787
Attl5 .776
Att9 .755
Att7 .725
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Attl 
Att25 
Attl 7 
Att21 
Att23 
Attl 3 
Att5 
Att29
.713
.691
.776
.757
.747
.624
.598
.582
The above Table revealed two dimensions of organisational commitment. The first dimension 
is made up of nine items, item loadings on this dimension ranged from .691 to .850, it 
explained 38.63% of the total variance. The second dimension is made up of six items, item 
loadings on this dimension ranged from .582 to .776, it explained 17.22% of the total 
variance. The two extracted factors explained 55.85 % of the variation in the data.
As a result, it can be concluded that the sampled employees in the Jordanian resort hotels 
have confirmed the two-dimensional structure of organisational commitment, instead of one 
dimension as the original seale. The first dimension could be called as ‘value commitment’ or 
‘affective commitment’, whereas the second dimension can be ealled as ‘commitment to stay’ 
or ‘continuous commitment’. These results supported by several studies (e.g. Angle and 
Periy, 1981; Cohen and Gattiker, 1992; Koh et al., 1995; Yousef, 2003) as will be discussed 
in the next chapter.
8.6.1.2 Job satisfaction
Job satisfaction was represented by nine items in the original questionnaire. Factor analysis 
was conducted using varimax rotation to test the underlying structure of job satisfaetion as 
shown in Table 8.3.
Table 8.3: Results of Exploratory Factor Analysis (Job Satisfaction)
Scale N o f
Items
Item Item Loading (Rotated) N o f
Factors
Eigenvalue % o f
Variance
Cumulative
%
Component 
1 (Job Env.)
Component 
2 (Rewards)
Job 9 Att28 .849 1 4.546 50.511 50.511
Satisfaction AttSO .751 2 1.108 12.316 62.827
Att26 .743
Att22 .710
Att6 .837
Att2 .791
Attl 4 .681
Attl 8 .622
AttlO .584
Job satisfaction scale made up of nine dimensions that represented by one item for each 
dimension. Table 8.3 revealed two groups of job satisfaetion. The first group is made up of 
four dimensions, item loadings on this group ranged from .710 to .849, it explained 50.511% 
of the total varianee. The second group is made up of five items, item loadings on this group
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ranged from .584 to .837, it explained 12.316% of the total variance. The two extracted 
factors explained 62.827 % of the variation in the data.
Based on these results, this study eonfinned the two-dimensional structure of job satisfaction, 
instead of one dimension as found by Hsu (2009). The first group ean be called as ‘job 
environment’, it ineludes four dimensions, are: nature of work, communication, co-workers, 
and operating proeedures. The second group can be called as ‘rewards’, it includes 5 
dimensions, are: promotion, pay, fringe benefits, contingent rewards, and supervision. These 
results partially supported by Locke (1976) and Speetor (1997), they classified nine facets of 
job satisfaction into four groups: rewards such as fringe benefits or pay, other people such as 
supervisors or eo-workers, the organisation itself, and the nature of work itself.
8.6.1.3 Intrinsic Motivation
The six items of intrinsic motivation scale representing one initial dimension were subjeeted 
to PCA. The initial PCA revealed one component with an Eigenvalue greater than 1 as shown 
in Table 8.4.
Table 8.4: Resu ts of Exploratory Factor Analysis (Intrinsic Motivation)
Scale N of
Items
Item Item
Loading
N of
Factors
Eigenvalue % of
Variance
Cumulative
%
Component
Intrinsic 6 Att24 .797 I 2.964 49.397 49.397
Motivation A ttl 2 .789
Att4 .715
Att20 .688
A ttl6 .668
Att8 .524
As can been seen from Table 8.4, one extracted factor obtained Eigenvalue greater than 1, it 
explained 49.397% of varianee. It was revealed that all items had factor loadings exceeding 
0.40 ranged from .524 to .797. These results confirmed one-dimensional structure of intrinsic 
motivation as the original scale.
8.6.1.4 Work Environment for Creativity
Work environment for ereativity is made up of 66 items representing 8 initial dimensions. 
Factor analysis was conducted using varimax rotation pointed out 12 components obtained 
Eigenvalue greater than 1 as the underlying structure of work environment for creativity (for 
full results, see appendix 15). Contrary to expectations, the results obtained 12 factors were 
eonfused and unhelpful due to the mixing among the 8 initial dimensions, for instance, the 
majority of items (37 out of 66) are loaded in one factor whereas the remaining items are 
loaded in 11 factors. At this stage, these results do not make any sense regarding the structural
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factors of work environment for creativity. Since, the initial results of exploratory factor 
analysis did not make any sense for the researcher, and it was impossible to obtain sensible 
extracted factors of work environment for creativity. Therefore, the researcher decided to test 
the items of work environment for ereativity by using Confirmatory Factor Analysis (CFA) in 
order to confirm dimensionality for each construct as well as the model fit for the structure of 
work environment for creativity seale.
8.6.1.5 Creativity
Table 8.5 shows the results of exploratory faetor analysis for ereativity scale.
Table 8.5: Results of Exploratory Factor Analysis (Creativity)
Scale N of Items Item Item Loading N of Factors Eigenvalue % of Variance Cumulative %
Component
Creativity 6 CrI
Cr2
Cr3
Cr4
Cr5
Cr6
.577
.791
.776
.759
.776
.755
I 3.309 55.155 55.155
Table 8.5 revealed that one extracted factor obtained Eigenvalue greater than 1, with a 
percentage of variance was 55.155%. All items had high factor loadings exceeding 0.40 
ranged from .577 to .791. As a result, this study confirmed one-dimensional structure of 
creativity.
8.6.1.6 Productivity
The six items of productivity scale representing one initial dimension were subjected to PCA 
as shown in Table 8.6.
Tabic 8.6: Rcsu ts of Exploratory Factor Analysis (Productivity)
Scale N of Items Item Item Loading N of Factors Eigenvalue % of Variance Cumulative %
Component
Productivity 6 Prl .759 1 3.544 59.067 59.067
Pr2 .738
Pr3 .817
Pr4 .782
Pr5 .750
Pr6 .762
The above Table pointed out one extracted dimension of produetivity had Eigenvalue greater 
than 1, items had high factor loadings ranged from .738 to .817, and this dimension explained 
59.067% of the total variance. Based on the results, one-dimensional strueture of produetivity 
was confirmed in this study.
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8.6.1.7 Employee Service Innovation Behaviour
Employee Service Innovation Behaviour (ESIB) was represented by six items in the original 
scale. Factor analysis was conducted using varimax rotation to test the underlying strueture of 
ESIB as shown in Table 8.7.
Table 8.7; Results of Exploratory Factor Analysis (ESIB)
Scale N of Items Item Item Loading N of Faetors Eigenvalue % of Variance Cumulative %
Component
ESIB 6 Sipl .743 1 3.626 60.431 60.431
Sip3 .833
Sip5 .835
Sip7 .699
SipIO .760
Sipl3 .785
As can be seen from Table 8.7, one extracted factor obtained Eigenvalue was highly greater 
than 1, with a high percentage of variance 60.431%. ESIB items showed very high factor 
loadings were ranged from .699 to .835. Consequently, the factor analysis eonfinned that the 
items in ESIB scale formed a single factor.
8.6.1.8 New Service Development
Table 8.8 shows the results of exploratory factor analysis for eight items of New Serviee 
Development (NSD) scale representing one initial dimension.
Tal)le 8.8: Results of Exploratory Factor Analysis (NSD
Scale N of Items Item Item Loading N of Factors Eigenvalue % of Varianee Cumulative %
Component
NSD 8 Sip2
Sip4
Sip6
Sip8
Sip9
S ip ll
S ip l2
SipI4
.788
.811
.816
.837
.788
.820
.805
.759
1 5.162 64.530 64.530
Table 8.8 shows, one extracted faetor obtained Eigenvalue greater than 1, with a percentage 
of variance was 64.530%. NSD items had high faetor loadings exceeding 0.40 ranged from 
.759 to .837. These results confirmed one-dimensional structure of NSD.
8.6.2 Confirmatory Factor Analysis
Confinuatory Factor Analysis (CFA) was conducted to confirm the underlying structures of 
each construct in the measurement scales. Hence, it aims to confirm a pre-specified 
relationship between indicators and latent variables. The goodness of fit model assess by 
different fit indices as discussed in Chapter Seven and specifically in sub-section 7.7.2. 
However, a mixture of fit indices was used to assess the fit of measurement models as: X ,^
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X7DF, TLI, NFI, IFI, CFI, PCLOSE and RMSEA. CFA with AMOS 18 using maximum 
likelihood procedure was undertaken to assess the overall fit of the model on each scale, using 
all items in scales before eliminating any item for maximizing reliability.
8.6.2.1 Organisational Commitment
The 15 observed items of organisational commitment scale were initially subjected to CFA as 
specified into two components, namely, ‘value commitment’, and ‘commitment to stay’ by 
the EFA. Figure 8.9 displays the initial model of organisational commitment, while Table 8.9 
shows the initial results of the first run of CFA.
Figure 8.9: Initial Model of Organisational Commitment
attd
attl 1
att1
att25
Table 8.9: The Initial Results of CFA for Organisational Commitment
N
Items
Estimate Fit Measure
Value Commitment Commitment to Stay
1 Att9 .716 Parsimonious Fit Measures
2 A ttn .826 3.073
3 A ttl 5 .761 273.462
4 Att27 .776 Baseline Comparisons
5 Att25 .642 NFI .885
6 A ttl9 .846 IFI .919
7 Attl .682 TLI .890
8 Att3 .767 CFI .918
9 Att7 .677 Absolute Fit Measures
10 A ttl 7 .655 RMSEA .079
11 Att21 .703 PCLOSE .000
12 Att23 .735
13 Att29 .568
14 Att5 .508
15 Attl 3 .481
As can be seen from Table 8.9, the initial results of CFA revealed that NFI, TLI, and 
PCLOSE were less than the acceptable values, as well RMSEA value greater than the value of 
good model (.05). Consequently, the initial model was not accepted as it is, and therefore two
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items (A ttl3, Att29) were deleted from ‘commitment to stay’ dimension, other three items 
(Attl, Att9, Att25) were deleted from ‘value commitment’. The modified model is presented 
in Figure 8.10, and Table 8.10 displays the results of second run of CFA for organisational 
commitment.
Figure 8.10:
0 *
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------ :37
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------ :3C
( d ) * -
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Table J1.10: The Second Run Results of CFA for Organisational Commitment
N
Items
Estimate Fit Measure
Value Commitment Commitment to Stay
1 A ttll .816 Parsimonious Fit Measures
2 Attl 5 .774 1.662
3 Att27 .776 55.138
4 Attl 9 .862 Baseline Comparisons
5 Att3 .749 NFI .962
6 Att7 .667 IFI .985
7 A ttl 7 .635 TLI .975
8 Att21 .741 CFI .985
9 Att23 .720 Absolute Fit Measures
10 Att5 .480 RMSEA .043
PCLOSE .682
From Table 8.10, the results of second order of CFA pointed out that the CFI, IFI, NFI, and 
TLI of organisational commitment model greater than 0.90, RMSEA value was .043, and 
A%^was 1.662 which is less-than-two level. Hence, these results showed the good fit for the
organisational commitment model.
S.6.2.2 Job Satisfaction
Based on the EFA, two factors of job satisfaction, namely, ‘job environment’, and ‘rewards’ 
were initially subjected to CFA. The first run using CFA revealed the results of initial model 
of job satisfaction are presented in Figure 8.11, and Table 8.11.
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Figure 8.11: Initial Model of Job Satisfaction
Rev/ards
* • - ©
Table 8.11: The Initial Results of CFA for Job Satisfaction
N
Items
Estimate Fit Measure
Rewards Job Environment
1 Attl 8 .742 Parsimonious Fit Measures
2 Attl 4 .720 2.859
3 AttlO .627 74.329
4 Att6 .763 Baseline Comparisons
5 Att2 .625 NFI .940
6 Att22 .690 IFI .960
7 Att26 .791 TLI .929
8 Att28 .739 CFI .959
9 Att30 .711 Absolute Fit Measures
RMSEA .075
PCLOSE .020
The initial results of CFA as shown in Table 8.11 indicated that CFI, IFI, NFI, and TLI of the 
model greater than the recommended 0.90, even though X^/df and RMSEA had high values 
but still in a range of acceptable values, PCEOSE was less than the acceptable value which 
means the model is not statistical significant. However, one item was deleted from each 
dimension, for example, item (Attl 8) from ‘rewards’ dimension, and item (Att26) from ‘job 
environment’ dimension. The following Figure 8.12 and Table 8.12 show the results of the 
second run of CFA.
Figure 8.12: Modified Model of Job Satisfaction
( e 7 > *
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Rewards
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Table 8.12: The Second Run Results of CFA for Job Satisfaction
N
Items
Estimate Fit Measure
Rewards Job Environment
1 Att2 .633 Parsimonious Fit Measures
2 Att6 .765 1.891
3 AttlO .648 A" 24.587
4 A ttl4 .734 Baseline Comparisons
5 Att22 .706 NFI .968
6 Att28 .699 IFI .985
7 AttSO .765 TLI .966
CFI .984
Absolute Fit Measures
RMSEA .052
PCLOSE .419
The results of second order of CFA revealed that the CFI, IFI, NFI, and TLI of job 
satisfaction model were highly greater than 0.90, RM SEA value was .052, and XFdf was less 
than the good ratio (<2). As shown it Table 8.12, these findings confirmed the model fit for 
job satisfaction.
S.6.2.3 Intrinsic Motivation
The six observed items of intrinsic motivation scale were initially subjected to the CFA as 
specified by the exploratory factor analysis. The initial results of intrinsic motivation model 
are presented in Figure 8.13, and Table 8.13.
Figure 8.13: Initial Model of Intrinsic Motivation
M otivation
.7 5 .6 461 .41.5 7 .7 4
1SQ -.38 .3 3 .5 5 .1 7 .4 2
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Table 8.13: The Initial Results of CFA for Intrinsic Motivation
N Items Estimate Fit Measure
I Att4 .645 Parsimonious Fit Measures
2 Att8 .412 5.354
3 A ttl2 .738 A* 48.187
4 A ttl6 .574 Baseline Comparisons
5 Att20 .614 NFI .912
6 Att24 .752 IFI .927
TLI .826
CFI .925
Absolute Fit Measures
RMSEA .115
PCLOSE .000
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As can be seen from Table 8.13, the initial results indicated that TLI less than the 
recommended 0.90, PCLOSE value (.000) was less than (.05), although X^/df and RMSEA 
greater than acceptable values. A modification for model was necessary to improve the model 
fit, and therefore two items (Att4, AttS) were deleted from motivation scale. The results of the 
second run of CFA are presented in Figure 8.14 and Table 8.14.
Figure 8.14: Modified Model of Intrinsic Motivation
M otivation
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Table 8.14: The Second Run Results of CFA for Intrinsic Motivation
N Items Estimate Fit Measure
1 Alt 12 .631 Parsimonious Fit Measures
2 Alt 16 .585 A 'W 1.299
3 Att20 .647 A- 2.598
4 Att24 .836 Baseline Comparisons
NFI .992
IFI .974
TLI .921
CFI .974
Absolute Fit Measures
RMSEA .030
PCLOSE .524
The results of second order of CFA as shown in Table 8.14 revealed that all fit indices fell 
within a range of acceptable level, and therefore intrinsic motivation model had a good fit.
S.6.2.4 Work Environment for Creativity
As discussed in the section of Exploratory Factor Analysis (EFA), it was necessary to conduct 
Confirmatory Factor Analysis (CFA) to confirm the structure of creative work environment 
constructs. The 66 observed items representing eight factors of work environment for 
creativity scale were initially subjected to CFA. Figure 8.15 and Table 8.15 showed the initial 
results of work environment for creativity model.
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Figure 8.15: Initial Model of Work Environment for Creativity
0, .400, .370, .380, .410, .450, .350, .410, .340, .680, .390, .440, .490, .400, .510, .45
84 0. .43
0. .48
0. .40
0 . .66
8 6 ~ 0 . .34
86 0. .38
0. .48
0. .45
N Items Estimate Fit M easure
OrgEn SupEn GroEn Free SufRes ChWo O rgim W oPres
1 Cl .687 Parsimonious Fit M easures
2 C9 ,697 1.825
3 C17 707 X ’ 3743.846
4 €25 .640 Baseline Comparisons
5 €33 .681 NFI .686
6 €36 .702 IFl .828
7 €39 .651 TLI .812
8 €43 .775 CFI .826
9 €46 .445 Absolute Fit M easures
10 €49 .674
11 €52 .655 RMSEA .050
12 €55 .559 PCLOSE .513
13 €58 .716
14 €61 .577
15 €66 685
16 €59 .652
17 €56 .660
18 €50 .657
19 €47 .655
20 €40 .284
21 €37 .637
22 €34 .316
23 €26 .316
24 €18 .672
25 €10 .361
26 €2 .721
27 €3 .688
278-
M. Al-Ababneh Chapter 8: Data Analysis and Findings (Survey 2: Creativity Data)
N Items Estim ate Fit M easure
OrgEn SupEn GroEn Free SufRes ChWo O rglm W oPres
28 C ll .679
29 C19 .664
30 C27 .637
31 C41 .686
32 C44 .667
33 C53 .689
34 C62 .698
35 C4 .852
36 C28 .549
37 C20 .890
38 C12 189
39 C5 .643
40 C13 .676
41 C21 J .655
42 C29 .691
43 C63 .662
44 C48 .371
45 C57 .638
46 C30 .675
47 C22 .650
48 C14 .634
49 C6 .642
50 CIS .555
51 C23 .530
52 C31 .400
53 C35 .542
54 C42 491
55 C45 .505
56 C51 .494
57 C54 .521
58 C60 .403
59 C64 .512
60 C7 .520
61 C38 .321
62 C65 .411
63 03 2 .464
64 C24 .504
65 C16 .538
66 C8 .532
The initial results of work environment for creativity model as shown in Table 8.15 indicated 
that NFI, IFI, TLI, and CFI less than the recommended 0.90. The initial model needs some 
improvements in order to improve fit measures to be acceptable. Consequently, 24 items were 
deleted from work environment for creativity, for instance, six items (C25, C39, C46, C52, 
C55, C61) were dropped from organisational encouragement scale, five items (CIO, C26, 
C34, C37, C40) were deleted from supervisory encouragement, one item (C27) was deleted 
from work group encouragement scale, two items (C l2, C28) were deleted from freedom 
scale, two items (C5, C48) were deleted from sufficient resources scale, one item (C l4) was 
deleted from challenging work scale, and finally, five items (C31, C38, C45, C60, C64) were 
dropped from organisational impediments scale. The results of second order of CFA for work 
environment for creativity are reported in Figure 8.16 and Table 8.16.
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Figure 8.16: Modified Model of Work Environment for Creativity
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3 017 .705 1444.466
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5 036 .696 NFI .811
6 043 .774 IFI .916
7 049 .676 TLI .903
8 058 .708 OFI .914
9 066 .676 Absolute Fit M easures
10 059 .650 RMSEA .044
11 056 .661 PCLOSE .989
12 050 .637
13 047 .653
14 018 .662
15 02 .717
16 053 .685
17 044 .675
18 041 .684
19 019 .669
20 O il .675
21 03 .694
22 062 .695
23 04 .858
24 020 .910
25 013 .675
26 021 .664
27 029 .695
28 063 .665
29 06 .614
30 022 .629
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N Estim ate Fit M easure
OrgEn SupEn GroEn Free SufRes ChW o O rglm WoPres
31 C30 .660
32 C57 .618
33 C7 .561
34 C15 .579
35 C23 .564
36 C42 .491
37 C54 .531
38 C35 .521
39 C51 .474
40 C8 .532
41 C16 .550
42 C24 .512
43 C32 451
44 C65 .399
The results of seeond order of CFA as shown in Table 8.16 revealed that the CFI, IFI, and 
TLI greater than 0.90, RMSEA value was .044, PCLOSE value was .989, and finally, X^/df 
was 1.653. These results showed that all fit measures fell within a range of aeceptable level, 
except NFI value was .811 which is less than the recommended value .90. However, the good 
fit for the work environment for creativity model was confinTied.
8.6.2.S Creativity
The six observed items of creativity scale were initially subjected to confirmatory factor 
analysis as specified by the exploratory factor analysis. Figure 8.17 and Table 8.17 show the 
initial results of creativity model.
Figure 8.17: Initial Model of Creativity
Créa
.70 .48
.71 .71
'.50 .51 .23
Cr6 Cr5 Cr4 Cr3 Cr2 Cr1
Table 8.17: The Initial Results of CFA for Creativity
N Items Estimate Fit Measure
1 Crl .484 Parsimonious Fit Measures
2 Cr2 .732 3.844
3 Cr3 .714 34.595
4 Cr4 .710 Baseline Comparisons
5 Cr5 .724 NFI .950
6 Cr6 .697 IFl .962
TLI .911
CFI .962
Absolute Fit Measures
RMSEA .093
PCLOSE .015
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The initial results of creativity model in Table 8.17 pointed out that all fit measures were 
accepted even though X^/df and RMSEA had high values, but PCLOSE value (.015) was less 
than the acceptable value (.05) to obtain a significance model. Furthermore, the second run 
was necessary to obtain an acceptable model, two items (Crl, Cr3) were dropped from 
creativity scale as shown in Figure 8.18 and Table 8.18.
Figure 8.18: Modified Model of Creativity
Créa
.69
.51 .58 .52
Cr2 Cr4 Cr5 Cr6
Table 8.18: The Second Run Results of CFA for Creativity
N Items Estimate Fit Measure
1 Cr2 .686 Parsimonious Fit Measures
2 Cr4 .741 .853
3 Cr5 .762 A"- 1.706
4 Cr6 .720 Baseline Comparisons
NFI .996
IFl 1.001
TLI 1.004
CFI 1.000
Absolute Fit Measures
RMSEA .000
PCLOSE .664
As can be seen from Table 8.18, the results of second run indicated that all fit measures had 
very excellent values regarding the acceptable values, for example, CFI, IFI, NFI and TLI 
highly close to one and greater than the recommended 0.90, RMSEA value was .000, 
PCLOSE value was .664, and finally, X^/df was .853. These findings confirmed the good fit 
for creativity model.
8.6.2.6 Productivity
One-dimensional model of productivity model, as specified by EFA, represented by six 
observed items was initially subjected to CFA as shown in Figure 8.19 and Table 8.19.
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Figure 8.19: Initial Model of Productivity
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Table 8.19: The Initial Resu ts of CFA for Productivity
N
Items
Estimate Fit Measure
1 Prl .694 Parsimonious Fit Measures
2 Pr2 .674 2.423
3 Pr3 .784 21.807
4 Pr4 .730 Baseline Comparisons
5 Pr5 .687 NFI .972
6 Pr6 .708 IFI .984
TLI .961
CFI .983
Absolute Fit Measures
RMSEA .066
PCLOSE .203
Even though the initial results of productivity model in Table 8.19 revealed that all fit 
measures were accepted since they fell within a range of the acceptable values, it seems there 
is a chance to improve the model fit. However, one item (Pr2) was deleted from productivity 
model that provides the results of seeond run in Figure 8.20 and Table 8.20.
Figure 8.20: Modified Model of Productivity
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Table 8.20; The Second Run Results of CFA for Productivity
N
Items
Estimate Fit Measure
1 Prl .697 Parsimonious Fit Measures
2 Pr3 .781 1.605
3 Pr4 .717 X’ 8.025
4 Pr5 .699 Baseline Comparisons
5 Pr6 .730 NFI .987
IFl .995
TLI .985
CFI .995
Absolute Fit Measures
RMSEA .043
PCLOSE .519
Table 8.20, the second run results of CFA for productivity, showed that the CFI, IFI, NFI and 
TLI are very close to one and greater than the recommended 0.90, RMSEA value was .043, 
PCLOSE value was .519, and finally, X^/df was 1.605. Consequently, the model fit for 
productivity was excellent.
8.6.2.7 Employee Service Innovation Behaviour
The six observed items of ES IB scale were initially subjected to CFA as specified by EFA. 
The initial results of ESIB model are presented in Figure 8.21 and Table 8.21.
Figure 8.21: Initial Model of ESIB
n n o v a t io n
B e h a v io u r
s ip 1  3 s ip 1 0
Table 8.21: The Initial Results of CFA for ESIB
N Items Estimate Fit Measure
1 Sipl .710 Parsimonious Fit Measures
2 Sip3 .816 8.477
3 Sip5 .808 A* 76.290
4 Sip7 .609 Baseline Comparisons
5 Sip 10 .680 NFI .916
6 Sip 13 .716 IFl .925
TLI .823
CFI .924
Absolute Fit Measures
RMSEA .150
PCLOSE .000
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As can be seen from Table 8.21, the initial results of ESIB model revealed that X^/df and 
RMSEA had high values and greater than the recommended values. As a result, this model 
was not accepted, and therefore the second run was necessary to improve the model fit. The 
results of second run after deleting two items (Sip7, Sip 10) from ESIB scale are presented in 
the following Figure 8.22 and Table 8.22.
Figure 8.22: Modified Model of ESIB
Table 8.22: The Second Run Results of CFA for ESIB
N Items Estimate Fit Measure
1 Sipl .764 Parsimonious Fit Measures
2 Sip3 .869 4.319
3 Sip5 .776 8.639
4 Sipl3 .654 Baseline Comparisons
NFI .985
IFl .988
TLI .941
CFI .988
Absolute Fit Measures
RMSEA .100
PCLOSE .082
Table 8.22 shows, the results showed that CFI, IFI, NFI and TLI greater than the 
recommended 0.90, RMSEA and had high values but still within the acceptable level, 
and PCLOSE value was 0.082 which is greater than 0.05. As a result, the modified ESIB 
model had the good fit.
8.6.2.S New Service Development
The NSD scale was subjected to CFA, Figure 8.23 shows the initial model of NSD, and the 
initial results of the first run of CFA are presented in Table 8.23.
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Figure 8.23: Initial Model of NSD
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Table 8.23: The Initial Results of CFA for NSD
N Items Estimate Fit Measure
1 Sip2 .758 Parsimonious Fit Measures
2 Sip4 .783 8.501
3 Sip6 .790 170.024
4 S^8 .814 Baseline Comparisons
5 S^9 .751 NFI .902
6 S ip ll .789 IFl .912
7 Sipl2 .767 TLI .840
8 Sipl4 .717 CFI .911
Absolute Fit Measures
RMSEA .151
PCLOSE .000
From Table 8.23, the initial results of NSD model revealed that X^/df, RMSEA had high 
values and greater than the acceptable values, as well TLI, PCLOSE had values less than the 
recommended values. Therefore, four items (Sip2, Sip6, SipS, Sipl 1) were deleted from NSD 
scale to obtain an acceptable model as shown in Figure 8.24 and Table 8.24.
Figure 8.24: Modified Model of NSD
Table 8.24: The Second Run Results of CFA for NSD
N Items Estimate Fit Measure
1 Sip4 .665 Parsimonious Fit Measures
2 Sip9 .745 1.132
3 Sipl2 .863 2.264
4 Sip 14 .754 Baseline Comparisons
NFI .996
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N Items Estimate Fit Measure
IFI 1.000
TLI .999
CFI 1.000
Absolute Fit Measures
RMSEA .020
PCLOSE .574
The results of second run as shown in Table 8.24 found that all fit measures had excellent 
values, specifically, the values of CFI, IFl, NFI and TLI were one or close to one and greater 
than the recommended 0.90, RMSEA value was .020, PCLOSE value was .574, and finally, 
X^/df was 1.132. Consequently, the good fit for NSD model was confirmed.
8.7 RELIABILITY AND VALIDITY OF THE CREATIVITY INSTRUMENT
The research instrument has to be valid and reliable for data collection, and therefore it was 
necessary to examine reliability and validity for each scale in the creativity instrument. 
Creativity instrument made up four parts. The first part, employee attitudes were developed 
consisted of three scales (i.e. organisational commitment, job satisfaction, and intrinsic 
motivation). The second part, work environment for creativity was developed consisted of 
eight sub-scales. The third part, work outcomes were developed consisted of two scales (i.e., 
creativity and productivity). The fourth part, innovation service performance was developed 
consisted of two scales (i.e. employee service innovation behaviour, new service 
development). These scales were evaluated for reliability and validity, and some items were 
eliminated to maximise scale reliability.
8.7.1 Reliability Test
As discussed earlier in Chapter Seven, reliability refers to the extent to which measurement 
scales provide a consistent result. This study used Cronbach’s alpha as a reliability 
coefficient. The acceptable value of Cronbach’s alpha should be above 0.70 as suggested by 
Nunnally (1978) or at least above 0.60 as recommended by DeVellis (1991). An internal 
consistency analysis was conducted using the SPSS programme for each scale, and overall 
scores of scales. Following, are the reliability results of each scale used in the creativity 
instrument.
8.7.1.1 Job Satisfaction Scale
The two dimensions of job satisfaction were subjected to a reliability analysis as shown in 
Table 8.25.
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Table 8.25; Job Satisfaction Scale Reliability
Job Satisfaction Scale N o f
Items
Cronbach's
Alpha
Item-Total
Correlation
Cronbach's 
Alpha if  Item  
Deleted
Rewards subscale 4 .787
Att2: I feel satisfied with my chanees for salary increases in this 
hotel. .556
Att6: Employees who do well their jobs stand a fair chance o f  being 
promoted. .678
AttlO: My supervisor is quite competent in doing his/her Job j 3 9
A ttl4 : The benefits I receive are as good as most other hotels offer. .607
Job Environment subscale 3 .766
Att22: Many o f  our hotel’s rules and procedures make doing a good 
Job simple. .578
A tt28:1 like doing the things 1 do at work. .596
AttJO: Communications seem good within this hotel. .621
Overall job satisfaction Scale Reliability 7 .831
Table 8.25 pointed out that the two dimensions of job satisfaction had acceptable alpha 
reliability coefficients, with inter-item correlation greater than (.50). Hence, there was no need 
to remove any item from either ‘rewards’ scale or ‘job environment’ scale to improve 
reliability. The overall score of Cronbach's alpha for job satisfaction was (.831) which is 
greater than a = .70. The scale is therefore accepted as a measure of job satisfaction.
8.7.1.2 Organisational Commitment Scale
The internal consistency of organisational commitment was estimated using the Cronbach’s 
alpha as shown in Table 8.26.
Table 8.26: Organisational Commitment Scale Re liability
Organisational Commitment Scale N o f
items
Cronbach's
Alpha
Item-Total
Correlation
Cronbach's 
Alpha 
if  Item Deleted
Value Commitment subscale 6 .895
A tt3 :1 recommend this hotel to my friends as a great hotel to work 
for.
.702
A tt7 :1 would accept almost any type o f Job assignment in order to 
keep working for this hotel.
A ttll:  1 am proud to tell others that 1 am part o f this hotel. .758
A ttlS:. This hotel really inspires the best in me in the way o fjob  
performance. .709
A tt l9 :1 am extremely glad 1 chose this hotel to work for over others 
at the time 1 Joined this hotel. J9 8
Att27: For me, this is the best o f all hotels for which to work. .715
Commitment to Stay subscalc 4 .736
AttS: 1 feel very little loyalty to this hotel (R). .414 .738
A tt l7 : 1 leave this hotel due to very little change in my present 
circumstances (R).
.554
Att21: There is not much to be gained by sticking with this hotel 
indefinitely (R).
.584
Att23: Often, 1 find it difficult to agree with this hotel’s policies on 
important matters relating to its employees (R).
j 6 5
Overall organisational commitment Scale Reliability 10 .817
R: Reversed Items
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Even though the two dimensions of organisational commitment had acceptable alpha 
reliability coefficients, but the first dimension ‘value commitmenf showed higher reliability 
since a was .895, while the second dimension ‘commitment to stay’ had a = .736 as shown in 
Table 8.26. However, inter-item correlations were greater than the recommended (.50) except 
one item (Att5) and therefore this item dropped from ‘commitment to stay’ scale to maximise 
alpha value to achieve a = .738 instead of .736. Consequently, the scale is reliable and 
accepted as a measure of organisational commitment.
8.7.1.3 Intrinsic Motivation Seale
Table 8.27 revealed the reliability results of intrinsic motivation scale, which includes four 
items.
Table 8.27: Intrinsic Motivation Scale Reliability
Scale N o f
items
Cronbach's
Alpha
Item-Total
Correlation
Cronbach's 
Alpha if  Item  
Deleted
Intrinsic Motivation 4 .766
A ttl2 :1  take pride in doing my job as well as I ean. .552
A ttl6 :1  feel unhappy when my work is not up to my usual standard. .501
Att20: 1 like to look baek on the day's work with a sense o f a Job 
well done. .547
A tt2 4 :1 try to think o f ways o f doing my Job effectively. .677
As can be seen from Table 8.27, intrinsic motivation scale had an acceptable alpha reliability 
coefficient (.766), with inter-item correlation greater than (.50). These results confirmed the 
reliability of intrinsic motivation scale.
8.7.1.4 Work Environment for Creativity Scale
The eight work environment factors for creativity were subjected to a reliability test. These 
factors classified into two groups of factors, namely, stimulants (6 factors), and obstacles 
(2 factors). Below, in Table 8.28, are the Cronbach’s alphas of these factors (for full results, 
see appendix 16).
W ork Environment for Creativity Scale N o f
items
Cronbach's
Alpha
Stimulant Factors Scale
1. Organisational Encouragement 9 .897
2. Supervisory Encouragement 6 .821
3. W ork Group Support 7 .859
4. Freedom 2 .876
6. Challenging W ork 4 .727
Overall Stimulant Factors Scale Reliability 32 .964
Obstacle Factors Scale
I. Organisational Impediments 7 .727
2. Workload Pressure 5 .612
Overall Obstacle Factors Scale Reliability 12 .806
Overall W ork Environment for creativity Scale Reliability 44 .927
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Table 8.28 reports the reliability results of original sets of work environment for creativity 
scales items. The Cronbach’s alphas showed different acceptable values for sub-scales that 
ranged from 0.612 for workload pressure, 0.727 for organisational impediments and 
challenging work, 0.772 for sufficient resources, 0.821 for supervisory encouragement, 0.859 
for work group support, 0.876 for freedom, and finally, 0.897 for organisational 
encouragement. However, workload pressure scale had Cronbach’s alpha less the 
recommended (.70), but it is greater than the acceptable level (.60). The reliability of overall 
stimulant factors scale was 0.964, whereas overall obstacle factors scale had 0.806. The 
overall work environment for creativity scale was 0.927, and therefore there was no need to 
drop any item from subscales to achieve maximization of Cronbach's alpha. Additionally, a 
look at the item-total correlations of all sub-scales, the results showed the values ranged from 
0.328 to 0.781, even some values were less than 0.50 they are maintained in their scales. 
These results indicated that the work environment for creativity scale is reliable in this study.
8.7.1.5 Creativity Scale
The reliability of creativity was estimated using the Cronbach’s alpha value, as the Table 8.29 
below displays:
Scale N o f
Items
Cronbach's
Alpha
Item-Total
Correlation
Cronbach's Alpha if  
Item Deleted
Creativity 4 .812
Cr2: My area o f this hotel is creative. .604
Cr4; A great deal o f creativity is demanded for in my daily work. ^ 2 9
Cr5: Overall, my current work environment is conducive to the 
creativity o f my work group. .660
C r 6 :1 believe that 1 am currently very creative in my work. jü 2
Table 8.29 revealed that creativity scale had an acceptable Cronbach’s alpha (.812), the 
results showed that the values of item-total correlation coefficients greater than 0.50. As a 
result, creativity scale is reliable for the further analyses.
8.7.1.6 Productivity Scale
The five items of productivity were subjected to a reliability analysis as shown in Table 8.30.
Table 8.30; Productivity Scale Reliability
Scale N o f
Items
Cronbach's
Alpha
Item-Total
Correlation
Cronbach's Alpha if  
Item Deleted
Productivity 5 .845
Prl: Overall, this hotel is effective. .619
Pr3 : My area o f this hotel is effective. .697
Pr4: Overall, this hotel is productive. .646
Pr5: Overall, this hotel is efficient.
Pr6: My area o f  this hotel is efficient. .657
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The value of Cronbach’s alpha of productivity was 0.845, with item-total correlation 
coefficients ranged from 0.619 to 0.697 as shown in Table 8.30. Consequently, there was no 
need to drop any item from scale to improve its reliability.
8.7.1.7 Employee Service Innovation Behaviour Scale
Table 8.31 revealed the reliability results of ESIB scale, which includes four items.
Table 8.31: ESIB Scale Reliability
N o f
items
Cronbach's
Alpha
Item-Total
Correlation
Cronbach's Alpha 
i f  Item Deleted
ESIB 4 .849
S ip l: At work, 1 seek new serviee teehniques and methods. .678
Sip3: At work, I sometimes eome up with innovative and creative 
ideas. .764
SipS: At work, I sometimes propose my creative ideas and try to 
convince others. .710
Sip l3: Overall, I consider myself a creative member o f my team. .606
Table 8.31 pointed out that ESIB scale had an acceptable alpha reliability coefficient (.849), 
with inter-item correlation greater than (.50). This scale is therefore accepted as a measure of 
ESIB.
8.7.1.8 New Service Development Scale
The internal consistency of NSD was estimated using the Cronbach’s alpha as shown in Table 
8.32.
N of  
items
Cronbach's
Alpha
Item-Total
Correlation
Cronbach's Alpha 
i f  Item Deleted
NSD 4 .841
Sip4: All departments and units in this hotel interact well to 
develop new business. .611
Sip9: Our team is professional in developing new services or new 
products. .674
Sip l2: The new services developed by our team are effective with 
respect to timing, resources and process. .753
Sip l4: The hotel’s current manpower is sufficient for the new 
services that have to be developed. 667
As can be seen from Table 8.32, NSD scale had an acceptable alpha reliability coefficient 
(.841), and inter-item correlation ranged from .611 to .753. Therefore, there was no need to 
drop any item from scale to improve its reliability. A summary, the elimination of some items 
in creativity instrument was necessary to increase the reliability for each scale. Table 8.33 
displays the original items of scales, the items dropped from the original scales during 
reliability tests in order to achieve the maximization of Cronbach's alpha, and the maximized 
reliability coefficients for scales ranged from .612 to .964.
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Table 8.33: Internal Consistency Analysis Results for Creativity Instrument
Scale & Subscale Original Items N. of 
items
Items
deleted
Cronbach's 
Alpha (a)
Job Satisfaction
1. Rewards Att2, Att6, AttlO, A ttl4 4 - .787
2. Job environment Att22, Att28, Att30 3 - .766
Overall Job Satisfaction 7 - .831
Organisational Commitment
1 .Value commitment Att3, Att7, Attl 1, AttlS, A ttl9 , Att21, Att27 6 - .895
2. Commitment to stay AttS, A ttl7 , Att21, Att23 4 AttS .738
Overall Organisational Commitment 10 1 .817
Intrinsic Motivation A ttl2, A ttl6, Att20, Att24 4 - .766
W ork Environment for Creativity
1. Organisational Encouragement C l, C9, CI7, C33, C36, C43, C49, C58, C66 9 - .897
2. Supervisory Encouragement C 2,C I8 ,C 47, C50, C56, C59 6 - .821
3. Work Group Support C3, C l 1, C19, C41, C44, C53, C62 7 - .859
4. Freedom C4, C20 2 - .876
5. Sufficient Resources C 13 ,C 21 ,C 29 , C63 4 - .772
6. Challenging Work C6, C22, C30, C57 4 - .727
Overall Stimulant Factors Scale 32 - .964
1. Organisational Impediments C7, CIS, C23, C35, C42, C51, C54 7 - .727
2. Workload Pressure C 8,C 16,C 24,C 32, C65 5 - .612
Overall Obstacle Factors Scale 12 - .806
Overall W ork Environment for Creativity Scale 44 - .927
Creativity Cr2, Cr4, CrS, Cr6 4 - .812
Productivity P rl. Pr3, Pr4, PrS, Pr.6 5 - .845
Service Innovation
1. ESIB Sip l, Sip3, SipS, Sipl3 4 - .849
2. NSD Sip4, Sip9, S ip l2 , S ipl4 4 - .841
Overall Service Innovation Performance Scale 8 - .900
As can be seen from Table 8.33, the final overall score of Cronbach's alpha after eliminated 
some items was a = .831 for job satisfaetion scale, a -.817 for organisational commitment 
scale, a =.766 for intrinsic motivation scale, a =.964 for stimulants scale, a =.806 for 
obstacles scale, a =.927 for work environment for creativity, a =.812 for creativity scale, a = 
.845 for produetivity scale, a = .849 for employee service innovative behaviour scale, a =.841 
for new serviee development scale, and a =.90 for overall serviee innovation performance 
scale.
As a result, creativity instrument had an acceptable internal consistency because Cronbach’s 
alpha scores were above the reeommended 0.60 level, and therefore the reliability for 
creativity instrument was good and acceptable for this work. Accordingly, the study’ scales 
were judged to be reliable, while the different values of Cronbach’s alpha among scales 
indicating that some scales are more reliable than others.
8.7.2 Validity of Scales
The scales of creativity instrument had content validity due to the study used valid and 
reliable scales were all derived from an extensive review of the literature and have being used 
previously, as well detailed evaluations by aeademicians and praeticing managers, for
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instance, creativity instrument has been piloted two times by experts of practitioners and 
academics as discussed earlier at the beginning of this chapter to ensure content validity.
In the section of exploratory factor analysis, construct validity was confirmed for each scale 
separately by using assumptions of factor analysis to ensure the suitability of gathered data for 
factor analysis. The results indicated that all constructs have many correlation coefficients 
with a value greater than 0.30, (KMO) value ranging between 0.802 and 0.96, which are 
above the recommended value 0.60, and Bartlett’s Test of Sphericity values for all constructs 
were significant at the level (P=.000). These results confimied that all scales of the creativity 
instrument had construet validity.
Another type of validity, criterion-related validity, was conducted for creativity instrument 
separately. Furthermore, criterion-related validity for creativity instrument was a measure of 
how well seales of work environment for creativity are related to measures of employee 
attitudes, creativity, productivity, and service innovation performance (the criteria). Bivariate 
correlation (Pearson) analysis was conducted for testing criterion validity by investigating the 
interrelationships between the independent and dependent variable sets: work environment for 
creativity (predictor set) and employee attitudes, creativity, productivity, and service 
innovation performance measures (the criterion set). The Bivariate correlation coefficients are 
listed in Table 8.34.
Table 8.34: Bivariate Correlation Matrices (Creativity Instrument) 
A. Within Predictor Set (Scales of Work Environment for Creativity)
Mean SD OrgEnc. SupEnc. GroSup. Free. SufRes. ChWork. Orgimp. WorkPre.
OrgEnc. 2.73 0 ^ 6 1.000
SupEnc. 2.84 0 ^ 2 .817" 1.000
GroSup. 2.87 .853" .821" 1.000
Free. 2.82 0.77 .671” .675" .673" 1.000
SufRes. 2.81 O ja .787" .735" .786" .629" 1.000
ChWork. 2.83 0.63 .806" .765" .797" .657" .739" 1.000
Orgimp. 1.60 038 -.383" -.330" -.358" -.284" -.263" -.298" 1.000
WorkPre. 1.58 039 -.519" -.500" -.437" -.410" -.425" .653" 1.000
OrgEnc: organisational encouragem ent, SupEnc: supervisory encouragem ent, GroSup: work group support, Free: freedom , SufRes: sufficient 
resources, ChWork: challenging work, Orgimp: organisational im pedim ents, WorkPre: workload pressure.
B. Within Criterion Set (Attitudes, Creativity, Productivity, and Innovation)
Mean SD JobSat. Commit. Motivation Creativity Productivity ESIB NSD
JobSat. 5 j3 1.02 1.000
Commit. 4 j9 0.94 .586" 1.000
Motivation 537 1.04 .736" .498" 1.000
Creativity 2.97 0.64 .571" .455" .548" 1.000
Productivity 299 Oj3 .639" .511" .614" .797" 1.000
ESIB 4.45 1.03 .517" .314" .522" .563" .602" 1.000
NSD 4.33 1.07 .634" .397" .558" .624" .653" .721" 1.000
JobSat: job  satisfaction, Commit: organisational com m itm ent.
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C. B etw een  P red ictor  Set and C riterion  Set
JobSat. Commit. Motivation Creativity Productivity ESIB NSD
1. OrgEnc. .751" .547" .622" .696" .726" .627" .752"
2. SupEnc. .673" .494" .583" .641" .651" .603" .668"
3. GroSup. .688" .516" .636" .656" .688" .601" .707"
4. Free. .542" .387" .490" .556" .508" .404" .506"
5. SufRes. .655" .443" .554" .590" .638" .556" .638"
6. ChWork. .663" .492" .644" .674" .730" .572" .653"
Stimulant Faetors .743" .538" .660" .714" .736" .627" .733"
1. Orgimp. -.358" -.383" -.349" -.333" -.341" -.315" -.332"
2. WorkPr. -.463" -.449" -.413" -.389" -.388" -.434" - .462"
Obstacle Factors -.452" -.458" -.419" -.397" -.401" - .412" -.437"
** Correlation is sign ificant at the 0.01 level (2 -tailed), N = 332
As can be seen from Table 8.34, the correlation within the eight work environment for 
creativity scales (predictor set), within employees attitudes, creativity, productivity and 
innovation scales (criterion set), between the predictor set and criterion set were significant at 
the level (P=.000). As a result, this confirmed that creativity instrument had criterion-related 
validity. Based on the above results, the scales of creativity instrument had the three types of 
validity: content validity, criterion-related validity, and construct validity. Consequently, the 
scales in this instrument are valid and reliable for the further analyses.
8.8 DISTRIBUTION OF THE STUDY DIMENSIONS IN CREATIVITY  
INSTRUMENT
After confirming the reliability and validity of the instrument scales, descriptive analysis was 
conducted for extracted dimensions and overall scales. Due to this study used different scales, 
and therefore each scale has a different midpoint. Table 8.35 shows descriptive statistics, 
including, mean, standard deviation. Skewness and Kurtosis.
Tab e 8.35: Distribution of the Dimensions of the Creativity Instrument
Scale Scale Scale
Midpoint
Extracted
dimensions
Mean SD Skewness* Kurtosis* N o f
Items
Job Satisfaction 1-7 4 Rewards 5.02 1.14 -.507 .272 4
Job Environment 5TÜ 1.18 -.388 .121 3
Overall 5.03 1.02 -.374 .252 7
Organisational
Commitment
1-7 4 Value eommitment 5.07 1.15 -.409 .128 6
Commitment to stay 4.30 1.28 -.358 .088 3
Overall 4.69 0.94 -.162 .249 9
Motivation 1-7 4 Motivation 5.27 1.04 -.198 -.386 4
Stimulant
Factors
1-4 2.5 Organisational
Eneouragement
2.73 0.65 -.216 -.613 9
Supervisoiy
Eneouragement
2jW 0.62 -.448 -.045 6
Work Group 
Support
Z87 &63 -.307 -.456 7
Freedom Z82 0.77 -.191 -.643 2
Sufficient
Resourees
2.81 O ja -.310 -.216 4
Challenging Work 2.83 Oj3 -.248 -.370 4
Overall 2.82 0.58 -.335 -.439 32
Obstacle
Factors
1-4 2.5 Organisational
Impediments
1.60 0 J 8 .566 -.023 7
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Scale Scale Scale
Midpoint
Extracted
dimensions
Mean SD Skewness* Kurtosis* N o f
Items
Workload Pressure 1.58 0.39 .542 .292 5
Overall 1.59 0.35 .618 .297 12
Work
Outcomes
1-4 2.5 Creativity 2.97 0.64 -.390 -.228 4
Productivity 2.99 0.63 -.331 -.303 5
Service
Innovation
1-6 3.5 ESIB 4.45 1.03 -.808 .629 4
NSD 4.33 1.07 -.615 .095 4
*The cut point between -1 and 1. SD; Standard Deviation.
Creativity instrument was used to measure eight main scales, these scales were measured 
based on employees’ perceptions. Three scales were used to measure employee attitudes. 
Firstly, job satisfaction was measured by using one dimensional scale. As discussed in the 
section of exploratory factor analysis, two dimensions of job satisfaction were extracted, 
namely: rewards and job environment. Table 8.35 showed that the calculated score for job 
satisfaction (mean=5.03, SD=1.02) indicated that all employees were satisfied with their 
current jobs. More specifically, employees felt they were satisfied with both dimensions 
rewards (mean=5.02, SD=1.14), and job environment (mean=5.03, SD=1.18) with the same 
level of satisfaction. Secondly, organisational commitment was supposed to be measured by 
one dimension, but exploratory factor analysis extracted two dimensions are: value 
commitment or commitment to stay. The overall mean score for commitment (mean=4.69, 
SD=.94) indicates that employees committed to their hotels, but employees felt they were 
highly committed with value commitment (mean=5.07, SD=1.15) rather than commitment to 
stay (mean=4.30, SD=1.28). Finally, intrinsic motivation was measured by one scale, the 
results showed that employees were highly motivated in their work (mean=5.27, SD=1.04).
Regarding work environment for creativity, the study measured stimulants and obstacles for 
creativity. More specifically, stimulant factors were measured by using an overall scale of six 
dimensions. Table 8.35 revealed that hotels had stimulant factors for creativity (mean=2.82, 
SD=0.58). At the dimensional level, work group support had the highest mean score 
(mean=2.87, SD=0.63), then supervisory support (mean=2.84, SD=0.62), this is followed by 
challenging work (mean=2.83, SD=0.63), and finally, the lowest mean score was for 
organisational support (mean=2.73, SD=0.65). On the other hand, obstacle factors were 
measured by using an overall scale of two dimensions. The results indicated that the 
calculated score for obstacle factors for creativity were not found in hotels (mean=1.59, 
SD=0.35). Organisational impediments had the highest mean score (mean=1.60, SD=0.38), 
this is followed by workload pressure had the lowest mean score (mean=1.58, SD=0.39).
In this study, work outcomes were measured by using two scales, namely: creativity and 
productivity. Table 8.35 displayed that employees felt they were creative at their work 
(mean=2.97, SD=0.64) and productive (mean=2.99, SD=0.63). Additionally, two scales.
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ESIB and NSD, were used to measure service innovation performance. More specifically, the 
results revealed that employees perceived themselves as being highly oriented in their 
behaviour toward service innovation (mean=4.45, SD=1.03). Finally, employees felt they 
could provide new service development (NSD) (mean=4.33, SD=I.07).
On the other hand, the distribution of collected data is supposed to be normal for statistical 
analysis. Two statistical measures. Skewness and Kurtosis, can be used to measure the 
normality of variables. Table 8.35 found that all variables in the creativity instrument are 
normally distributed. The values of Skewness and Kurtosis ranged between -0.808 to 0.629 
fell within a range of acceptable values which are -1.0 to +1.0. These results confirmed the 
normality of data, and therefore the data are ready for further statistical analyses. 
Furthermore, graphical testing for normality was conducted such as histogram and Normal 
Q-Q Plot, are presented in (appendix 17). The histogram charts had a symmetrical bell-shaped 
curve that represented the normality of data, while Normal Q-Q Plots showed that the data 
points were close to and not deviated from the fitted line, which indicated the variables are 
normally distributed.
8.9 CORRELATION ANALYSIS
A correlation analysis will be used in this study to test the relationship between 
independent(s) and dependent(s). A correlation coefficient was conducted among job 
satisfaction, organisational commitment, intrinsic motivation, all dimensions of work 
environment for creativity, creativity, productivity, innovation behaviour and new service 
development. The results as shown in Table 8.36 indicated significant correlations were 
between employee attitudes, work environment for creativity, and work outcomes. All 
dimensions of work environment for creativity were correlated, as well as the variables of 
work outcomes were correlated highly and positively with each other.
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At the dimensional level, Table 8.36 showed the correlations among the dimensions of study 
variables. For employee attitudes, the highest correlation was between ‘rewards’ and ‘value 
commitment’ (r = .751), this followed by a significant correlation between ‘job environment’ and 
‘value commitment’ (r = .709), then between ‘rewards’ and ‘job environment’ (r = .545), a moderate 
correlation between two types of organisational commitment ‘value commitment’ and ‘commitment 
to stay’ (r = .207), and a weak correlation between ‘rewards’ and ‘commitment to stay’ (r = .151), 
whereas ‘job environment’ was not correlated significantly to ‘commitment to stay’.
For the dimensions of work environment for creativity, all correlations among the dimensions of 
stimulant factors were highly positively and significantly, for example, the highest correlation was 
between organisational encouragement and work group support (r =.853), then supervisory 
encouragement and work group support (r=.821), this followed by organisational encouragement and 
supervisory encouragement (r=.817), and organisational encouragement and challenging work 
(r=.806), whereas the lowest was between freedom and sufficient resources (r =.629). Furthermore, 
the correlation between the two dimensions of obstacle factors, organisational impediments and 
workload pressure, was (r = .653), the results showed that workload pressure had higher negative 
significant correlations with all dimensions of stimulant factors more than organisational 
impediments.
The results revealed that organisational commitment had moderated significant correlations with job 
satisfaction and motivation (r = .586, .498) respectively. More specifically, ‘value commitment’ 
correlated highly positively with job satisfaction and motivation (r = .830, .743) respectively, whereas 
‘commitment to stay’ had a weak correlation with job satisfaction (r =.122) and not correlated with 
motivation. Based on the above results, it was important to consider organisational commitment as 
two types of commitment since they are different in their correlations. Job satisfaction had a high 
positive correlation with motivation (r =.736), for example, ‘job environment’ had higher correlation 
with motivation (r=.710) greater than ‘rewards’ (r=.582). On the other hand, ‘rewards’ showed higher 
correlation with organisational commitment (r=.558) more than ‘job environment’ (r=.474).
Furthermore, stimulant factors showed positive correlations with employee attitudes and the highest 
one was with ‘value commitment’ (r=.750), then job satisfaction (r = .743), and a good correlation 
with motivation (r =.660), whereas the lowest was a weak correlation with ‘commitment to stay’ 
(r =.123). There was a negative significant correlation between stimulant factors and obstacle factors 
(r = -.486). As expected that stimulant factors will have positive correlations with work outcomes (i.e. 
creativity, productivity, ESIB, and NSD), the highest correlation was with productivity (r =.736), 
followed by NSD (r =.733), then creativity (r =.714), and finally, ESIB was (r = .627). On the other
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hand, obstacle factors correlated negatively with all employee attitudes and work outcomes. For 
example, the highest negative correlation with employees attitudes was with ‘value commitment’ 
(r = -.506), followed by job satisfaction (r = -.452), then motivation (r = -.419), and the lowest with 
‘commitment to stay’ (r=-.222). Similarly, obstacle factors had negative correlations with work 
outcomes, for example, the highest was with NSD (r = -.437), then ESIB (r = -.412), this followed by 
productivity (r = -.401), and the lowest with creativity (r = -.397).
Finally, the correlation among the variables of work outcomes indicated that the highest correlation 
(r = .797) was between creativity and productivity, this followed by a correlation between ESIB and 
NSD (r = .721). Productivity showed higher correlations with aspects of service innovation, including, 
ESIB and NSD were (r = .602, .653) respectively greater than creativity, while the correlations 
between creativity and service innovation variables, ESIB and NSD, were (r =.563, .624) respectively.
8.10 TESTING THE HYPOTHESES
The current study tested the hypotheses by using multiple regression analysis, and Structural Equation 
Modelling (SEM). The main hypotheses of creativity model as the following:
H3: Stimulant factors are positively related to employee attitudes.
H4: Stimulant factors are negatively related to obstacle factors.
H5: Obstacle factors are negatively related to employee attitudes.
H6: Stimulant factors are positively related to work outcomes.
H7: Obstacle factors are negatively related to work outcomes.
H8: Employee attitudes are positively related to work outcomes.
H9: There are positive relationships among employee attitudes.
H I 0: There are positive relationships among work outcomes.
H U : Employee attitudes mediated the relationship between stimulant factors and work 
outcomes.
H12: Employee attitudes mediated the relationship between obstacle factors and work 
outcomes.
8.10.1 Regression Analysis
The results of correlation analysis revealed that there were very high significant correlations between 
all variables of this study, since the significant level was (P<.05). Hence, a multiple linear regression 
model was necessary to conduct in order to investigate the impact of independent variable(s) on 
mediating variable(s) and dependent variable(s), as well the impact of mediating variable(s) on 
dependent variables.
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8.10.1.1 Tests of Hypotheses in Creativity Model
In the creativity instrument, a multiple linear regression analysis was conducted in order to indicate 
the impact of factors of work environment for creativity, including, stimulants and obstacles to 
creativity as the main independent variables on work outcomes (i.e. creativity, productivity, ESIB and 
NSD) as dependent variables. Additionally, four mediating variables (i.e. job satisfaction, intrinsic 
motivation, value commitment, and commitment to stay) were hypothesised to mediate the 
relationship between work environment for creativity and work outcomes, also these variables are 
considered as dependent variables by work environment for creativity. As well as investigating the 
relationships among the variables of work outcomes, and the mediating role for any variable of 
dependent variables. Finally, the hypotheses of creativity model as shown in the following Figure 
8.25, as well sub-hypotheses of the main hypotheses were tested by using regression analysis.
Figure 8.25: Hypotheses of Creativity Model
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H3: Stimulant factors are positively related to employee attitudes.
H3a: Stimulant factors are positively related to job satisfaction.
In this study, stimulant factors were proposed to have a positive relationship with job satisfaction, 
below. Table 8.37 shows the regression results.
Table 8.37: Linear Regression for Impact of Stimulant Factors on Job Satisfaction
Independent Variable De pendent Variable: Job Satisfaction
R R: F P t Sig.
Stimulant Factors .743 .551 405.510 .743 20.137** .000
Stimulant factors are a significant predicator of job satisfaction as shown in Table 8.37. The 
regression results showed that stimulant factors had a positive relationship with job satisfaction 
(P =.743, P<0.01). Furthermore, stimulant factors explain (R^) 55.1 % of the variance in job
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satisfaction, this means stimulant factors are a good predictor in job satisfaction. As a result, the 
overall statistical results confirmed that relationship, hence, hypothesis 3a is accepted.
H5b: Stimulant factors are positively related to value commitment.
Stimulant factors were proposed to have a positive relationship with value commitment. This 
hypothesis was tested by using regression analysis as shown in Table 8.38.
Table 8.38: Linear Regression for Impact of Stimulant Factors on Value Commitment
Independent Variable Dependent Variable: Value Commitment
R R2 F P t Sig.
Stimulant Factors .750 ^63 425.442 .750 20.626** .000
As can be seen from Table 8.38, stimulant factors are positively related to value commitment 
(P =.750, P<0.01). The regression results showed that stimulant factors are a significant predicator of 
value commitment, more specifically, stimulant factors explain (R^) 56.3 % of the variance in value 
commitment. Consequently, the overall statistical results indicated that stimulant factors positively 
impacted value commitment. Accordingly, hypothesis 3b is accepted.
H3c: Stimulant factors are positively related to commitment to stay.
Stimulant factors were proposed to have a positive relationship with commitment to stay, below, 
Table 8.39 shows the regression results.
Table 8.39: Linear Regression for Impact of Stimulant Factors on Commitment to Stay
Independent Variable Dependent Variable: Commitment to Stay
R R: F P t Sig.
Stimulant Factors .123 .015 5.036 .123 2.244* .025
Stimulant factors are a significant predicator of commitment to stay as shown in Table 8.39. The 
regression results showed that stimulant factors had a weak positive relationship with commitment to 
stay (P =.123, P<0.05). Furthermore, stimulant factors explain (R^) only 1.5% of the variance in 
commitment to stay, this means stimulant factors are not a good predictor in commitment to stay. 
However, the overall statistical results confirmed that relationship, and therefore hypothesis 3c is 
accepted.
H3d: Stimulant factors are positively related to Intrinsic Motivation.
Stimulant factors were proposed to have a positive relationship with intrinsic motivation. This 
hypothesis was tested by using regression analysis as shown in Table 8.40.
Independent Variable Dependent Variables: Intrinsic Motivation
R R: F P t Sig.
Stimulant Factors ^6 0 .435 254J65 .660 15.949** .000
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Table 8.40 reported a strong correlation between stimulant factors and intrinsic motivation (P=.660, 
P<0.01). Furthermore, stimulant factors are considered as a good predictor in intrinsic motivation, 
since it explains (R^) 43.5 % of the variance in intrinsic motivation. The overall statistical results 
indicated that stimulant factors are significantly related to motivation. As a result, hypothesis 3d is 
accepted. Due to all sub-hypotheses of hypothesis 3 are accepted, and therefore the hypothesis 3 is 
accepted and that confirmed the positive impact of stimulant factors to creativity on employee 
attitudes.
H4: Stimulant factors are negatively related to obstacle factors.
Stimulant factors were proposed to have a negative relationship with obstacle factors. This hypothesis 
was tested by using regression analysis as shown in Table 8.41.
Table 8.41: Linear Regression for Impact of Stimulant Factors on Obstacle Factors
Independent Variable Dependent variable: Obstacle Factors
R R2 F P t Sig.
Stimulant Factors .486 236 102.063 -.486 -10.103 .000
Stimulant factors are a significant predicator of obstacle factors as shown in Table 8.41. The 
regression results indicated that stimulant factors had a negative relationship with obstacle factors 
(P =-.486, P<0.01). Moreover, stimulant factors explain (R^) 23.6 % of the variance in obstacle 
factors, this means stimulant factors are a moderate predictor in obstacle factors. Consequently, the 
overall statistical results confinned that a negative significant relationship between stimulant factors 
and obstacle factors, and therefore hypothesis 4 is accepted.
H5: Obstacle factors are negatively related to employee attitudes.
H5a: Obstacle factors are negatively related to job satisfaction.
Obstacle factors were proposed to have a negative relationship with job satisfaction in this study. A 
liner regression analysis was conducted to test this hypothesis as shown in Table 8.42.
Table 8.42; Linear Regression for Impact of Obstacle Factors on Job Satisfaction
Independent Variable De pendent Variable: Job Satisfaction
R R: F P t Sig.
Obstacle Factors .452 .204 84.663 -.452 -9.201** .000
As expected, the regression finding indicated that obstacle factors had a negative relationship with job 
satisfaction (P =-.452, P<0.01) as shown in Table 8.42. Obstacle factors are considered as a 
significant moderate predicator of job satisfaction. Moreover, obstacle factors explain (R^) 20.4 % of 
the variance in job satisfaction. Consequently, the overall statistical results indicated that obstacle 
factors had a negative significant relationship with job satisfaction, and therefore hypothesis 5a is 
accepted.
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H5b: Obstacle factors are negatively related to value commitment.
In this study, obstacle factors were proposed to have a negative relationship with value commitment. 
This hypothesis was tested by a liner regression analysis, and the results are presented in Table 8.43.
Table 8.43: Linear Regression for Impact of Obstacle Factors on Value Commitment
Independent Variable Dependent Variable: Value Commitment
R R2 F P t Sig.
Obstacle Factors .506 256 113.424 -.506 -10.650** .000
As can be seen from Table 8.43, Obstacle factors are considered as a significant predicator of value 
commitment. The regression results indicated that obstacle factors are negatively related to value 
commitment (P =-.506, P<0.01). Furthennore, obstacle factors explain (R^) 25.6% of the variance in 
value commitment. As a result, the overall statistical results indicated that obstacle factors are 
associated with value commitment negatively and significantly. Hence, hypothesis 5b is accepted.
H5c: Obstacle factors are negatively related to commitment to stay.
Obstacle factors were proposed to have a negative relationship with commitment to stay, below. Table 
8.44 shows the regression results.
Table 8.44: Linear Regression for Impact of Obstacle Factors on Commitment to Stay
Independent Variable Dependent Variable: Commitment to Stay
R R" F P t Sig.
Obstacle Factors .222 .049 17.172 -.222 -4.144** .000
Obstacle factors are a significant predicator of commitment to stay as shown in Table 8.44. The 
regression results showed that obstacle factors had a moderate negative relationship with commitment 
to stay (P =.222, P<0.01). Furthermore, obstacle factors explain (R^) only 4.9% of the variance in 
commitment to stay, this means obstacle factors are not a good predictor in commitment to stay. 
However, the overall statistical results confirmed that relationship, and therefore hypothesis 5c is 
accepted.
H5d: Obstacle factors are negatively related to intrinsic motivation.
Obstacle factors were proposed to have a negative relationship with intrinsic motivation in this study. 
A liner regression analysis was conducted to test this hypothesis as shown in Table 8.45.
Table 8.45; Linear Regression for Impact of Obstacle Factors on Intrinsic Motivation
Independent Variable Dependent Variable: Intrinsic Motivation
R R: F P t Sig.
Obstacle Factors .419 .176 70.431 -.419 -8.392** .000
Table 8.45, the regression results indicated that obstacle factors had a negative relationship with 
intrinsic motivation (P =-.419, P<0.01). Moreover, obstacle factors are considered as a significant
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moderate predicator of intrinsic motivation, thus, obstacle factors explain (R^) 17.6 % of the varianee 
in intrinsic motivation. Consequently, the overall statistical results indicated that obstacle factors are 
negatively significantly related to intrinsic motivation, and therefore hypothesis 5d is accepted. Based 
on the previous results, all sub-hypotheses of hypothesis 5 are accepted, thus, the hypothesis 5 is 
accepted and that confirmed the negative impact of obstacle factors to creativity on employee 
attitudes.
H6: Stimulant factors are positively related to work outcomes.
H6a: Stimulant factors are positively related to creativity.
In this study, stimulant factors were proposed to have a positive relationship with ereativity. A liner 
regression analysis was conducted to test this hypothesis as shown in Table 8.46.
Table 8.46: Linear Regression for Impact of Stimulant Factors on Creativity
Independent Variable Dependent Variable: Creativity
R R: F P t Sig.
Stimulant Factors .714 .510 343.056 .714 18.522** .000
Table 8.46 reported a strong correlation between stimulant factors and creativity (P=.714, P<0.01). 
Furthermore, stimulant factors are considered as a good predictor in creativity, since it explains (R^) 
51 % of the varianee in creativity. As a result, the overall statistical results indicated that stimulant 
factors are significantly related to ereativity, and therefore hypothesis 6a is accepted.
H6b: Stimidant factors are positively related to productivity.
Stimulant factors were proposed to have a positive relationship with productivity. This hypothesis was 
tested by using a liner regression analysis, and the results are presented in Table 8.47.
Table 8.47: Linear Regression for Impact of Stimulant Factors on Productivity
Independent Variable Dependent Variable: Productivity
R R2 F P t Sig.
Stimulant Factors 236 .541 388.939 .736 19.722** .000
As can be seen from Table 8.47, the regression results indicated that stimulant factors are considered 
as a significantly predictor in productivity. More specifically, stimulant factors had a strong 
correlation with productivity (P=.736, P<0.01), it explains (R^) 54.1 % of the variance in productivity. 
Consequently, the overall statistical results indicated that stimulant factors had a significant 
relationship with creativity, hence, hypothesis 6b is accepted.
Fl6c: Stimulant factors are positively related to ESIB.
In this study, stimulant factors were proposed to have a positive relationship with ESIB. The 
hypothesis was tested by using a liner regression analysis as shown in Table 8.48.
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Table 8.48; Linear Regression for Impact of Stimulant Factors on ESIB
Independent Variable Dependent Variable: ESIB
R R2 F P t Sig.
Stimulant Factors .627 293 213.707 .627 14.619** .000
The regression results indicated that stimulant factors are significantly related to ESIB as shown in 
Table 8.48. Stimulant factors are considered as a significantly predictor in ESIB, and therefore 
stimulant factors had a positive correlation with ESIB (P=.627, P<0.01), a (R^) 39.3 % of the variance 
in ESIB was explained by stimulant factors. As a result, the overall statistieal results confirmed that 
stimulant factors are significantly related to ESIB, and therefore hypothesis 6c is accepted.
H6d: Stimulant factors are positively related to NSD.
In this study, stimulant faetors were proposed to have a positive relationship with NSD. A liner 
regression analysis was conducted to test this hypothesis, and the results are presented in Table 8.49.
Table 8.49: Linear Regression for Impact of Stimulant Factors on NSD
Independent Variable Dependent Variable: NSD
R R" F P t Sig.
Stimulant Factors .733 237 382.066 233 19.547** .000
Table 8.49 showed a strong correlation between stimulant factors and NSD (P=.733, P<0.01). 
Furthermore, stimulant factors are considered as a good predictor in NSD, since it explains (R^) 53.7 
% of the variance in NSD. Consequently, the overall statistical results confirmed that stimulant faetors 
had a significant relationship with NSD, thus, hypothesis 6d is accepted. The previous results 
indicated that all sub-hypotheses of hypothesis 6 are supported, and therefore the hypothesis 6 is 
accepted and that confirmed positive relationships between stimulant factors to creativity and work 
outcomes.
H7: Obstacle factors are negatively related to work outcomes.
H7a: Obstacle factors are negatively related to creativity.
In this study, obstacle factors were proposed to have a negative relationship with ereativity. Table 
8.50 shows, the results of a liner regression analysis, which was conducted to test this hypothesis.
Table 8.50: Linear Regression for Impact of Obstacle Factors on Creativity
Independent Variable Dependent Variable: Creativity
R R2 F P t Sig.
Obstacle Factors 297 .157 61.690 -.397 -7.854** .000
From Table 8.50, obstacle factors are considered as a significant moderate predicator of creativity, the 
regression results indieated that obstacle faetors had a negative relationship with creativity (P =-.397, 
P<0.01). Furthermore, a (R^) 15.7 % of the variance in creativity was explained by obstacle factors.
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As a result, the overall statistical results indicated that obstacle factors had a negative significant 
relationship with creativity, hence, hypothesis 7a is accepted.
H7b: Obstacle factors are negatively related to productivity.
In this study, obstacle factors were proposed to have a negative relationship with productivity. A liner 
regression analysis was conducted to test this hypothesis, and Table 8.51 shows the regression results.
Table 8.51: Linear Regression for Impact of Obstacle Factors on Productivity
Independent Variable Dependent Variable: Productivity
R R2 F P t Sig.
Obstacle Factors .401 .161 63.261 -.401 -7.954** .000
As can be seen from Table 8.51, obstacle factors are considered as a significant predicator of 
productivity. The regression results indicated that obstacle factors are negatively related to 
productivity (p =-.401, P<0.01). Moreover, obstacle factors explain (R^) 16.1% of the variance in 
productivity. Consequently, the overall statistical results indicated that obstacle factors are 
significantly related to productivity, and therefore hypothesis 7b is accepted.
H7c: Obstacle factors are negatively related to ESIB.
Obstacle factors were proposed to have a negative relationship with ESIB as expected in this study. 
Table 8.52 shows, the results of a liner regression analysis, which was conducted to test this 
hypothesis.
Table 8.52: Linear Regression for Impact of Obstacle Factors on ESIB
Independent Variable Dependent Variable: ESIB
R R: F P t Sig.
Obstacle Factors .412 .170 67.487 -.412 -8.215** .000
The regression finding indicated that obstacle factors had a negative significant relationship with 
ESIB (P =-.412, P<0.01) as shown in Table 8.52. Moreover, obstacle factors explain (R^) 17 % of the 
variance in ESIB, and therefore obstacle factors are considered as a significant moderate predicator of 
ESIB. As a result, the overall statistical results indicated that obstacle factors are significantly related 
to ESIB. Hence, hypothesis 7c is accepted.
H7d: Obstacle factors are negatively related to NSD.
In this study, obstacle factors were proposed to have a negative relationship with NSD. This 
hypothesis was tested by using a liner regression analysis as shown in Table 8.53.
Table 8.53: Linear Regression for Impact of Obstacle Factors on NSD
Independent Variable Dependent Variable: NSD
R R2 F P t Sig.
Obstacle Factors .437 .191 78.068 -.437 -8.836** .000
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As can be seen from Table 8.53, obstacle factors are considered as a moderate significant predicator 
of NSD. The regression results indicated that obstacle factors are negatively related to NSD (p =-.437, 
P<0.01). More specifically, obstacle factors explain (R^) 19.1% of the variance in NSD. 
Consequently, the overall statistical results indicated that obstacle factors are associated with NSD 
negatively and significantly, thus, hypothesis 7d is accepted. The above results confirmed that all sub­
hypotheses of hypothesis 7 are accepted, thus, hypothesis 7 is accepted and that confirmed the 
negative relationships between obstacle factors to creativity and work outcomes.
H8: Employee attitudes are positively related to work outcomes.
H8a: Employee attitudes are positively related to organisational creativity.
Employee attitudes were proposed to have a positive relationship with creativity in this study. Table 
8.54 shows, the results of a multiple regression which was conducted to examine this hypothesis.
Table 8.54; Linear Regression for Impact of Employee Attitudes on Creativity
Independent Variables Dependent Variable: Creativity
R R" F P t Sig.
Job Satisfaction .571 226 159.715 .571 12.638** .000
Motivation 248 .301 141.836 .548 11.910** .000
Value Commitment 208 270 193.704 208 13.918** .000
Commitment to Stay T26 .016 5238 .126 2.310* .021
As can be seen from Table 8.54, all the variables of employee attitudes are significant predictors of 
organisational creativity. The regression results indicated that employee attitudes are significantly 
associated with creativity. The strongest relationship was between value commitment and creativity 
(P =.608, P<0.01) with explanation (R^) 37% of the variance in creativity, then job satisfaction and 
creativity (P =.571, P<0.01) with explanation (R^) 32.6% of the variance in creativity, this followed 
by motivation (p =.548, P<0.01) with explanation (R^) 30.1% of the variance in creativity, and the 
weakest relationship was between commitment to stay and creativity (P =.126, P<0.01) with 
explanation (R^) 1.6% of the variance in creativity. Consequently, the overall results supported the 
relationship, and therefore hypothesis 8a is accepted.
H8b: Employee attitudes are positively related to productivity.
In this study, employee attitudes were proposed to have a positive relationship with productivity. This 
hypothesis was tested by using a multiple regression analysis, and the results are presented in Table 
8.55.
Independent Variables Dependent Variable: Productivity
R R2 F P t Sig.
Job Satisfaction 239 .408 227.893 .639 15.096** .000
Motivation .614 .377 199223 .614 14.118** .000
Value Commitment .671 .450 269.786 .671 16.425** .000
Commitment to Stay .154 .024 7.964 .154 2.822** .005
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Similarly, employee attitudes are positively significantly related to productivity, but higher than 
creativity. The regression results in Table 8.55 indicated that all variables of employee attitudes are 
statistically significant predicators of productivity. More specifically, the strongest relationship was 
between value commitment and productivity (P =.671, P<0.01) with explanation (R^) 45% of the 
variance in productivity, this followed by job satisfaction and productivity (p =.639, P<0.01) with 
explanation (R^) 40.8% of the variance in productivity, then motivation (p = 614, P<0.01) with 
explanation (R^) 37.7% of the variance in productivity, and the weakest relationship was between 
commitment to stay and productivity (p =.154, P<0.01) with explanation (R^) 2.4% of the variance in 
productivity. As a result, the overall findings supported the relationship, hence, hypothesis 8b is 
accepted.
H8c: Employee attitudes are positively related to ESIB.
Employee attitudes were proposed to have a positive relationship with ESIB in this study. A multiple 
regression analysis was conducted to confirm this hypothesis as shown in Table 8.56.
8.56: Linear Regression for Impact of Employee Attitudes on ESIB
Independent Variables Dependent Variable: ESIB
R R2 F P t Sig.
Job Satisfaction .517 .267 120.321 .517 10.969** .000
Motivation 222 .272 123.392 222 11.108** .000
Value Commitment 233 .284 130.664 233 11.431** .000
Commitment to Stay .013 .000 258 -.013 -.240 .810
Table 8.56 shows, the regression results indicated that only three variables of employee attitudes (job 
satisfaction, motivation and value commitment) are significant predictors of ESIB. Employee 
attitudes are significantly associated with ESIB. More specifically, the highest value was between 
value commitment and ESIB (P = 533, P<0.01) with explanation (R^) 28.4% of the variance in ESIB, 
then motivation and ESIB (P =.522, P<0.01) with explanation (R^) 27.2% of the variance in ESIB, and 
finally, job satisfaction and ESIB (P =.517, P<0.01) with explanation (R^) 26.7% of the variance in 
ESIB. On the other hand, the relationship between commitment to stay and ESIB was not significant, 
that indicates commitment to stay is not a significant predictor of ESIB. The overall results supported 
the relationship, and therefore hypothesis 8c is accepted.
H8d: Employee attitudes are positively related to NSD.
In this study, employee attitudes were proposed to have a positive relationship with NSD. Hence, a 
multiple regression analysis was conducted to test this hypothesis, and the results are presented in 
Table 8.57.
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Table 8.57: Linear Regression for Impact of Employee Attitudes on NSD
Independent Variables Dependent Variable; NSD
R R2 F P t Sig.
Job Satisfaction .634 .402 222.000 .634 14.900** .000
Motivation 258 .311 148.832 258 12.200** 200
Value Commitment .626 292 212.996 .626 14.594** .000
Commitment to Stay 225 .001 .202 225 .450 .653
As can be seen from Table 8.57, three variables of employee attitudes (i.e. job satisfaction, 
motivation, and value commitment) are significantly related to NSD. This means employee attitudes 
are statistically significant predicators of NSD. The strongest relationship was between job 
satisfaction and NSD (P =.634, P<0.01) with highly explanation (R^) 40.2% of the variance in NSD, 
followed by value commitment (P =.626, P<0.01) with explanation (R^) 39.2% of the variance in 
NSD, while the weakest relationship was between motivation and NSD (P =.558, P<0.01) with 
explanation (R^) 31.1% of the variance in NSD. Commitment to stay was not significantly related to 
NSD, that means commitment to stay is not a significant predictor of NSD. Consequently, the overall 
results supported the relationship, thus, hypothesis 8d is accepted. Based on the above results, one can 
concluded that all sub-hypotheses of hypothesis 8 are accepted, and therefore hypothesis 8 is accepted 
which confirmed the positive relationships between employee attitudes and work outcomes.
H9: There are positive relationships among employee attitudes.
H9a: Intrinsic motivation is positively related to job satisfaction.
Intrinsic motivation was proposed to have a positive relationship with job satisfaction. This 
hypothesis was tested by using regression analysis as shown in Table 8.58.
Table 8.58: Linear Regression for Impact of Intrinsic Motivation on Job Satisfaction
Independent Variable De rendent Variable: Job Satisfaction
R R" F P t Sig.
Intrinsic motivation .736 242 389.940 .736 19.747** .000
Intrinsic motivation is a significant predicator of job satisfaction as shown in Table 8.58. The 
regression results showed that motivation had a positive relationship with job satisfaction (p = .736, 
P<0.01). Moreover, intrinsic motivation explains (R^) 54.2 % of the variance in job satisfaction, this 
means intrinsic motivation is a good predictor in job satisfaction. As a result, the overall statistical 
results confirmed that relationship, hence, hypothesis 9a is accepted.
H9b: Intrinsic motivation is positively related to value commitment.
H9c: Intrinsic motivation is positively related to commitment to stay.
Intrinsic motivation was proposed to have a positive relationship with both types of commitment. 
These hypotheses were tested by using regression analysis as shown in Table 8.59.
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Table 8.59: Linear Regression for Impact of Intrinsic Motivation on Commitment
Independent Variables Dependent Variable: Value Commitment
R R2 F P t Sig.
Intrinsic Motivation 243 .551 405.749 .743 20.143** .000
Dependent Variable: Commitment to Stay
R R2 F P t Sig.
.070 .005 1.635 .070 1.279 .202
As can be seen from Table 8.59, intrinsic motivation is positively related to value commitment 
(P =.743, P<0.01). The results of regression analysis indicated that intrinsic motivation is a good 
predicator of value commitment, intrinsic motivation explains (R^) 55.1 % of the variance in value 
commitment. Furthermore, intrinsic motivation is not significantly associated with commitment to 
stay. As a result, the overall results reported that intrinsic motivation positively influenced value 
commitment only, and therefore hypothesis 9b is accepted, while hypothesis 9c is rejected.
H9d: Job satisfaction is positively related to value commitment.
H9e: Job satisfaction is positively related to commitment to stay.
Job satisfaction was proposed to have a positive relationship with two types of commitment. These 
hypotheses were tested by using regression analysis as shown in Table 8.60.
Table 8.60: Linear Regression for Impact of Job Satisfaction on Commitment
Independent Variables Dependent Variable: Value Commitment
R R2 F P t Sig.
Job Satisfaction 230 289 730.235 .830 27.023** .000
Dependent Variable: Commitment to Stay
R R: F P t Sig.
.122 .015 4.999 422 2.236* .026
Table 8.60 reported a strong significant correlation between job satisfaction and value commitment 
(p=.830, P<0.01). Thus, job satisfaction is considered as an excellent predictor in value commitment, 
since it explains (R^) 68.9% of the variance in value commitment. On the other hand, job satisfaction 
had a weak relationship with commitment to stay (P=.122, P<0.01), only 1.5% of the variance of 
commitment to stay was explained by job satisfaction. However, the overall statistical results 
indicated that job satisfaction is significantly related to organisational commitment. As a result, both 
hypothesis 9d and hypothesis 9e are accepted.
H9f: Value commitment is positively related to commitment to stay.
Value commitment was proposed to have a positive relationship with commitment to stay. This 
hypothesis was tested by using regression analysis as shown in Table 8.61.
Table 8.61: Linear Regression for Impact of Value Commitment on Commitment to Stay
Independent Variable Dependent Variable: Commitment to Stay
R R2 F P t Sig.
Value Commitment .207 .043 14.756 .207 3.841** .000
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Value commitment is a significant predicator of commitment to stay as shown in Table 8.61. The 
regression results showed that value commitment had a moderate positive relationship with 
commitment to stay (P = .207, P<0.01). Moreover, value commitment explains (R^) 4.3 % of the 
variance in commitment to stay, this means value commitment is not a good predictor in commitment 
to stay. However, the overall statistical results confirmed that relationship, and therefore hypothesis 9f 
is accepted. The previous results indicated that all sub-hypotheses of hypothesis 9 are accepted, 
except one sub-hypothesis 9c is rejected. Generally, hypothesis 9 is accepted which confirmed the 
positive relationships among employee attitudes.
HIO: There are positive relationships among work outcomes.
HlOa: Creativity is positively related to productivity.
In this study, creativity was proposed to have a positive relationship with productivity. A liner 
regression analysis was conducted to test this hypothesis, and the results of regression are presented in 
Table 8.62.
Independent Variable Dependent Variable: Productivity
R R2 F P t Sig.
Creativity .797 236 576.794 .797 24.004** .000
Table 8.62 reported a highly strong correlation between creativity and productivity (P=.797, P<0.01). 
Moreover, creativity is considered as a good predictor in productivity, since it explains (R^) 63.6 % of 
the variance in productivity. The overall statistical results indicated that creativity is significantly 
related to productivity. Hence, hypothesis 1 Oa is accepted.
HI Ob: Creativity is positively related to ESIB.
Creativity was proposed to have a positive relationship with ESIB in this study. This hypothesis was 
tested by using a liner regression analysis as shown in Table 8.63.
Table 8.63: Linear Regression for Impact of Creativity on ESIB
Independent Variable Dependent Variable: ESIB
R R2 F P t Sig.
Creativity .563 .316 152.745 263 12.359** .000
Table 8.63 shows that creativity is a significant predicator of ESIB. The regression results indicated 
that creativity had a positive relationship with ESIB (p =.563, P<0.01). More specifically, creativity 
explains (R^) 31.6 % of the variance in ESIB, this means creativity is a moderate predictor in ESIB. 
Consequently, the overall statistical results confirmed that relationship, and therefore hypothesis 1 Ob 
is accepted.
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HlOc: Creativity is positively related to NSD.
In this study, creativity was proposed to have a positive relationship with the second dimension of 
service innovation (NSD), A liner regression analysis was conducted to test this hypothesis, and the 
results are presented in Table 8.64.
Table 8.64: inear Regression for Impact of Creativity on NSD
Independent Variable Dependent Variable: NSD
R R2 F P t Sig.
Creativity .624 289 210.464 .624 14.507** .000
As Table 8.64 shows, creativity is moderately positively related to NSD (P =.624, P<0.01). The 
regression results showed that creativity is a significant predicator of NSD, more specifically, 
creativity explains (R^) 38.9 % of the variance in NSD. However, the overall statistical results 
indicated that creativity positively impacted NSD. Thus, hypothesis 10c is accepted.
HlOd: Productivity is positively related to ESIB.
In this study, productivity was proposed to have a positive relationship with the first dimension of 
service innovation (ESIB). This hypothesis was tested by a liner regression analysis, and the results 
are presented in Table 8.65.
Table 8.65: Linear Regression for Impact of Productivity on ESIB
Independent Variable Dependent Variable: ESIB
R R" F P t Sig.
Productivity .602 262 187.170 .602 13.681** .000
As a result, productivity is a significant predicator of ESIB as shown in Table 8.65. Moreover, the 
regression results showed that productivity had a positive relationship with ESIB (P =.602, P<0.01), it 
explains (R^) 36.2 % of the variance in ESIB. Consequently, the overall statistical results confirmed 
that relationship, and therefore hypothesis lOd is accepted.
HlOe: Productivity is positively related to NSD.
Productivity was proposed to have a positive relationship with the second dimension of service 
innovation (NSD). Thus, a liner regression analysis was conducted to test this hypothesis as shown in 
Table 8.66.
Independent Variable Dependent Variable: NSD
R R2 F P t Sig.
Productivity .653 .427 245.779 .653 15.677** .000
As can be seen from Table 8.66, productivity is considered as a moderate significant predicator of 
NSD. The regression results indicated that productivity is positively related to NSD (p =.653, 
P<0.01). More specifically, productivity explains (R^) 42.7% of the variance in NSD. Consequently,
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the overall statistical results indicated that productivity is associated with NSD positively and 
significantly, thus, hypothesis lOe is accepted.
HI Of: ESIB is positively related to NSD.
In this study, ESIB as one dimension of service innovation was proposed to have a positive 
relationship with the second one (NSD). This hypothesis was tested by a liner regression analysis, and 
the results are presented in Table 8.67.
Table 8.67; Linear Regression for Impact of ESIB on NSD
Independent Variable Dependent Variable; NSD
R R: F P t Sig.
ESIB .721 .520 357.594 .721 18.910** .000
The regression results showed that ESIB is a good significant predicator of NSD as shown in Table 
8.67, ESIB is positively related to NSD (p = .721, P<0.01). More specifically, ESIB explains (R^) 52 
% of the variance in NSD. However, the overall statistical results indicated that ESIB positively 
influenced NSD. Accordingly, hypothesis lOf is accepted. The above results indicated that all sub­
hypotheses of hypothesis 10 are accepted and supported in this study. Consequently, hypothesis 10 is 
accepted which confirmed the positive relationships among work outcomes.
Figure 8.26 showed the final results of liner regressing analyses, which indicated that there are 
significant relationships among all variables, including, independent variables, mediating variables 
and dependent variables. Furthermore, a summary of the results of testing hypotheses using a liner 
regression analysis are presented in Table 8.68, the results supported all study hypotheses in creativity 
model.
-313 -
T3
eu
-o
T3
GO
m
a'Vo
Î
U
Sf
Ô d  Ô Ô
55 ^  S Ec
O O lO oO O <N Oo o o o
r- VO Tf Onrn <N
VO CN Ov
o
(N
o
<N
(N »o
-Q -Q -Q "Q%)%)%)%)
;  g g E
G -Q O "a
o o o o o o o o o o o o
OIT)
VO
fNo Tf OV
Ov o 00
“G ~G ~G ~G %)%)%)%) E S S
MM
G -G O ~G
5: 5; 5; §
o o o o o o o o o o o o
*
<N <N OV r-<N fN Tfin VO
00 Ov Tl- OV
~G ~G
u  u  u  u
■SfiiSS 1 : 1 1 1
o o o o o o o o o o o o
T f  I/-) ^<r> lo —  m
OC ON (N  OOK 00 00
0000o O
m CO
VO ov ov
CN m CN
~G
i i i l i
O O '—" oO O CN Oo o o o
VO in CN
S
00
CTv <N
O
*n VO CN
On M- 2^H i l l
O O Oo o o o o o o o
«ta
<
ao
m O <N <0— %o
(N VO (N ON 
'O  O  <N ^
T)- i n  r \i  Tf
Tf VO m j— ro g rn Ov o  ^cnro •r)- -çf
—< 00 VO 00r' o (Nin VO r— «0 VO VO VO
I'SPÜ
— ro 
in VO in in
VO GO vo —' 
m fo O ro o  ^  ^P-r t  O  r o
m
m
<u
obes
E
E
5
cn
q6
JiZ
H
|fî|g l  2 . 1
IFo  B
y M
II
5lii
t i l ln 1Î
> u
(N) fy-) 'îj-
a
o o o o — — o oo  o  (N oo o o
ON ON oo
VO NOo ON lo o ON >n Tt es 
Tj- (S
(N
(NfS04
Tf" NO V ) 0 0ro 04 04 <o 
'O  NO o <o 04oa. 04
NO NO On m >—I OOON «n 00 ^  
NO O
O  ON O  
r o  O  r o
04NO 0 0  O  o -  
04 04 o  04
111
VO
m
M. Al-Ababneh_________Chapter 8: Data Analysis and Findings (Survey 2: Creativity Data)_______
As can be seen from Figure 8.26, all independent variables, namely, stimulants factors and obstacles 
factors were significantly related to mediating variables (i.e. job satisfaction, intrinsic motivation, 
value commitment, and commitment to stay), as well as these independents had significant 
relationships with dependent variables (i.e. creativity, productivity, ESIB, and NSD). On the other 
hand, mediating variables were significantly associated with dependents, except commitment to stay 
was not significantly related to ESIB and NSD. Within mediating variables, only one relationship was 
not significant between intrinsic motivation and commitment to stay. However, Figure 8.26 displayed 
only the direct relationships among variables, and therefore mediating test was necessary to conduct 
to investigate the indirect relationships between independents and dependents as will be discussed in 
the following sub-section. The findings of regression analyses as shown in Table 8.68 confirmed and 
accepted most hypotheses of creativity model, namely, H3, H3a, H3b, H3c, H3d; H4; H5, H5a, H5b, 
H5c, H5d; H6, H6a, H6b, H6c, H6d; H7, H7a, H7b, H7c, H7d; H8, H8a, H8b, H8c, H8d; H9, H9a, 
H9b, H9d, H9e, H9f; and HIO, HID a, HI Ob, HlOc, HlOd, HlOe, H10f\ and only one sub-hypothesis 
H9c was rejected in this study.
8.10.1.2 Mediating Variable Analysis
As discussed earlier that the relationships were significant between independent variables (i.e. 
stimulant factors, and obstacle factors) and mediating variables (i.e. job satisfaction, intrinsic 
motivation, value commitment, and commitment to stay), as well as these independent variables are 
significantly related to dependent variables (i.e. creativity, productivity, ESIB, and NSD). On the 
other hand, mediating variables had significant relationships with dependent variables. Based on the 
previous findings, these relationships have achieved the four criteria that suggested by Baron and 
Kenny (1986) to conduct a mediating analysis for the relationships between independent and 
dependent as discussed in section 7. 13.1.2 in Chapter Seven. In mediating analysis, if the significant 
relationship between the independent variable and dependent variable disappeared, this indicates that 
relationship fully mediated by mediator variable (complete mediator), but if the same relationship 
reduced that indicates the relationship is partially mediated by mediator variable (partial mediator). 
Hence, the researcher decided to conduct mediating variable analysis to investigate the role of 
mediating variables in the relationships between independent variables and dependent variables, and 
therefore a multiple regression analysis was conducted, the results are presented in the following 
Tables.
• Stimulant Factors. Mediating Variables and Creativity
Based on the previous results, stimulant factors were proposed to have a significant impact on 
creativity through mediating variables (job satisfaction, intrinsic motivation, value commitment and 
commitment to stay). A multiple regression analysis was conducted to examine that relationship, and 
the results are presented in Table 8.69.
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HI 1: Employee attitudes mediated the relationship between stimulant factors and work outcomes. 
HI la: Employee attitudes mediated the relationship between stimulant factors and creativity.
Table 8.69; Mediating Test of Employee Attitudes between Stimulant Factors and Creativity
Independent Variable Mediating ¥ ariable Dependent Variable (Creativity) ~ ?
R :  W . F P t Sig.
Stimulant Factors ^4 6 11.254** .000
Job Satisfaction .091 1.591 .113
Predictors: (Constant), Stimulants, Job satisfaction .717 .513 173.589 - 5.130** .000
Stimulant Factors .624 12.274** .000
Intrinsic Motivation .137 2.692* .007
Predictors: (Constant), Stimulants, Intrinsic Motivation .721 .520 178.399 - 4.372** .000
Stimulant Factors .590 10.219** .000
Value Commitment .166 2.873** .004
Predictors: (Constant), Stimulants, Value Commitment .722 j2 2 179.427 - 5.384** .000
Stimulant Factors .709 18.259** .000
Commitment to Stay .039 1.010 .313
Predictors: (Constant), Stimulants, Commitment to Stay .715 .511 172.049 - 4.890** .000
As can be seen from Table 8.69, two mediating variables (intrinsic motivation and value commitment) 
had significant impacts on dependent variable (creativity) when independent variable (stimulant 
factors) is included in the model. Furthermore, stimulant factors are significantly related to creativity 
when mediating variables, intrinsic motivation and value commitment were included in the model. 
Consequently, the relationship between stimulant factors and creativity is partially mediated by value 
commitment and intrinsic motivation, and therefore hypothesis l i a i s  accepted.
• Stimulant Factors, Mediating Variables and Productivity
Referring to the previous results, stimulant factors were proposed to have a significant impact on 
productivity through mediating variables (job satisfaction, intrinsic motivation, value commitment 
and commitment to stay). This relationship was tested by using a multiple regression analysis as 
shown in Table 8.70.
H llb: Employee attitudes mediated the relationship between stimulant factors and productivity. 
Table 8.70: Mediating Test of Employee Attitudes between Stimulant Factors and Productivity
Independent Variable Mediating Variable Dependent Variable (Productivity)
R R: F P t Sig.
Stimulant Factors .582 10.656** .000
Job Satisfaction .207 3.797** .000
Predictors: (Constant), Stimulants, Job satisfaction .749 .560 209.589 - 4.670** .000
Stimulant Factors .586 12.174** .000
Intrinsic Motivation .227 4.726** .000
Predictors: (Constant), Stimulants, Intrinsic Motivation .755 .570 218.214 - 3.855** .000
Stimulant Factors .532 9.755** .000
Value Commitment .272 4.987** .000
Predictors: (Constant), Stimulants, Value Commitment .757 .573 220.969 - 5.322** .000
Stimulant Factors .728 19.420** .000
Commitment to Stay .064 1.716 .087
Predictors: (Constant), Stimulants, Commitment to Stay .738 .545 197.728 - 4.815** .000
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Table 8.70 shows, three mediating variables (job satisfaction, intrinsic motivation and value 
commitment) had significant impacts on dependent variable (productivity) when independent variable 
(stimulant factors) is included in the model. Moreover, stimulant faetors are significantly related to 
productivity when mediating variables (job satisfaction, intrinsic motivation and value commitment) 
were included in the model. As a result, the relationship between stimulant factors and productivity is 
partially mediated by job satisfaction, intrinsic motivation and value commitment. Hence, hypothesis 
1 lb is accepted.
• Stimulant Factors, Mediating Variables and ESIB
According to the previous results, stimulant factors were proposed to have a significant impact on 
ESIB through mediating variables (job satisfaction, intrinsic motivation and value commitment), 
while ‘commitment to stay’ was excluded from mediating variables because it was not significantly 
related to ESIB. A multiple regression analysis was conducted to test this relationship, and the results 
are presented in Table 8.71.
HI Ic: Employee attitudes mediated the relationship between stimulant factors and ESIB.
Table 8.71: Mediating "rest of Employee Attituc es between Stimulant Factors and ESIB
Independent Variable Mediating Variable Dependent Variable (ESIB)
R R: F P t Sig.
Stimulant Factors .542 8.492** .000
Job Satisfaction .115 1.795 .074
Predictors: (Constant), Stimulants, Job satisfaction .632 .399 109.184 . , _ 4.980** .000
Stimulant Factors .501 8.913** .000
Motivation .191 3.406** .001
Predictors: (Constant), Stimulants, Motivation .643 .414 116.088 4.012** .000
Stimulant Factors .520 8.065** .000
Value Commitment .142 2.203* .028
Predictors: (Constant), Stimulants, Value Commitment .634 .402 110.530 5.431** .000
From Table 8.71, only two mediating variable (intrinsic motivation and value commitment) had 
significant impacts on dependent variable (ESIB) when independent variable (stimulant faetors) is 
included in the model. Furthermore, stimulant factors are significantly related to ESIB when 
mediating variables, intrinsic motivation and value commitment were included in the model. 
Consequently, the relationship between stimulant factors and ESIB is partially mediated by intrinsic 
motivation and value commitment, thus, hypothesis HI le is accepted.
• Stimulant Factors, Mediating Variables and NSD
Reviewing the previous results indicated that stimulant factors were proposed to have a significant 
impact on NSD through mediating variables (job satisfaction, intrinsic motivation and value 
commitment), only one variable ‘commitment to stay’ was excluded from mediating variables
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because it was not significantly related to NSD. This relationship was tested by using a multiple 
regression analysis, and the results are presented in Table 8.72.
HI Id: Employee attitudes mediated the relationship between stimulant factors and NSD.
Table 8.72: Mediating Test of Employee Attitudes between Stimulant Factors and NSD
Independent Variable Mediating Variable Dependent Variable (NSD)
R R2 F P t Sig.
Stimulant Factors .583 10.617** .000
Job Satisfaction .201 3.663** .000
Predictors: (Constant), Stimulants, Job satisfaction .745 .555 204.934 - 1.138 .256
Stimulant Factors .646 13.068** .000
Motivation .131 2.660** .008
Predictors: (Constant), Stimulants, Motivation .739 .549 198.090 - 1.228 .220
Stimulant Factors .601 10.739** .000
Value Commitment .175 3.139** .002
Predictors: (Constant), Stimulants, Value Commitment .742 .550 201.050 - 1.892 .059
All mediating variables had significant impacts on dependent variable (NSD) when independent 
variable (stimulant factors) is included in the model as shown in Table 8.72. Furthermore, stimulant 
factors are significantly related to NSD when mediating variables (job satisfaction, intrinsic 
motivation and value commitment) were included in the model. Consequently, the relationship 
between stimulant factors and NSD is partially mediated by job satisfaction, intrinsic motivation and 
value commitment. Hence, hypothesis HI Id is accepted. The above results indicated that all sub­
hypotheses of hypothesis 11 are accepted and supported in this study. As a result, hypothesis 11 is 
accepted which confirmed that employee attitudes are positively mediated between stimulant factors 
to creativity and work outcomes.
• Obstacle Factors, Mediating Variables and Creativity
Based on the previous results, obstacle factors were proposed to have a significant impact on 
creativity through mediating variables (job satisfaction, intrinsic motivation, value commitment and 
commitment to stay). This relationship was tested by using a multiple regression analysis as shown in 
Table 8.73.
H I2: Employee attitudes mediated the relationship between obstacle factors and work outcomes.
HI2a: Employee attitudes mediated the relationship between obstacle factors and creativity.
Table 8.73: Mediating Test of Employee Attitudes between Obstacle Factors and Creativity
Independent Variable Mediating Variable Dependent Variable (Creativity)
R R2 F P t Sig.
Obstacle Factors -.174 -3.502** .001
Job Satisfaction .492 9.883** .000
Predictors: (Constant), Obstacles, Job satisfaction .592 .350 88.713 - 7.373** .000
Obstacle Factors -.203 -4.088** .000
Motivation .463 9.351** .000
Predictors: (Constant), Obstacles, Motivation .578 .334 82.650 - 7.965** .000
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Independent Variable Mediating Variable Dependent Variable (Creativity)
R R^ F (3 t Sig.
Obstacle Factors -.120 -2.385* .018
Value Commitment .548 10.885** .000
Predictors: (Constant), Obstacles, Value Commitment .617 .381 101.072 - 6.983** .000
Obstacle Factors -.388 -7.482** .000
Commitment to Stay .040 .769 .442
Predictors: (Constant), Obstacles, Commitment to Stay .399 .159 31.102 - 19.194** .000
As can be seen from Table 8.73, three mediating variables had significant impacts on dependent 
variable (creativity) when independent variable (obstacle factors) is included in the model. 
Furthermore, obstacle factors are significantly related to creativity when mediating variables (job 
satisfaction, intrinsic motivation and value commitment) were included in the model. Consequently, 
the relationship between obstacle factors and creativity is partially mediated by job satisfaction, 
intrinsic motivation and value commitment, and therefore hypothesis 12a is accepted.
• Obstacle Factors, Mediating Variables and Productivity
Referring to the previous results, obstacle factors were proposed to have a significant impact on 
productivity through mediating variables (job satisfaction, intrinsic motivation, value commitment 
and commitment to stay). A multiple regression analysis was conducted to test this relationship, and 
the results are presented in Table 8.74.
HI 2b: Employee attitudes mediated the relationship between obstacle factors and productivity. 
Table 8.74: Mediating Test of Employee Attitudes between Obstacle Factors and Productivity
Independent Variable Mediating Variable Dependent Variable (Productivity)
R R2 F P t Sig.
Obstacle Factors -.141 -3.009** .003
Job Satisfaction .575 12.271** .000
Predictors: (Constant), Obstacles, Job satisfaction .651 .424 121.254 - 6.672** .000
Obstacle Factors -.174 -3.712** .000
Motivation .541 11.506** .000
Predictors: (Constant), Obstacles, Motivation .634 .402 110.412 - 7.360** .000
Obstacle Factors -.083 -1.762 .079
Value Commitment .629 13.323** .000
Predictors: (Constant), Obstacles, Value Commitment .674 .455 137.306 - 6.344** .000
Obstacle Factors -.386 -7.472** .000
Commitment to Stay .068 1.309 .191
Predictors: (Constant), Obstacles, Commitment to Stay .406 .165 32.556 - 19.321** .000
As Table 8.74 shows, three mediating variables (job satisfaction, intrinsic motivation and value 
commitment) had significant impacts on dependent variable (productivity) when independent variable 
(obstacle factors) is included in the model. However, the results indicated that obstacle factors became 
non-significant with productivity when mediating variable (value commitment) was included in the 
model. As a result, the relationship between obstacle factors and productivity is partially mediated by
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job satisfaction and intrinsic motivation, while that relationship is fully mediated by value 
commitment. Hence, hypothesis 12b is accepted.
• Obstacle Factors, Mediating Variables and ESIB
According to the previous results, obstacle factors were proposed to have a significant impact on 
ESIB through mediating variables (job satisfaction, intrinsic motivation and value commitment), 
while ‘commitment to stay’ was excluded from mediating variables because it was not significantly 
related to ESIB. This relationship was tested by a multiple regression analysis, and the results are 
presented in Table 8.75.
Hl2c: Employee attitudes mediated the relationship between obstacle factors and ESIB.
Table 8.75: Mediating Test of Employee Attitudes between Obstacle Factors and ESIB
Independent Variable Mediating Variable Dependent Variable (ESIB)
R R2 F P t Sig.
Obstacle Factors -.224 -4.360** .000
Job Satisfaction .416 8.079** .000
Predictors: (Constant), Obstacles, Job satisfaction .554 .307 72.949 - 7.856** .000
Obstacle Factors -.235 -4.674** .000
Motivation .423 8.438** .000
Predictors: (Constant), Obstacles, Motivation .563 .317 76.517 - 7.965** .000
Obstacle Factors -.192 -3.614** .000
Value Commitment .436 8.212** .000
Predictors: (Constant), Obstacles, Value Commitment .558 .311 74.253 - 7.862** .000
All mediating variables had significant impacts on dependent variable (ESIB) when independent 
variable (obstacle factors) is included in the model as shown in Table 8.75. Moreover, obstacle factors 
are significantly related to ESIB when mediating variables (job satisfaction, intrinsic motivation and 
value commitment) were included in the model. Consequently, the relationship between obstacle 
factors and ESIB is partially mediated by job satisfaction, intrinsic motivation and value commitment, 
and therefore hypothesis 12c is accepted.
• Obstacle Factors, Mediating Variables and NSD
Based on the previous results, obstacle factors were proposed to have a significant impact on NSD 
through mediating variables (job satisfaction, intrinsic motivation and value commitment), while one 
variable ‘commitment to stay’ was excluded from mediating variables because it was not significantly 
related to NSD. A multiple regression analysis was conducted to examine this relationship as shown 
in Table 8.76.
HI 2d: Employee attitudes mediated the relationship between obstacle factors and NSD.
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Table 8.76: Mediating Test of Employee Attitudes between Obstacle Factors and NSD
Independent Variable Mediating Variable Dependent Variable (NSD)
R R2 F P t Sig.
Obstacle Factors -.190 -4.065** .000
Job Satisfaction .549 11.764** .000
Predictors: (Constant), Obstacles, Job satisfaction .656 .431 124.483 - 5.764** .000
Obstacle Factors -.247 -5.089** .000
Motivation .454 9.351** .000
Predictors: (Constant), Obstacles, Motivation .601 .361 92.978 - 7.264** .000
Obstacle Factors -.162 3.307** .001
Value Commitment .544 11.106** .000
Predictors: (Constant), Obstacles, Value Commitment .642 .412 115.174 - 6.160** .000
As can be seen from Table 8.76, three mediating variables (job satisfaction, intrinsic motivation and 
value commitment) had significant impacts on dependent variable (NSD) when independent variable 
(obstacle factors) is included in the model. Furthermore, obstacle factors are significantly related to 
NSD when mediating variables (job satisfaction, intrinsic motivation and value commitment) were 
included in the model. Hence, the relationship between obstacle factors and NSD is partially mediated 
by job satisfaction, intrinsic motivation and value commitment, and therefore hypothesis HI 2d is 
accepted. The above results indicated that all sub-hypotheses of hypothesis 12 are accepted and 
supported in this study. As a result, hypothesis 12 is accepted which confirmed that employee 
attitudes are positively mediated between obstacle factors to creativity and work outcomes.
The results of multiple regressions indicated an important role for mediator variables in the 
relationships between independents and dependents, and especially between obstacle factors and 
dependent variables. More specifically, the two groups of independents, including, stimulant factors 
and obstacle factors, had indirect relationships with dependents through mediators. The first group, 
stimulant factors had indirect relationships with all work outcomes (creativity, productivity, ESIB and 
NSD) throughout intrinsic motivation and value commitment, while the indirect relationships through 
job satisfaction was related to two variables of work outcomes (productivity and NSD), However, 
‘commitment to stay’ was not mediated any relationship between stimulant factors and work 
outcomes. On the other hand, the second group of independents, obstacles factors had indirect 
relationships with all variables of work outcomes throughout motivation, job satisfaction and value 
commitment. Only one relationship was fully mediated by mediator, since obstacle factors were non­
significant with productivity when ‘value commitment’ mediated that relationship, so that this 
relationship was fully mediated by ‘value commitment’. Furthermore, the explanations of stimulant 
and obstacle factors in the variance of dependents in the indirect relationships throughout mediators 
were highly greater than those in the direct relationships. However, the relationships between 
independent variables and dependent variables were partially or fully mediated by mediators. As a 
result, mediating analysis confirmed and accepted both hypotheses H U  and H12. A summary of the
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results of mediating analysis is presented in Table 8.77, which indicates the indirect paths between 
independent variables and dependent variables through mediating variables.
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As can be seen from Table 8.77, the findings of mediating analyses confirmed and accepted most 
hypotheses of mediators in creativity model, namely, HU, E lla , HI lb, H llc , H lld ; HI 2, H12a, 
H12b, H12c, H12d, and few sub-hypotheses (H lla l, H lla4, H llb4, H llc l, H12a4, H12b4) were 
rejected in this study. Hence, the majority of relationships between independent(s) and dependent(s) 
were partiality mediated by mediator(s) (i.e. job satisfaction, intrinsic motivation, and value 
commitment), while other relationships were not mediated by ‘commitment to stay’ as a mediator, 
and only one relationship between obstacle factors to creativity and productivity was fully mediated 
by ‘value commitment’. Finally, Table 8.78 showed the final results of regression analysis and 
mediating analysis, these results supported all the hypotheses in creativity model.
Table 8.78: The Results of Hypotheses Testing (Creativity Model)
Hypothesis Result
H3: Stimulant factors are positively related to employee attitudes Supported
H4: Stimulant factors are negatively related to obstacle factors. Supported
H5; Obstacle factors are negatively related to employee attitudes Supported
H6: Stimulant factors are positively related to work outcomes. Supported
H7: Obstacle factors are negatively related to work outcomes. Supported
H8: Employee attitudes are positively related to work outcomes. Supported
H9; There are positive relationships among employee attitudes. Supported
H 10; There are positive relationships among work outcomes. Supported
H 11 : Employee attitudes mediated the relationship between stimulant factors and work outcomes. Supported
H I2: Employee attitudes mediated the relationship between obstacle factors and work outcomes. Supported
8.10.2 Structural Equation Modelling
This study will assess the creativity model fit holistically in order to estimate of how well the data fit 
the a priori hypothesised model. It was necessary to conduct Structural Equation Modelling (SEM) or 
path analysis to assess the model fit, an adequate model fit is represented by several fit indices such as 
GFI, AGFI, CFI, NFI, TLI, IFI, RMR , RMSEA, PCLOSE and Chi-Square/df (XVdt) as discussed in 
section 7.13.2 in Chapter Seven. The next sub-sections present testing structural models in this study.
8.10.2.1 The Results of SEM for Creativity Model
SEM was employed to assess the relationships between the set of factors of work environment for 
creativity, work outcomes (i.e. creativity, productivity, ESIB, and NSD), and employee attitudes (i.e. 
job satisfaction, intrinsic motivation, value commitment and commitment to stay), as well as between 
employee attitudes and work outcomes by using AMOS 18. As shown in Figure 8.27, the creativity 
model is represented by ten single latent, including, stimulant factors, obstacle factors, job
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satisfaction, intrinsic motivation, value commitment, commitment to stay, creativity, productivity, 
ESIB and NSD, each measured by a single variable. The theoretical model was tested.
Figure 8.27: Overall Creativity Structural Model
Independents Creativity IMediators Dependents
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All the relationships that revealed from multiple regression analysis were included when conducting 
SEM. Furthermore, there is a difference between the multiple regression analysis and SEM, which is 
regression analysis analyses each relationship separately from the other relationships, whereas SEM 
analyses all relationships together as one model that by taking the effect of each relationship. As 
expected the results of SEM differ than regression results as shown in Figure 8.27, the path 
coefficients between stimulant factors and employee attitudes, including, intrinsic motivation, job 
satisfaction and value commitment were (R).60, .46, .21 respectively. Stimulants had path coefficients 
with work outcomes, the highest value with creativity was (R) .62, then NSD (R) .36, followed by 
ESIB (R) .34, and finally, productivity (R) .25. Stimulants had a negative relationship with obstacles 
factors (R) -.49. On the other hand, obstacle factors had only four negative relationships with 
commitment to stay, ESIB, intrinsic motivation and value commitment were (R) -.17, -.15, -.13, -
.10 respectively. Within employee attitudes, intrinsic motivation had a positive relationship with Job 
satisfaction (R) .44, and value commitment (R) .22, whereas a negative relationship with commitment 
to stay (R) -.20. Job satisfaction is positively related to value commitment (R) .47, and finally, value 
commitment had a positive relationship with commitment to stay (R) .27. The relationships between
329
M. Al-Ababneh Chapter 8: Data Analysis and Findings (Survey 2: Creativity Data)
employee attitudes (mediators) and work outcomes were weak, for instance, intrinsic motivation is 
related to productivity and creativity were (R) .15 and .14 respectively, whereas job satisfaction had 
one relationship with NSD was (R) .14, and commitment to stay had a negative relationship with 
ESIB was (R) - .14. Within work outcomes, the variables were related one to another, for instance, 
creativity is related to productivity (R) .53, then productivity is associated with ESIB (R) .31 and 
weakly with NSD (R) .10, and followed that ESIB had a positive relationship with NSD (R) .40.
The results revealed positive significant relationships between stimulants and employee attitudes and 
work outcomes, and a negative significant relationship between stimulants and obstacles. On the other 
hand, obstacle factors had negative relationships with employee attitudes and ESIB, as well as 
employee attitudes had some impacts on work outcomes. These results confirmed the effect of 
employee attitudes on work outcomes, as well the relationships among variables of work outcomes. 
Moreover, the model data fits the data well based on the fit indices as shown in Table 8.79.
Table 8.79: Overa 1 Creativity Structural Model Fit Indices
Fit Measures Minimum requirement Model Values
Absolute Fit Measures
XVdf <5 1.378
GFI >.90 .984
RMR <.05 or <.10 acceptable .019
RMSEA <.05 or <.10 acceptable .034
PCLOSE >.05 .805
Model Comparison
TLI >.90 .993
NFI >.90 .988
AGFI .955
IFI >.90 .997
CFI >^0 .997
As can be seen from Table 8.79, the results of SEM showed a good fit for the creativity model. 
Furthermore, all the values of fit indices fell within a range of acceptable values. The model fit was 
excellent (XVdI^l.378, GFI-.984, AGFI=.955, CFI=.997, NFI-.988, RMSEA=.034), and therefore 
the relationships in the overall creativity model are validated and thus accepted, for full results (see 
appendix 18). The model supported the following hypotheses: H3, H3a, H3b, H3d; H4; H5, H5b, 
H5c, H5d; H6, H6a, H6b, H6c, H6d; H7c; H8, H8a, H8b, H8c, H8d; H9, H9a, H9b, H9c, H9d, H9f; 
and H I0, HlOa, H10d,H10e, HlOf
8.10.2.2 The Results of SEM for the Creativity Model in Different TQM Adopters
As discussed in Chapter Seven, this study classified the sampled hotels based on the level of TQM 
implementation into two groups of TQM adopters: ‘high TQM adopters’ and ‘low TQM adopters’, 
these groups of TQM adopters showed different TQM models. Since the main purpose of this study is
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to investigate any difference between TQM adopters in term of organisational creativity. In other 
words, the different levels of TQM implementation could create various work environments for 
creativity. In order to investigate if the work environment will be different among hotels or not, it was 
necessary to conduct t-tests to investigate any significant differences among variables based on hotels 
clusters. However, the results of t-test for differences in employee attitudes are presented in Table 
8.80.
Dimension TQM Adopter N Mean Std.
Deviation
Mean
Difference
t Sig.
(2-tailed)
1 .Rewards High 247 5.36 0.98 1.31 10.59 .000Low 85 4.05 1.00
2. Job Environment High 247 5.43 0.97 1.54 12.51 .000Low 85 3.89 0.99
Job Satisfaction High 247 5.39 0.80 1.42 13.98 .000Low 85 3.97 0.84
1. Value Commitment High 247 5.51 O j# 1.70 15.37 .000Low 85 3.81 OjG
2. Commitment to stay High 247 4.57 1.27 1.04 6.84 .000Low 85 :L53 0.97
Organisational Commitment High 247 5.04 0.76
1.37 14.79 .000Low 85 3.67 0.66
Intrinsic Motivation High 247 5.60 0.92 1.29 11.75 .000Low 85 4.31 0.76
The results of t-test indicated a significant difference between the two groups of hotels related to their 
employee attitudes as shown in Table 8.80, employees in low TQM adopters showed satisfaction with 
rewards only, and they were not committed but motivated. In high TQM adopters, employees were 
satisfied, committed, and motivated in their current work. Furthermore, Table 8.81 shows the results 
of t-test for differences in work environment for creativity among groups of hotels.
Table 8.81; T- Test for Differences in Work Environment for Creativity by îotel
Dimension TQM
Adopter
N Mean Std.
Deviation
Mean
Difference
t Sig.
(2-tailed)
1. Organisational Encouragement High 247 2^5 .56
OjK 12.76 .000Low 85 2.09 .46
2. Supervisory Encouragement High 247 3.03 .53
0.76 11.39 .000Low 85 2J^ .52
3. Work Group Support High 247 3.07 .53 0.80 12.20 .000Low 85 2J^ .49
4. Freedom High 246 3.02 .71
0.77 8.86 .000Low 85 2^5 .64
5. Sufficient Resources High 247 2^9 .58 0.71 9.96 .000Low 85 2J # .54
6. Challenging Work High 247 3.03 .55 0.78 11.89 .000Low 85 225 .47
Stimulant Factors High 247 3.02 .49
0.79 13.13 .000Low 85 2.23 .43
1. Organisational Impediments High 247 1.50 .34 -0.38 -&63 .000Low 85 L88 .35
2. Workload Pressures High 247 1.48 .36 -0.40 -9.07 .000Low 85 1.88 .31
Obstacle Factors High 247 1.49 .32
-0.39 -9.99 .000Low 85 1.88 .28
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It was very clear from Table 8.81 that the difference between two groups of hotels in terms of work 
environment for creativity is signifieant. As a result, stimulant factors were not found in ‘low TQM 
adopters’ due to the mean scores were less than the midpoint, whereas ‘high TQM adopters’ had those 
factors. On the other hand, obstacle factors were not found in both TQM adopters, but highest level 
was in the ‘low TQM adopters’. Based on the previous results, all independent variables, work 
environment for ereativity, were different among TQM adopters. Thus, work outcomes as dependent 
variables are supposed to be different and therefore t-test was conducted to test the differenees in 
work outcomes among TQM adopters as shown in Table 8.82.
Table 8.82; T- Test for Differences in W ork Outcomes by Hotel
Dimension TQM Adopter N Mean Std.
Deviation
Mean
Difference
t Sig.
(2-tailed)
Creativity High 247 3.1704 .56805 0 2 8 11.36 .000Low 85 2.3912 .47316
Productivity High 247 3.1895 ^ .54821
0^0 12.01 .000Low 85 2.3953 .45353
ESIB High 247 4.6235 1.04080
0.69 5.61 .000Low 85 3.9284 .79891
NSD High 247 4.5941 .99924 1.03 8 2 9 .000Low 85 3.5647 .90399
As expected, t-tests reported that there are significant differences in work outcomes in regard to 
creativity, productivity, ESIB, and NSD. Table 8.82 shows that the mean scores for ereativity and 
productivity in ‘low TQM adopters’ were less than the midpoint, whereas they were greater than the 
midpoint for ‘high TQM adopters’. This means ereativity and productivity existed in ‘high TQM 
adopters’ only. On the other hand, both TQM adopters had ESIB and NSD, but the highest levels 
were for high TQM adopters. A summary, the results of t-tests confirmed that different TQM 
implementation led to different levels of other variables such as employee attitudes, work 
environment for creativity, ereativity, productivity, and service innovation performanee.
Based on the previous findings, it was neeessaiy to test the ereativity model fit for each group to 
explore any difference between them in term of creativity model. SEM was condueted to test the fit of 
ereativity model for each group of TQM adopters, namely, high TQM adopters and low TQM 
adopters, and to investigate any difference between them. Figure 8.28 shows the creativity model for 
high TQM adopters.
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Figure 8.28: Creativity Structural Model for High TQM Adopters
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As can be seen from Figure 8.28, stimulant factors had a positive relationship with employee 
attitudes, including, intrinsic motivation, job satisfaction and value commitment were (R) .52, .40, .26 
respectively. As well, stimulants had positive path coefficients with work outcomes, the highest value 
was with creativity (R) .52, then ESIB (R) .37, this followed by NSD (R) .36, and finally, productivity 
(R) .23. There is a negative relationship between stimulants and obstacles (R) -.40. On the other hand, 
obstacle factors had only one negative relationship with ESIB was (R) -.17. Within employee 
attitudes, intrinsic motivation had positive relationships with job satisfaction and value commitment 
(R) .44, .25 respectively, whereas a negative relationship was with commitment to stay (R) -.13. Job 
satisfaction is positively related to value commitment (R) .43. Weak relationships were found 
between employee attitudes and work outcomes, for instanee, intrinsie motivation is related to 
produetivity positively (R) .16 as well with creativity (R) .12, whereas job satisfaction had one a weak 
positive relationship with NSD was (R) .11. Within work outcomes, the variables were related to each 
other, for instance, ereativity is related to productivity (R) .51, whereas productivity is associated with 
ESIB (R) .33 and with NSD (R) .13, and finally, ESIB had a positive relationship with NSD (R) .33.
The results pointed out positive significant relationships between stimulants and employee attitudes 
and work outcomes, whereas a negative significant relationship was between stimulants and obstacles. 
On the other hand, obstacle factors had a negative relationship with ESIB only. Motivation and job 
satisfaction had weak relationships with work outcomes. These results confirmed the effect of
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employee attitudes as mediators on work outcomes, also the relationships among the variables of 
work outcomes. Overall, the model data fits the data well based on the fit indices as shown in Table 
8.83.
Table 8.83: Creativity Structural Model Fit Indices for High TQM Adopters
Fit Measures Minimum requirement Model Values
Absolute Fit Measures
XVdf <5 I.54I
GFI >.90 .970
RMR <.05 or <.10 acceptable .034
RMSEA <.05 or <.I0 acceptable .047
PCLOSE >.05 ^39
Model Comparison
TLI >.90 .981
NFI >^0 .971
AGFI >^0 ^35
IFI .99
CFI >^0 .999
As can be seen from Table 8.83, the results of SEM indicated a good fit for the creativity model. More 
specifically, all the values of fit indices fell within a range of acceptable values. As a result, the model 
fit was excellent (X7df=1.541, GFI=.97, AGFI=.935, CFI=.999, NFI=.971, RMSEA=.047), and 
therefore the relationships in the creativity model are validated and thus accepted, for full results (see 
appendix 19). Support was found for the following hypotheses: H3a, H3b, H3d; H4; H6, H6a, H6b, 
H6c, H6d; H7e; H8a, H8b, H8d; H9a, H9b, H9c, H9d; HlOa, HlOd, HlOe, HI Of. On the other hand, 
the creativity model for low TQM adopters is presented in Figure 8.29.
Figure 8.29: Creativity Structural Model for Low TQM Adopters
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For low TQM adopters, obstacle factors disappeared from the creativity model as shown in Figure 
8.29. The path coefficients between stimulants factors and employee attitudes, including, intrinsic 
motivation and job satisfaction were (R) .41, .36 respectively. Stimulants had path coefficients with 
work outcomes, the highest value with creativity was (R) .59, and then ESIB (R) .39, followed by 
productivity (R) .27, while NSD was not related to stimulant factors. Within employee attitudes, 
intrinsic motivation had a positive relationship with job satisfaction (R) .32, and negatively related to 
commitment to stay (R) -.26, whereas job satisfaction is strongly and positively related to value 
commitment (R) .64. Only value commitment from employee attitudes had a positive relationship 
with NSD was (R) .29. Within work outcomes, creativity is related to productivity (R) .60, whereas 
ESIB had a strong positive relationship with NSD (R) .68.
The results found positive significant relationships between stimulants, employee attitudes and work 
outcomes. It was confirmed the effect of value commitment on NSD, as well the relationships among 
variables of work outcomes, for instance, creativity and productivity, ESIB and NSD. Consequently, 
the model data fits the data well based on the fit indices as presented in Table 8.84.
Table 8.84; Creativity Structural Model Fit Indices for Low TQM Adopters
Fit Measures Minimum requirement Model Values
Absolute Fit Measures
XVdf <5 1.587
GFI >.90 .905
RMR <.05 or <.I0 acceptable .056
RMSEA <.05 or <.I0 acceptable .084
PCLOSE >.05 .134
Model Comparison
TLI >.90 .933
NFI >.90 .887
AGFI >.90 .830
IFI >.90 .955
CFI >.90 .953
As Table 8.84 shows, the results of SEM indicated a good fit for the creativity model. Although some 
fit indices values less than the minimum requirements, for example, the values of NFI and AGFI were 
.887, .830 respectively, but generally the overall values of fit indices fell within a range of acceptable 
values. The model fit was good (XVdf=1.587, GFI=.905, AGFI=.830, CFI=.953, NFI=.887, 
RMSEA=.084), and therefore the relationships in the creativity model are validated and thus accepted, 
for fiill results (see appendix 20). Support was found for the following hypotheses: H3a, H3d; H6a, 
H6b, H6c; H8d; H9a, H9c, H9d; HlOa, HI Of. Consequently, this model for low TQM adopters 
requires some improvement and development to enhance the model fit.
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Regarding the previous results, creativity model was different between the two groups of TQM 
adopters. In the high TQM adopters, all relationships among variables in creativity model were 
significant and similar to those relationships in the overall creativity model. Contrary, some 
relationships disappeared fi*om creativity model for low TQM adopters and especially obstacle factors 
were not including in the model. One can concluded that each group of TQM adopters had a different 
creativity model as well as different relationships. These results confirmed the findings of t-test that 
indicated significant differences between two clusters of hotels, including, high TQM adopters and 
low TQM adopters, as discussed in sub-section 8.10.2.2. Furthermore, the total effects of 
independent(s) on dependent(s) within a creativity models were measured by using AMOS to 
investigate the indirect effects among variables, a summary of the results of total effects is presented 
in Table 8.85.
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As can be seen from Table 8.85, for overall creativity model, stimulants to creativity have a 
direct negative effect on obstacles to creativity (-.486), and direct positive effects on intrinsic 
motivation, job satisfaction, value commitment, creativity, productivity, ESIB, and NSD were 
(.597, .455, .211, .714, .254, .342, and 358) respectively. On the other hand, stimulants have 
indirect positive effects were on intrinsic motivation through obstacles (.063), on job 
satisfaction through intrinsic motivation (.287), on value commitment through intrinsic 
motivation and job satisfaction (.541), on commitment to stay through value commitment 
(.153), on productivity tlirough creativity and motivation (.481), on ESIB through 
productivity (.281), and on NSD through ESIB, productivity, and job satisfaction (.376). 
While, obstacles to creativity have direct negative effects on intrinsic motivation, value 
commitment, commitment to stay, and ESIB were (-.129, -.101, -.17, and -.152) respectively. 
As well, obstacles have indirect negative effects were on job satisfaction through intrinsic 
motivation (-.056), on value commitment through intrinsic motivation (-.054), on 
commitment to stay through intrinsic motivation and value commitment (-.016), on creativity 
through intrinsic motivation (-.018), on productivity through intrinsic motivation (-.029), and 
on NSD through intrinsic motivation and then through job satisfaction (-.065). Only one 
indirect positive effect was on ESIB through commitment to stay (.016).
Furthermore, intrinsic motivation has direct positive effects were on job satisfaction, value 
commitment, creativity, and productivity (.436, .217, .137, and .115) respectively, and only 
one direct negative effect was on commitment to stay (-.203). Intrinsic motivation has indirect 
positive effects on value commitment through job satisfaction (.205), on commitment to stay 
through value commitment (.114), on productivity through creativity (.073), and on ESIB and 
NSD through productivity (.083), (.115) respectively. On the other hand, job satisfaction has 
direct positive effects on value commitment and NSD were (.470), (.135) respectively. As 
well, job satisfaction has an indirect positive effect on commitment to stay through value 
commitment (.127), and indirect negative effects on ESIB through value commitment and 
then commitment to stay (-.017) and on NSD through value commitment, commitment to stay 
and then ESIB (-.007). Value commitment has a direct positive effect on commitment to stay 
(.271), and indirect negative effects on both ESIB through commitment to stay (-.037), and 
NSD through commitment to stay and then ESIB (-.015). Commitment to stay has a direct 
negative effect on ESIB (-.136), and an indirect negative effect on NSD through ESIB (-.054). 
Within the dependent variables, creativity has a direct positive effect on productivity (.531), 
and indirect positive effects on ESIB and NSD through productivity were (.165), (.119) 
respectively. Productivity has direct positive effects on ESIB and NSD (.311), (.101)
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respectively, and an indirect positive effect on NSD through ESIB (.124). Finally, ESIB has 
only one direct positive effect on NSD (.398).
For high creativity model, stimulants to creativity have a direct negative effect on obstacles to 
creativity (-.397), and direct positive effects on intrinsic motivation, job satisfaction, value 
commitment, creativity, productivity, ESIB, and NSD were (.524, .404, .256, .521, .228, .366, 
and 361) respectively. Moreover, stimulants have an indirect negative on commitment to stay 
through intrinsic motivation and value commitment (-.069), and indirect positive effects were 
on job satisfaction through intrinsic motivation (.232), on value commitment tlirough intrinsic 
motivation and job satisfaction (.400), on creativity through intrinsic motivation (.065), on 
productivity through creativity and motivation (.380), on ESIB through productivity (.266), 
and on NSD through ESIB, productivity, and job satisfaction (.353). Obstacles to creativity 
have a direct negative effects on ESIB (-.166), and an indirect negative effect on NSD 
through ESIB (-.054). Furthermore, intrinsic motivation has direct positive effects were on 
job satisfaction, value commitment, creativity, and productivity (.442, .247, .124, and .157) 
respectively, and only one direct negative effect was on commitment to stay (-.131). Intrinsic 
motivation has indirect positive effects on value commitment through job satisfaction (.188), 
on productivity through creativity (.063), and on ESIB and NSD through productivity (.073), 
(.100) respectively. While, job satisfaction has two direct positive effects on value 
commitment and NSD were (.426), (.107) respectively. Creativity has one direct positive 
effect on productivity (.508), and two indirect positive effects on ESIB and NSD through 
productivity were (.168), (.121) respectively. Productivity has direct positive effects on ESIB 
and NSD (.330), (.130) respectively, and an indirect positive effect on NSD through ESIB 
(.107). Finally, ESIB has only one direct positive effect on NSD (.325).
Finally, for low creativity model, stimulants to creativity have direct positive effects on 
intrinsic motivation, job satisfaction, creativity, productivity, and ESIB were (.414, .361, .593, 
.265, and .392) respectively. As well, stimulants have an indirect negative on commitment to 
stay through intrinsic motivation (-.108), and indirect positive effects were on job satisfaction 
through intrinsic motivation (.133), on value commitment through intrinsic motivation (.316), 
on productivity through creativity (.356), and on NSD through ESIB (.357). Intrinsic 
motivation has a direct positive effect on job satisfaction (.321) and a direct negative effect on 
commitment to stay (-.260). Moreover, intrinsic motivation has indirect positive effects on 
value commitment through job satisfaction (.205) and on NSD through job satisfaction and 
then value commitment (.059). Job satisfaction has a direct positive effect on value 
commitment (.640), and an indirect positive effect on NSD through value commitment (.184).
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Whereas, value commitment has one direct positive effect on NSD (.288), creativity has a 
direct positive effect on productivity (.600), and finally, ESIB has a direct positive effect on 
NSD (.680). These results confirmed the findings of regression and mediating analyses that 
some relationships were fully or partially mediated by other variables (i.e. mediator(s), and 
dependent(s)).
8.11 CONCLUSIONS
This study gathered data from 17 four- and five-star resort hotels in Jordan, in an attempt to 
identify the impacts of work environment for creativity on work outcomes directly or 
throughout employee attitudes. Employees were used as the study sample, and therefore 
employees’ perceptions of work environment for creativity, job attitudes and work outcomes 
were studied to examine the relationship between work environment for creativity, work 
outcomes, and employee attitudes. Descriptive analysis indicated that the majority of the 
employees sample was males, young people with age less than 35 years, Jordanian, single, 
undergraduate degree holders, moderate experienced people, and most of them working in 
food & beverage department for less than JD 300. These results confirmed that males gender, 
Jordanian nationality, young people, undergraduate degree holders, and experienced people 
are the main workforce in the hotel industry in Jordan.
The results of factor analysis, validity and reliability indicated that all the study constructs are 
valid and reliable. Furthermore, CFA confirmed the constructs of all measurements in 
creativity instrument as the original scales after dropping few items to be statistical 
acceptance. Moreover, correlation coefficients were highly significant among all variables, 
and therefore a multiple regression was conducted for testing the study hypotheses. The 
results of all multiple regression analysis indicated that all creativity model hypotheses are 
accepted and supported. Furthermore, the regression results found that mediator variables (i.e. 
job satisfaction, intrinsic motivation, value commitment, and commitment to stay) mediated 
the relationships between independent variables (work environment for creativity) and 
dependent variables (creativity, productivity, ESIB and NSD).
Assessing the overall model was conducted by using SEM. In the creativity model, both 
stimulants and obstacles to creativity had two significant paths, direct and indirect, with work 
outcomes. The indirect paths through employee attitudes explained more variance in work 
outcomes. Stimulant factors had positive relationships with employee attitudes, including, 
intrinsic motivation, job satisfaction and value commitment were (R) .60, .46, .21
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respectively. As well, stimulants had positive relationships with work outcomes, including, 
creativity, NSD, ESIB, and productivity were (R) .62, .36, .34, .25 respectively. As expected, 
stimulants had a negative relationship with obstacle factors (R) -.49. On the other hand, 
obstacle factors had only four negative relationships with commitment to stay, ESIB, 
intrinsic motivation and value commitment were (R) -.17, -.15, -.13, -.10 respectively. For 
employee attitudes, intrinsic motivation had positive relationships with job satisfaction and 
value commitment (R) .44, .22 respectively, and a negative relationship with commitment to 
stay (R) -.20, whereas job satisfaction is positively related to value commitment (R) .47, and a 
positive relationship was between value commitment and commitment to stay (R) .27. 
Employee attitudes had weak relationships with work outcomes, for instance, intrinsic 
motivation is positively related to productivity (R) .15 and with creativity was(R) .14, 
whereas job satisfaction had a positive relationship with NSD was (R) .14, and unexpected 
negative relationship was between commitment to stay and ESIB (R) -.14. Finally, the 
variables of work outcomes were related one to another, for instance, creativity is positively 
related to productivity (R) .53, then productivity is positively associated with ESIB (R) .31, 
and with creativity (R) .10, while ESIB is related to NSD (R) .40 positively.
Furthermore, SEM showed significant differences between low TQM adopters and high TQM 
adopters regarding the creativity model. In other words, the relationships are stronger in the 
‘high TQM adopters’ model rather than ‘low TQM adopters’ model. Additionally, some 
relationships disappeared from the low TQM adopters’ model, while the high TQM adopters’ 
model is similar to overall model. These results confirmed the significant differences between 
the two adopters of TQM in all aspects of creativity model.
A summary of Chapter Seven and Chapter Eight, this study aims to identify the impact of 
TQM practices in creating an appropriate work environment for organisational creativity. 
Two samples were used in this study are employees sample and managers sample, managers’ 
perceptions of TQM applications and innovation performance were studied to investigate the 
relationship between TQM practices and hotel innovation performance. On the other hand, 
employees’ perceptions of work environment for creativity, job attitudes and work outcomes 
were studied to examine the relationship between work environment for creativity and work 
outcomes as well as through employee attitudes.
Cluster analysis found two groups of hotels based on the level of TQM applications, namely, 
‘low TQM adopters’ and ‘high TQM adopters’, and each group of TQM adopters had a 
different level of TQM practices. Furthermore, the results of t-tests indieated significant
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differences between two clusters of hotels, high TQM adopters and low TQM adopters, in 
terms of all aspects of both TQM model and creativity model. These results were confirmed 
by SEM, each group of TQM adopters had a different TQM model as well as creativity 
model. In other words, high TQM adopters had high creativity model, while low TQM 
adopters had low creativity model. Consequently, this study confirmed that the different 
levels of TQM practices create different work environments for creativity, hence, different 
levels of organisational creativity. One can concluded that TQM practices create an 
appropriate environment for organisational creativity in the hotel industry, and therefore TQM 
hotels are creative hotels.
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CHAPTER NINE 
FINDINGS DISCUSSION
9.1 INTRODUCTION
This chapter discusses the findings of data analysis as presented in Chapter Seven and 
Chapter Eight. It highlights the main results which were investigated in this study. 
Furthermore, the discussion explores the links between the study’s findings and other findings 
in previous studies as discussed in Chapter Five, regarding both agreements and 
disagreements between findings. Finally, the chapter discusses the results of the study’s 
models testing, as well the link between these models.
9.2 EXPLORING THE IMPACT OF TOTAL QUALITY MANAGEMENT
The 12 scales (71 items) of the TQM instrument were used for measuring TQM practices, and 
two scales (9 items) were used for measuring innovation performance, namely, product 
innovation and process innovation. This section discussed the results that have been achieved 
using the TQM instrument. These results are discussed in the following sub-sections: TQM 
practices and innovation.
9.2.1 Exploring the CSFs of TQM
This study investigated the level of TQM practices based on 12 CSFs of TQM in the hotel 
industry. In this study, 12 scales were used for measuring the TQM practices of a sample of 
managers in four- and five-star resort hotels in Jordan. The scales of CSFs represent different 
aspects of TQM practices, and were developed based on five instruments (i.e. Saraph et al., 
1989; Flynn et al., 1994; Ahire et al., 1996; Zhang et al., 2000; Claver et al., 2003). These 
scales have been used by many previous studies in both western and non-western contexts 
that showed good validity and reliability outcomes. The previous instruments were different 
in terms of factors and their items. Because the scales of TQM were collected from different 
instruments, it was necessary to validate the TQM scales in the Jordanian context as a non- 
western country.
In the current study, the results of EFA for the 71 items of the TQM instrument, representing 
12 sub-scales, indicated 8 components rather than 12. These components were confused and
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provided no new insight. For example, the majority of items were loaded in one factor 
whereas the other items were loaded in 7 factors, and many items had cross loading among 
components. These results did not help or even make any sense in terms of the CSFs of TQM. 
On the other hand, similar to previous studies (i.e., Saraph et al., 1989; Flynn et al., 1994; 
Ahire et al., 1996; Zhang et al., 2000; Claver et al., 2003), the EFA was conducted for each 
scale separately, and the results of that analysis indicated that the 12 scales were uni-factorial 
and factor loadings for items were high, ranging from 0.72 to 0.95. This study confirmed uni­
dimensionality for each scale, as separate factors, by using factor analysis. Contrary to Saraph 
et al., this study confirmed that the ‘process management’ scale is one dimensional and not a 
multidimensional scale as they found. Inconsistent with Ahire et al., this study confirmed that 
two scales ‘employee empowerment’ and ‘employee involvement’ are one scale, called 
‘employee management’, rather than two separate scales. Furthermore, the results of the first 
run of CFA found that six scales (i.e. FI, F3, F5, F7, F9, F12) need some improvement in 
order to improve the model fit, and therefore 8 items (i.e. Q2, Q6, Q27, Q28, Q60, Q62, Q65) 
were dropped from the TQM scales. The results of a second run of CFA for 12 TQM scales 
indicated that the CFI, IFI, NFI, and TLI of the 12 TQM scales exceeded the recommended 
criteria 0.90, with RMSEA values below 0.05, and X^/df ranging from 0.026 to 1.258, which 
are within acceptable levels. Consequently, the results of CFA indicated an excellent fit for 
each scale of TQM, and therefore the CFA confirmed the uni-dimensionality of each CSF of 
TQM separately.
The results of reliability testing indicated that all TQM factors had acceptable levels of 
Cronbach’s alpha coefficients, i.e. greater than 0.70, with high values, ranging from 0.81 to 
0.96. For instance, the highest value of alpha was for process management (a =0.96), whereas 
the lowest value was for supplier relationship (a =0.81). However, in order to maximise the 
reliability for each scale, four items were eliminated from the TQM scales. These were Q14, 
removed from FI scale, Q9 from F7 scale, Q7 from F8 scale and, finally, Q8 from F l l  scale. 
Thereafter, the overall reliability of the TQM scales was (a =0.99). Furthermore, the TQM 
scales were valid in terms of three types of validity: content validity, criterion-related validity, 
and construct validity. As a result, the TQM instrument in this study was a valid and reliable 
instrument. After eliminating some items in the CFA and reliability test, the final structure of 
the TQM instrument consisted of 12 scales (59 items). Table 9.1 shows the results of major 
previous studies compared with the current study.
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As can be seen from Table 9.1, compared to the other quality management instruments 
developed by Saraph et al. (1989), Flynn et al. (1994), Ahire et al. (1996), Zhang et al. (2000), 
and Claver et al. (2003), the TQM instrument presented in this study has high reliability and 
validity for the hotel industry in general and for Jordanian resort hotels in particular. More 
specifically, it was empirically tested and validated using data from Jordanian hotels.
Examining the correlations among the CSFs of TQM indicated that all TQM factors had high 
positive significant correlations among them, and these correlations ranged from 0.777 to 
0.958 at the significant level (P=.000). For example, the highest correlation (r=.958) was 
between ‘continuous improvement’ and ‘quality planning’, and also between ‘product/service 
design’ and ‘continuous improvement’, whereas the lowest correlation (r =.777) was between 
‘leadership support’ and ‘supplier relationship’. These results supported Ahire et al.’s (1996) 
suggestion that all correlations among the TQM factors were positive indicating that TQM 
factors should be implemented holistically rather than piecemeal.
Regarding the TQM model fit, some studies tested the goodness of fit (GFI) for each factor. 
For example, Ahire et al.’s (1996) study revealed that the GFI for TQM factors ranged from 
0.93 to 0.99, these results indicated an excellent fit of the TQM model. Other studies 
examined the goodness of fit of TQM including all factors. For instance, Tamimi (1998) used 
eight factors to measure TQM practices in manufacturing and service organisations that had 
been involved in implementing quality programmes from one to five years in the US. He 
tested the TQM model using LISREL VII through loading eight factors on a single factor 
called “TQM”. His results found that the GFI was 0.75, and the AGFI was 0.71, which 
indicated an adequate fit of TQM model.
This study followed Tamimi’s approach, and therefore AMOS 18 was used to evaluate the 
GFI of TQM model. Hence, the 12 factors of TQM practices were tested by grouping them 
into two sub-groups, soft factors and hard factors, based on a theoretical concept as discussed 
earlier in the literature. The results revealed that the GFI was 0.78, while the AGFI was 0.68, 
indicating an adequate fit of the TQM model consisting of 12 factors, and these results are 
similar to Tamimi’s (1998) results that were obtained in the western context. This study 
confirmed the TQM model fit based on western scales in the non-western context. 
Furthermore, the scores for aggregate TQM and the scores for 12 factors of TQM were 
calculated for the sampled hotels in this study. The mean score of overall TQM was (4.19). 
The mean scores of TQM factors were (3.98) for quality data and reporting; (4.08) for quality 
department and supplier relationship; (4.13) for proeess management; (4.15) for top 
management commitment and employee management; (4.20) for education and training, and
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continuous improvement; (4.24) for leadership support; (4.25) for product/service design; 
(4.36) for quality planning; and finally, (4.41) for customer focus. At the group level, hard 
factors and soft factors had similar mean scores of (4.20) and (4.18) respectively.
The study’s findings indicated that TQM practices as well as all CSFs of TQM, both hard 
factors and soft factors, are moderately implemented in Jordanian resort hotels as reported by 
managers. At the factor level, it was found that the highest five mean scores were for 
customer focus, quality planning, product/service design, leadership support, continuous 
improvement, and education and training, while the lowest mean score was for quality data 
and reporting. The findings suggest that hotels focused more on customer satisfaction, quality 
planning and product/service design through continuous improvement, and employee 
education and training, which are supported by leadership. This study also confirmed that 
both hard factors and soft factors exist in the service industry and more specifically in hotels. 
The above results were supported by Zhang et al. (2000), who found, by using a five-point 
Likert scale, that the mean scores of 11 TQM factors in Chinese manufacturing organisations 
ranged from (3.57) for process control and improvement to (4.00) for customer focus. In 
contrast, Flynn et al. (1994) revealed, again by using a five-point Likert scale, that the mean 
scores of 11 TQM factors in plants were low ranged from (2.17) for customer interaction to 
(3.28) for quality improvement rewards.
In the hotel industiy, Cheung (2006) measured the implementation of TQM in four-and five- 
star Hong Kong hotels through four factors, namely, top management commitment, 
continuous improvement, customer focus and employee involvement. These factors were 
measured using a seven-point Likert scale, and she found that the mean score of aggregate 
TQM was (5.56), suggesting that TQM practices were implemented in the hotel industiy. 
Similarly, another study was conducted by Claver-Cortes et al. (2008) who investigated TQM 
commitment among managers in three- to five-star hotels in Spain by using a seven-point 
Likert scale. They revealed that the hotels had a high degree of TQM commitment 
(mean=5.62), and those hotels were usually chain-affiliated since they own more resources to 
meet quality standards and to implement quality practices. These results supported and 
confirmed the findings of the current study, suggesting that TQM practices are highly 
implemented in the hotel industry.
9.2.2 Exploring Innovation
Innovation was measured by using the innovation instrument which was developed by 
Prajogo and Sohal (2003), and included two constructs, namely, product innovation (5 items)
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and process innovation (4 items). In this study, the EFA confirmed that the items in each scale 
of innovation formed a single factor, and these items had very high factor loadings which 
ranged from 0.887 to 0.923. Furthermore, the results of the first run of CFA indicated that all 
fit indices for innovation were within a range of acceptable values, but the model could be 
improved since the RMSEA value was greater than the value of excellent model (.05). Hence, 
one item (Inn7) was deleted from the product innovation scale. The results of the second run 
of CFA indicated that the CFI, IFI, NFI, and TLI were greater than 0.90, the RMSEA value 
was 0.039, and X^/df was 1.157. The values of GFI for both scales were very high; for 
example, 0.989 for product innovation whereas for process innovation it was 0.987. As a 
result, the model fit for the innovation model was excellent.
After confirming the structure and factors underlying the innovation scales, the reliability and 
validity of the scales were tested. The two forms of innovation, product innovation and 
process innovation, had high alpha reliability coefficients of 0.925 and 0.93 respectively. 
These results indicated highly reliable innovation scales. These scales were valid in terms of 
two types of validity: content validity and construct validity. Consequently, the innovation 
instrument in this study consisting of two scales (8 items) was a reliable and valid instrument.
Several studies (i.e. Prajogo and Sohal, 2003; Prajogo et al., 2004; Prajogo and Ahmed, 2006) 
have shown that the reliability (Cronbach’s alpha) for product innovation was 0.868, while for 
process innovation it was 0.890. The results of EFA were found by Prajogo and Ahmed 
(2006), and they indicated that the factor loadings for product innovation ranged from 0.76 to 
0.84, while for process innovation they were between 0.85 and 0.88. In addition, the results of 
CFA were supported by two other studies; for example, Prajogo and Sohal (2003) found the 
GFI for product innovation was 0.97, and for process irmovation was 0.953. Additionally, 
similar results were obtained by Prajogo et al. (2004), who found that the GFI for product 
innovation was 0.983, while for process innovation it was 0.953. These results confirmed that 
the product innovation scale had five items, and the process innovation scale had four items. 
Contrary to these results, the current study dropped one item from the product innovation 
scale so it became a four-item scale instead of a five-item scale. Moreover, although this 
study was conducted in the hotel industry, it obtained better results than previous studies that 
were conducted in manufacturing organisations which are more related to innovation.
This study measured the mean scores for dimensions of innovation namely, product 
innovation and process innovation. The mean score of product innovation was (3.80), while 
the mean score of process innovation was (3.72). The findings indicated that hotels had both
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forms of innovation. It was also revealed that product innovation was higher than process 
innovation, suggesting that product innovation is more related to the service industry. On the 
other hand, Prajogo and Sohal (2003) found that process innovation had a higher mean score 
(3.53) than the mean score of product innovation (3.38). These results were inconsistent with 
the current study’s findings since they conducted their study in both manufacturing and non­
manufacturing organisations.
A comparative study was conducted by Prajogo (2006) to investigate the difference between 
manufacturing and service organisations in terms of innovation performance. He revealed no 
significant difference between manufacturing and service organisations in terms of product 
innovation and process innovation, and, more specifically, the mean scores of process and 
product innovation in service organisations were (3.54, 3.41) respectively which were slightly 
higher than those for manufacturing organisations (3.52, 3.33) respectively. His study 
confirmed that both manufacturing and service organisations are similar with respect to 
innovation, and service organisations showed more innovation performance than 
manufacturing. These findings negate the notion suggesting that, since innovation requires the 
adoption of new technologies, innovation is more related to manufacturing industry than to 
service industry. Thus, the current study’s results were supported by Prajogo’s (2006) 
findings that both process and product innovation exist in service organisations.
In the hotel industry, some studies were conducted to investigate the degree of innovation, 
including both incremental and radical innovation. Martinez-Ros and Orfila-Sintes (2009) 
confirmed that both incremental and radical innovation were used by the majority of sampled 
hotels (86.10%) in the Balearic Islands/Spain and, more specifically, 50% of hotels carry out 
radical innovation while 80% implement incremental innovation. In contrast to Martinez-Ros 
and Orfila-Sintes’s findings, Chang et al. (2011) found, by using a five-point Likert scale, that 
the mean score of radical innovation (3.56) was slightly higher than for incremental 
innovation (3.50) in Chinese independent hotels and restaurants. The results of this study 
were also supported by previous studies which confirmed the existence of both incremental 
and radical innovation in the hotel industry.
9.3 EXPLORING THE ENVIRONMENT FOR CREATIVITY
The creativity instrument consists of three parts. The first part includes three scales (30 items) 
for measuring employee attitudes (i.e. job satisfaction, intrinsic motivation, and organisational 
commitment). The second part involves eight sub-scales (66 items) for measuring two main
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scales of work environment for ereativity, namely, stimulant faetors and obstaele factors. The 
last part eonsisted of four scales (26 items) for measuring work outcomes (i.e. creativity, 
productivity, ESIB, and NSD). This section discusses the results that have been aehieved by 
using the creativity instrument through the following sub-sections.
9.3.1 Exploring Employee Attitudes
In the current study, employee attitudes were measured in terms of three of the most 
important attitudes for eneouraging employee performance: intrinsic motivation, job 
satisfaction and organisational commitment. Hence, the employee attitudes instrument was 
developed based on three scales whieh were adapted from different instruments.
9.3.1.1 Job Satisfaction
Job satisfaetion can be measured by two approaches: an overall feeling about the job (global 
approaeh) or attitudes about different aspeets of the job (faeet approaeh) (Spector, 1997). 
More speeifically, Spector (1985) identified nine sub-seales for the Job Satisfaetion Survey 
(JSS) represent nine faeets of a job to assess overall job satisfaetion. These were pay, 
supervision, promotion, contingent rewards, fringe benefits, co-workers, operating nature, 
nature of work and eommunication. Each facet in the JSS has four items for a total of 36 
items. Furthermore, Spector (1997) suggested that job satisfaction can be measured by one 
item for each facet or multiple items for each facet of a job.
This study used the global approach to measure employee job satisfaction through their 
overall feelings about job. It followed the second approach that was suggested by Spector 
(1997) with one item for each facet of a job. Employee job satisfaetion represents nine job 
facets, and therefore nine items were used to measure overall job satisfaction. A similar 
approach was used by other scholars (i.e. Deconinek and Bachman, 2007; Hsu, 2009). 
Deconinck and Bachman (2007) selected five items from Speetor’s JSS to measure overall 
job satisfaetion, whereas Hsu (2009) selected nine items out of the 36 items in Spector's JSS 
to measure it. This study used the same items that were used by Hsu (2009), where job 
satisfaction was measured by using a nine-item scale adapted from Speetor’s (1985) JSS. 
These items were selected to measure overall employee satisfaction with their job in the hotel 
industry. Furthermore, Speetor (1985) confirmed the reliability and validity of JSS; the 
coefficient alphas ranged from 0.60 for co-worker to 0.82 for supervision, while the overall 
reliability was 0.91. He also condueted a test-retest of reliability over an 18-month time span, 
and these reliabilities ranged from 0.37 to 0.74 and the overall seore was 0.71.
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In this study, job satisfaction was measured with nine items as one seale; in other words, the 
job satisfaction scale was made up of nine dimensions, with one item for each dimension. 
The results of EFA revealed that the job satisfaetion scale was split into two factors, the first 
factor ‘job environment’ is made up of four dimensions nature of work, eommunication, co­
workers and operating proeedures; and had item loadings ranging from 0.710 to 0.849, and 
the seeond faetor ‘rewards’ is made up of five items: promotion, pay, fringe benefits, 
contingent rewards and supervision; and had factor loadings ranging from 0.584 to 0.837. 
Contrary to Hsu’s (2009) results, this study eonfirmed the two-dimensional strueture of job 
satisfaction instead of one dimension as found by Hsu (2009). The initial results of CFA 
indieted that the job satisfaetion model required some improvements. Therefore, one item was 
deleted from each factor, specifically, item (eontingent rewards) from ‘rewards’, and item 
(co-workers) from ‘job environment’. The results of the second order of CFA revealed that 
the CFI, IFI, NFI, and TLI of the job satisfaetion model were high, greater than 0.90, the 
RMSEA value was 0.052, and X^/df was 1.891 which is less than the good ratio (< 2). These 
findings confirmed the two-dimensional model fit for job satisfaetion.
The current study found that the two factors of job satisfaction had acceptable alpha reliability 
coefficients: the Cronbach's alpha eoeffieient of ‘rewards’ was 0.787 whereas for ‘job 
environment’ it was 0.766. The overall score of Cronbach's alpha of job satisfaction was 
0.831. Moreover, these scales were valid in terms of two types of validity: content validity 
and construct validity. As a result, the job satisfaction scale in this study eonsisting of two 
sub-scales, namely ‘rewards’ scale (4 items) and ‘job environment’ seale (3 items) was a 
reliable and valid scale. On the other hand, the uni-dimensionality of job satisfaction scale 
was supported by other studies. Deeoninck and Bachman (2007) found that the overall 
internal consistency (coefficient alpha) of job satisfaction was 0.87, while, Hsu (2009) 
revealed that the overall internal consistency (coefficient alpha) of job satisfaction was 0.82. 
He supported strongly that the nine items were loaded on one factor with factor loadings 
ranging from 0.50 to 0.78, and the measurement model obtained a elose fit, with X^/df=^A.51, 
RMSEA= 0.09, CFI=0.95, GFI=0.94, NFI=0.93, NNFI=0.93, and RMR=0.054. These 
findings indieated that the model fit the data.
The results of this study was partially supported by Loeke (1976) and Spector (1997), who 
suggested that the facets of job satisfaction can be classified into four groups: rewards such as 
fringe benefits or pay, other people such as supervisors or co-workers, the organisation itself, 
and the nature of work itself. However, this study eonfirmed two groups whieh are rewards, 
and job environment. In other words, rewards and other people were combined to be one
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group, ‘rewards’, while organisation itself and nature of work itself were eombined to be one 
group, ‘job environment’.
The mean seores of job satisfaetion, as well as the mean seores of the dimensions rewards and 
job environment, were measured for employees in this study. The mean score of job 
satisfaction was (5.03), and the mean scores of rewards and job environment were (5.02) and 
(5.03) respectively. These results indicate that employees at Jordanian resort hotels are 
satisfied in general, and they had the same level of satisfaetion towards both rewards and job 
environment. In other words, employees were satisfied with their payments and work 
environment. In eontrast, Hus (2009) found, using a five-point Likert-type seale, that R&D 
professionals in Taiwan were slightly satisfied with a mean score of (3.55).
In the hotel industry, Haneer and George (2003) found, using a five-point Likert scale, that 
restaurant workers had a high level of overall job satisfaetion (mean= 3.7). They also revealed 
the highest satisfaction levels were for intrinsic job satisfaction while the lowest levels were 
for extrinsic job satisfaction. In contrast to Hancer and George’s (2003) findings, Gunlu et al.
(2010) found that extrinsic job satisfaction was higher (mean=3.82) and the lower level of job 
satisfaction was intrinsic job satisfaction (mean=3.49) among managers in four- and five-star 
hotels in Turkey, and generally they confirmed, using a five-point Likert scale, the previous 
studies’ findings that managers were moderately satisfied with their work (mean = 3.66). For 
overall job satisfaction, Karatepe and Uludag (2007) found, again using a five-point Likert 
scale, that front-line employees in 3-, 4-, and 5-star hotels in Cyprus were moderately 
satisfied with their work (mean=3.41). Also, Al-Ababneh (2007) revealed, using a five-point 
Likert scale, that employees in Jordanian resort hotels were moderately satisfied with their 
jobs (mean= 3.35) .Similar results were obtained by Odeh (2008), using a seven-point Likert 
seale, suggesting that employees at Jordanian restaurants were satisfied with their work. He 
revealed that the mean score of overall job satisfaction was (5.05). More speeifically, five 
dimensions were used to measure overall job satisfaetion, and the findings pointed out that 
employees were highly satisfied with customers (5.25), followed by eo-workers (5.19), then 
supervision (5.12) and recognition (4.93) and, finally, they were moderately satisfied with pay 
(4.51).
9.3.1.2 Intrinsic Motivation
This study foeuses on the eoneept of intrinsie work motivation rather than extrinsic work 
motivation, since intrinsic motivation is more related to organisational creativity. Intrinsic 
work motivation is defined by Warr et al. (1979: p.l35) as “the degree to which a person
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wants to work well in his or her job, in order to aehieve intrinsie motivation”. This study is 
looking for motivational aspects of employees at their current job, and therefore intrinsic 
motivation was measured by using Warr et al.’s (1979) seale, whieh consists of six items, to 
measure the degree to which employees want to work well in their job.
This study revealed that all items are loaded on one faetor and had factor loadings ranging 
from 0.524 to 0.797. The results of EFA eonfirmed the one-dimensional strueture of intrinsic 
motivation. Furthermore, the initial results of CFA indicated that some fit indices were not 
accepted, and therefore the intrinsic motivation model was improved by dropping two items 
(Att4, Att8). The results of the seeond order of CFA revealed that all fit indiees fell within 
aeceptable levels, for example, NFI, IFI, TLI and CFI were greater than 0.90, X?/df=\.299, 
and RMSEA=0.030, and therefore the intrinsic motivation model had a good fit. The intrinsic 
motivation scale had an aeceptable alpha reliability coefficient (a=0.766), which confirmed 
the reliability of scale. The validity of the intrinsic motivation scale was supported through 
both content and construct validity. As a result, this seale is reliable and valid as a measure of 
intrinsie work motivation.
Warr et al. (1979) confirmed the reliability of their scale for two items, since the Cronbaeh's 
alpha coefficient was .82. Several studies have used Warr et al.’s scale to measure intrinsie 
work motivation in different contexts. For example, Coyle-Shapiro (1996) examined the 
reliability of the intrinsic motivation scale twice, and he found the reliability coefficients of 
seale were (a= 0.77) the first time and (a=0.84) the seeond time. Janssen et al. (1999) 
confirmed that Warr et al.’s scale had Cronbach's alpha 0.70, and finally, Houkes et al. (2001) 
measured intrinsie motivation of two different samples; the first sample “bank employees” 
showed that the intrinsie motivation scale had Cronbach's alpha less than 0.70, specifieally 
(a=0.67), whereas the second sample “teachers” showed a higher Cronbach's alpha (a=0.74). 
These results supported the uni-dimensionality of the intrinsie motivation seale, and therefore 
the findings of this study are supported by previous studies.
In this study, the mean score of intrinsic motivation was measured for sampled employees. It 
was found that the mean score of intrinsie motivation was high (5.27). As a result, employees 
in the sampled hotels were motivated in their work intrinsically from their sense of 
satisfaetion or even pleasure from doing their job, suggesting that employees were motivated 
from inside themselves rather than by other external motivators (e.g. payment, reward, prize).
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The results of the current study were supported by previous studies. For example, Coyle- 
Shapiro (1996) found by using a seven-point Likert scale that the mean seores of intrinsic 
motivation, measured twice, were very high both times, at 6.16, 6.15 respeetively. Janssen et 
al. (1999) used a five-point Likert scale and they found the mean score of intrinsic motivation 
among nurses in hospitals was high (4.02). Finally, Houkes et al. (2001) confirmed these 
results by using a seven-point Likert seale in two samples; they indicated that the mean score 
of intrinsie motivation among bank employees was (5.98), whereas for teaehers it was (6.02). 
Other empirical evidence from the hotel industry is given, for example, by Karatepe and 
Uludag (2007) who found, using a five-point Likert seale, that frontline employees in 3-, 4-, 
and 5-star hotels in Cyprus were highly motivated intrinsically (mean=4.07). Babakusa et al.
(2008) confirmed Karatepe and Uludag’s findings, when they also revealed that frontline 
employees in 3-, 4-, and 5-star hotels in Turkey were strongly motivated intrinsically 
(mean=4.28), measured using a five-point Likert scale.
9.3.1.3 Organisational Commitment
Organisational commitment has been defined in different ways depending on researchers’ 
baekgrounds. One of the most frequently used definitions is Porter et al.’s (1974) definition; 
they defined organisational commitment as “a strong belief in and aceeptance of the 
organisational goals and value, willingness to exert considerable effort on behalf of the 
organisation and a definite desire to maintain organisational membership”. Although 
organisational commitment is a western eoneept, it is still an unclear eoneept even in the 
western eontext; different results are likely to be found in different cultures, therefore 
organisational commitment still needs further re-examination, espeeially in the non-western 
countries.
In this study, organisational commitment for employees was viewed as one eonstruet and 
measured by using Porter et al.’s (1974) scale. Organisational Commitment Questionnaire 
(OCQ), which consists of 15 items. The results of EFA pointed out clearly two faetors of 
organisational commitment. More specifically, nine items, (items 1 ,2 ,4 , 5, 6, 8, 10, 13 and 
14), were loaded on faetor 1, whieh is labelled ‘value commitment’ or ‘affective 
commitment’, and had item loadings ranging from 0.691 to 0.850, while six items, (items 3, 7, 
9, 11, 12 and 15), were loaded on factor 2, which is labelled ‘commitment to stay’ or 
‘continuous commitment’, and had item loadings ranging from 0.582 to 0.776. This 
confirmed the two-dimensional structure of organisational eommitment. These results also 
confirmed that the 15-item OCQ represents a multidimensional eoneept in the non-western 
context, instead of one dimension as in the original scale.
354-
M. Al-Ababneh Chapter 9: Findings Discussion
The results of the first run of CFA indicated that the organisational eommitment model needs 
some improvement to aehieve the best fit. Thus, five items were dropped from the scale: three 
items (1, 5, and 13) were deleted from faetor 1, while two items (7, 15) were deleted from 
faetor 2. The results of the second order of CFA revealed that the organisational commitment 
model was an exeellent fit; the fit indiees such as CFI, IFI, NFI, and TLI were high, greater 
than 0.90, the RMSEA value was 0.043, and X^/df was 1.662. The two dimensions of 
organisational eommitment had aceeptable alpha reliability eoefficients, but ‘value 
commitment’ showed higher reliability at (a=0.895), while ‘eommitment to stay’ had (a = 
0.738) after one item was dropped (Att5) to maximise reliability. The validity of 
organisational commitment seale was supported through eontent and eonstruet validity. Thus, 
this seale is reliable and valid as a measure of organisational commitment.
The results of this study were eonfirmed by a number of western researehers who supported 
multidimensionality of the 15-item OCQ. For example. Angle and Perry (1981) found that 
the 15 items were loaded on two faetors: items 1, 2, 4, 5, 6, 8, 10, 13 and 14 were loaded on 
factor 1, which was labelled ‘value commitment’, while items 3, 7 ,9 , 11 and 15 were loaded 
on faetor 2, which was labelled ‘commitment to stay’. Item 12 was eliminated from further 
analysis because it was only loaded on factor 3. Similarly, Cohen and Gattiker (1992) 
diseovered that items 1,2, 3, 6, 10, 13 and 15 were loaded on faetor 1, which they labelled 
‘value eommitment, while items 4 ,7 ,9 ,  11, 12 and 14 were loaded on factor 2, which they 
labelled ‘eontinuous commitment’. Items 5 and 8 were dropped from further analysis because 
they were highly loaded in both faetors. Furthermore, Koh et al. (1995) supported these 
arguments in Singapore, a non-western context, where they found two factors: items related to 
acceptance of organisational values and extension of extra effort by employee were loaded on 
factor 1, whereas items related to intension to leave were loaded in faetor 2. Also, Yousef 
(2003) supported that in the United Arab Emirates (UAE); he pointed out that the 15-item 
OCQ represents a multidimensional eoneept not a uni-dimensional concept: items 1 ,2 ,4 , 5, 6, 
8, 10, 13 and 14 were loaded on faetor 1, whereas items 3, 7 ,9 , 11 and 15 were loaded on 
factor 2, and item 12 was dropped because it was only loaded on faetor 3. Consequently, these 
arguments supported that Porter et al.’s seale is a two-dimensional seale in both western and 
non-western contexts.
On the other hand, other western researchers (e.g. Mowday et al, 1979; Ferris and Aranya, 
1983; Meyer and Allen, 1984; Morrow and MeElroy, 1986) found that the 15 items OCQ 
were loaded highly on a single factor, and that these items measure a single eommon 
underlying construct. These arguments supported the uni-dimensionality of the organisational
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commitment seale as confirmed by Porter et al. (1974). Contrary to these studies that 
supported the uni-dimensionality of organisational commitment seale, this study eonfirmed 
that Porter et al.’s seale is multi-dimensional scale as supported by other studies. 
Organisational eommitment is eonsidered among scholars to be an ambiguous and 
eontroversial concept and that it diffieult to measure organisational commitment as one 
dimension, and therefore multi-dimensional scales provide better results.
This study calculated the mean seores of organisational eommitment and the mean scores of 
the dimensions, value commitment and commitment to stay, for sampled employees. The 
mean score of organisational commitment was moderate (4.69). At dimensional level, ‘value 
commitment’ or ‘affective commitment’ had mean score (5.07), higher than the mean seore 
for ‘eommitment to stay’ or ‘continuous commitment’ (4.30). These findings confirmed that 
employees were moderately eommitted to their hotels in general. However, it was clear that 
there is a differenee between the dimensions of commitment; for instance, employees were 
more eommitted while they are working for the hotel industry, but less committed to stay at 
their current hotels for long term. Also, Hus (2009) used two dimensions to measure 
organisational eommitment, affeetive and continuous commitment, for R&D professionals 
from business enterprises in high-teeh industries in Taiwan, measured using a five-point 
Likert scale; she found that R&D professionals were moderately committed in general 
(mean=3.32), and more speeifically, participants showed higher affeetive commitment 
(mean=3.43) than continuous commitment (mean=3.22).
In the hotel industry, Subramaniam et al. (2002) found, using a seven-point Likert scale, that 
department-level managers in four- and five-star hotels in Australia were moderately 
committed to their hotels (mean=5.02). Karatepe and Uludag (2007) indieated that frontline 
employees in 3-, 4-, and 5-star hotels in Cyprus reported moderately affeetive organisational 
eommitment (mean=3.82), measured using a five-point Likert seale. These results were 
supported by Odeh (2008) using a seven-point Likert scale; he found that employees were 
committed in Jordanian restaurants with a mean score (5.11), but they reported different 
levels for the dimensions of organisational commitment; the highest level was normative 
commitment (5.69), followed by affective eommitment (5.23), and finally, the lowest level 
was continuous commitment (4.40). Yang (2008) measured organisational eommitment, 
affective and eontinuous, among new employees in international hotels in Taiwan using a 
seven-point Likert scale, the study revealed that affective commitment was moderate 
(mean=4.84), while eontinuous commitment was low (mean=3.51).
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9.3.2 Exploring Work Environment for Creativity
The current study focuses on assessing the work environment for ereativity in the 
organisational eontext in the hotel industry. Work environment for creativity was measured 
based on employees’ pereeptions of their entrent work environment on several levels within 
the organisation, ineluding supervisory, group, and organisational levels, using the KEYS 
instrument which was developed by Amabile et al. (1996). KEYS consists of ten sub-scales 
which are classified into three main scales, namely stimulants seales, obstaeles seales, and 
criterion seales. More specifically, KEYS consists of 78 items for ten dimensions; six 
dimensions of work environment are considered as environmental stimulants to creativity 
including: freedom (4 items), sufficient resources (6 items), organisational encouragement (15 
items), challenging work (5 items), work group supports (8 items), and supervisory 
eneouragement (11 items). Of the remaining four, two dimensions are considered as 
environmental obstaeles to creativity, and they are: organisational impediments (12 items), 
and workload pressure (5 items); and finally, the last two dimensions, creativity (6 items) and 
productivity (6 items), are considered as criterion scales to assess work outcomes as a result 
for work environment for creativity. KEYS used a four-point seale ranging from 1 “Never” to 
4 “Always”.
Work environment has many stimulants and obstaeles to organisational ereativity as indieated 
in the literature. The KEYS instrument assesses employee perceptions of speeific stimulants 
and obstaeles to creativity, and therefore it was appropriate to use KEYS for determining 
work environment for creativity in the organisational context. Work environment for 
creativity was measured by using stimulant scales and obstacle scales from KEYS.
In this study, work environment for creativity is made up of 66 items representing eight initial 
dimensions. The results of EFA revealed 12 eomponents were underlying the strueture of 
work environment for creativity; these components were confused and unhelpful since the 
majority of items were loaded on one factor whereas the rest were loaded onl 1 factors. These 
results confirmed that EFA was not useful to reduce the number of items or even obtain the 
original dimensions. Other scholars (i.e. Mikdashi, 1999; Mostafa, 2005; Politis, 2005b) 
supported the previous results, and provided evidenee that the KEYS instrument is faetorially 
complex in the non-western context, and some faetors have different meanings for Arabs than 
for Americans. These results indicated that KEYS could have different construct validity in 
different cultures.
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Based on the EFA results, conducting CFA was necessary at least to confirm the structure of 
work environment for ereativity constructs. The results of the first run of CFA indicated that 
NFI, IFI, TLI, and CFI were less than the recommended value (0.90), and therefore some 
improvement were conducted to improve fit measures. Consequently, 24 items were deleted 
from work environment for creativity; speeifically, six items (C25, C39, C46, C52, C55, C61) 
were dropped from the organisational encouragement scale, five items (CIO, C26, C34, C37, 
C40) were deleted from supervisory encouragement, one item (C27) was deleted fi*om the 
work group eneouragement seale, two items (C l2, C28) were deleted from the freedom scale, 
two items (C5, C48) were deleted fi’om the sufficient resourees scale, one item (C l4) was 
deleted from the challenging work scale, and finally, five items (C31, C38, C45, C60, C64) 
were dropped from the organisational impediments seale. Then, the results of the seeond 
order of CFA revealed CFI, IFI, and TLI values greater than 0.90, the RMSEA value was 
0.044, the PCLOSE value was 0.989, and finally, X^/df was 1.653. These results confirmed 
that all fit measures fell within an acceptable range, indieating that work environment for 
creativity is a good fit model.
Furthermore, the reliability of the scales for work environment for ereativity was confirmed, 
as the Cronbach’s alphas for sub-scales ranged from 0.612 for workload pressure to 0.897 for 
organisational encouragement. Only one sub-scale, ‘workload pressure’, had Cronbach’s 
alpha less than the recommended value (0.70), but it was still above the acceptable level 
(0.60) for exploratory researeh. At the scale level, Cronbaeh’s alpha for the stimulant factors 
scale was (a=0.964), whereas for the obstacle factors scale it was (a=0.806). The overall 
reliability of work environment for creativity was (a=0.927), indicating that the work 
environment for ereativity instrument is a highly reliable instrument. Additionally, the 
validity of the creative work environment instrument was eonfirmed in terms of content 
validity, criterion-related validity and eonstruet validity. After eliminating some items in the 
CFA, the final structure of the work environment for ereativity instrument consisted of two 
main scales (44 items). These were the stimulants scale (32 items) including six sub-scales, 
and the obstacles scale (12 items) eonsisting of two sub-scales. As a result, this instrument is 
reliable and valid as a measure of work environment for creativity.
Amabile et al. (1996) reported that the KEYS instrument had a high degree of reliability and 
validity, and they showed the reliability (Cronbach’s alpha) varied from 0.66 for freedom to 
0.91 for the two sub-scales organisational eneouragement and supervisory eneouragement; 
only one sub-seale ‘freedom’ had reliability lower than 0.70, with the overall alpha being 
(a=0.84) which is quite good. Test-retest reliability, assessed over a three-month time span.
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revealed that the reliabilities ranged from 0,71 to 0.94. Also, validity of the instrument was 
eonfirmed in terms of both eonvergent and diseriminant validity. Although the KEYS 
instrument had a moderate fit to data, with GFI=0.85, AGFI=0.84, Chi-square (2,051) = 
17,305, P < .001, and RMR= 0.056, they suggested that the model could be improved to 
increase the fit.
In addition to Amabile et al. (1996), many studies have demonstrated that KEYS has 
acceptable reliability and validity. For example, Amabile and Conti (1999) indicated that the 
Cronbaeh’s alphas for the sub-seales of KEYS ranged from 0.69 for freedom to 0.92 for both 
organisational eneouragement and supervisory encouragement, and “freedom” was the only 
sub-seale lower than 0.70, with the overall alpha being (a= 0.88) whieh is quite good. 
Amabile et al.’s findings were supported by Politis (2004) in a service organisation in the 
United Arab Emirates (UAE) as a non-western eontext. He found through the results of CFA, 
that the fit indices of CFI, AGFI, CFI, and TLI were 0.88, 0.90, 0.93, and 0.89 respectively, 
RMR was 0.06 and RMSEA was 0.08, indicating that the eight-factor model provides a good 
fit. Politis (2004) also eonfirmed the reliabilities for eight sub-scales which ranged from 0.67 
for freedom to 0.85 for supervisory encouragement.
Contrary to Amabile et al.’s (1996) findings, Mikdashi (1999) found different results in 
manufaeturing and financial organisations in the non-western eontext “Lebanon”. For 
example, three sub-scales were deleted ‘freedom’, ‘organisational eneouragement’ and 
‘productivity’ due to these items not measuring what was expected to be measured, and items 
of sub-scales ‘ehallenging work’ and ‘ereativity’ did not measure their scales separately but 
they were loaded together as ‘ereativity and challenging work’. Mikdashi eonfirmed six 
factors of KEYS, instead of ten factors as suggested by Amabile et al., and they are: creativity 
and ehallenging work, workload pressure, supervisory encouragement, organisational 
impediments, workgroup support and sufficient resourees. On the other hand, Mostafa (2005) 
supported the previous results in Egypt’s business organisations (i.e. banks, hospitality 
organisations, and industrial companies). He pointed out through faetor analysis that the 
KEYS instrument has eight factors instead of ten, and these factors are: supervisory 
encouragement, freedom, organisational encouragement, productivity, organisational 
impediments, work group supports, sufficient resourees and top management support. 
Mostafa suggested that some faetors, such as challenging work and workload pressure, have 
different meanings to Arabs than to Americans, and he also found that an eight-factor solution 
explained 88.3 % of the variance. The KEYS instrument had an overall Cronbaeh’s alpha of 
0.81, thus, he confirmed its reliability.
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Similar results were obtained by Politis (2005b), who found that work environment for 
creativity is made up of six dimensions instead of eight based on the CFA results, and they 
are: encouragement to creativity which included three original dimensions, organisational 
encouragement, supervisory encouragement and work group support; freedom; suffieient 
resourees; ehallenging work; workload pressure; and organisational impediments. The values 
of fit indiees in CFA indicated an adequate model level; for example, GFI, AGFI and TLI 
were .92, .90, 94 respectively, exceeding the recommended value .90, RMR was .04 and 
RMSEA was .07 and these fell within the range of acceptable values. The reliabilities for the 
six dimensions of work environment for ereativity ranged from .67 for organisational 
impediments to .91 for encouragement for creativity.
Comparing the results of this study with the findings of the previous studies, this study agreed 
with Amabile et al.’s (1996) findings and other studies whieh confirmed the eight dimensions 
of work environment for creativity. On the other hand, it also agreed with those studies that 
were eonducted in the non-western context, more specifically in Arab countries, that the 
KEYS instrument is faetorially complex. Furthermore, this study provided evidence that 
KEYS is a valid and reliable instrument to measure work environment for ereativity in the 
hotel industry and more specifically in the non-western context.
The mean scores for stimulant factors to creativity and for dimensions of stimulants were 
measured in this study, as well as the mean seores for obstaele factors to creativity and the 
dimensions of these factors. The mean score of stimulants was (2.82), while the mean seores 
for dimensions ranged from (2.73) for organisational encouragement, (2.81) for sufficient 
resources, (2.82) for freedom, (2.83) for challenging work, (2.84) for supervisory 
encouragement, to (2.87) for work group support. On the other hand, the mean score of 
obstacles was (1.59), and the mean scores for its dimensions were similar, for example, 
organisational impediments had a score of (1.60) which was a little bit higher than workload 
pressure score (1.58). These results indicated that Jordanian resort hotels had stimulants to 
creativity and, more specifically, the highest stimulant to ereativity in the sampled hotels was 
work group support, followed by supervisory encouragement and then challenging work, 
while the lowest one was organisational encouragement. It ean be concluded that employees 
received a high level of eneouragement from the items work group and supervisory, 
ehallenged at work, and worked freely and received sufficient resources from hotel, while 
they received less organisational encouragement. Furthermore, those hotels had low levels of 
obstacles to ereativity including organisational impediments and workload pressure. In other 
words, hotels laek obstaeles to ereativity as evideneed by the mean scores for those factors
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being low. To some extent, it could be that work environment in the sampled hotels was 
positive to creativity.
The above results were eonsistent with Ensor et al.’s (2006) findings, suggesting that the 
mean score of stimulants to creativity was (3.04) among employees in UK advertising 
agencies, as well lack of obstacles to creativity having a high mean score (2.77). On the other 
hand, other arguments were inconsistent with the findings of the current study; for example, 
Politis (2004) found that that mean score for stimulants to creativity was (2.71) among 
employees at a service organisation in the UAE, while they rated obstacles to ereativity with 
the same degree shown by the mean score for those obstaeles being (2.71). Furthermore, 
Politis (2005b) revealed that employees in a serviee organisation in the UAE rated obstacles 
to creativity (2.77) higher than stimulants to ereativity (2.68).
In the hotel industry, Wong and Pang (2003a) identified obstaeles to ereativity among hotels 
in Hong Kong using a five-point Likert scale. The overall mean score of obstaeles was 
moderately high (mean=3.69), and these obstaeles were four factors, namely, low 
eommitment to organisation and system (mean=3.74), fear of change and eritieism 
(mean=3.59), time and work pressure (mean=3.85), and rigid rules and company style 
(mean=3.69). Whereas, Wong and Pang (2003b) explored five motivators to ereativity in 
Chinese hotels using a five-point Likert scale, with the following factors: training and 
development (mean=4.14), support and motivation from the top (mean=4.12), open policy 
(mean=3.97), recognition (mean=3.88), and autonomy and flexibility (mean=3.65).
9.3.3 Exploring the Outcomes of Work Environment for Creativity
The work outeomes of work environment for creativity were measured by using Amabile et 
al.’s (1996) criterion scales which are the third group of seales of the KEYS instrument. 
These scales eonsist of two work performance eriteria: creativity (6 items), and produetivity 
(6 items) as discussed in the last section (9.3.2).
9.3.3.1 Creativity
Creativity was measured based on employees’ pereeptions of creativity within their areas and 
organisations in general. The creativity scale consists o f six items and a four-point scale 
ranging from 1 “Never” to 4 “Always” was used. In this study, the results of exploratory 
factor analysis indicated that all items of the creativity scale were loaded on one faetor, and 
therefore creativity was confirmed as a one-dimensional scale with item loadings ranging 
from 0.577 to 0.791. Furthermore, the results of the first run of CFA revealed that the
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creativity model required some improvements to obtain an aeeeptable significant model, and 
therefore two items (Crl, Cr3) were dropped. The results of the second CFA run indicated 
that the values of fit measures CFI, IFI, NFI and TLI were high, greater than the 
recommended values 0.90, and other fit measures such as RMSEA =.000, PCLOSE =0.664, 
and finally, =0.853 fell within the acceptable range of values. These findings confirmed 
the exeellent fit for the ereativity model.
The results of reliability testing indicated that the creativity seale had an aeceptable 
Cronbach’s alpha (a=0.812), so there was no need to drop any items to improve the reliability 
of the seale, and item-total correlations for the items ranged from 0.604 to 0.660. Validity of 
the ereativity scale was eonfirmed in terms of both content validity and eonstruet validity. As 
a result, the creativity scale is a valid and reliable seale.
Amabile et al. (1996) confirmed the reliability and validity for the creativity seale (6 items), 
and they found that Cronbaeh’s alpha was (a=0.84), and test-retest reliability was 0.87 over a 
three-month time span. Also, the creativity scale had convergent and diseriminant validity. 
Amabile and Conti (1999) supported the reliability for the creativity scale (6 items) and 
Cronbach’s alpha was (a=0.84). Politis (2005a) dropped one item from the creativity seale (6 
items) due to poor loading, and therefore Cronbaeh’s alpha for creativity (5 items, mean= 
2.70) was (a=0.83). He confirmed the uni-dimensionality of the scale through CFA and the 
values of fit indices; for example, CFI, AGFI, TLI were 0.98, 0.96, and 0.93 respectively, 
greater than the recommended value 0.90, and the values of RMSEA=0.07 and RMR=0.03 
were less than the recommended value 0.10, results which indicate a good model fit. Contrary 
to these results, Mikdashi (1999) found, by using oblique rotation factor analysis, that 
creativity was not different from challenging work in the non-western context “Lebanon”; he 
confirmed that creativity and ehallenging work (4 items) were one unitary measure.
The mean score for ereativity in this study was measured, and to be (2.97). This indieated that 
ereativity existed at a high level in Jordanian hotels, indieating that those hotels were ereative 
hotels. These findings were supported by previous studies such as the study by Politis (2005a) 
whieh found that the mean score of ereativity among employees in a service organisation in 
the UAE was (2.70), and another study, also eondueted by Politis (2005b) found that the level 
of creativity among employees in both manufacturing and service organisations in the UAE 
was (2.76). Also, Ensor et al. (2006) indicated similar results; they revealed that ereativity had 
a moderate mean score of (2.68) among employees in the UK. Only one study was conducted 
in the hotel industry, by Wong and Ladkin (2008), who found by using a nine-point likert
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scale that the overall mean score of ereativity was slightly low (5.434) for employees in Hong 
Kong hotels.
9.3.3.2 Productivity
Productivity was measured through efficieney and effeetiveness based on employees’ 
pereeptions towards productivity within their areas and organisations in general. The 
productivity scale is the second dimension of the criterion scales in the KEYS instrument; it is 
made up six items and uses a four-point scale ranging from 1 “Never” to 4 “Always”. The 
current study pointed out through EFA that the productivity scale had one dimension and item 
loadings ranging from .738 to .817. Based on these results, uni-dimensionality of the 
produetivity scale was confirmed. In the CFA analysis, although the results of the first run 
indieated that all fit measures were aeeepted and fell within the range the aceeptable values, 
one item (Pr2) was deleted from the produetivity scale to improve the model fit. Thus, the 
results of the second order of CFA confirmed an excellent fit for the productivity model; the 
values of CFI, IFI, NFI and TLI were high, greater than the reeommended value 0.90, while 
other fit indiees such as RMSEA=0.043, PCLOSE=0.519, and =1.605 fell within the 
range of aeeeptable values. The produetivity seale had a high Cronbach’s alpha (a= 0.845) 
and there was no need to drop any items to maximise the scale’s reliability, whereas item-total 
correlations for the items ranged from 0.619 to 0.697. Both content validity and eonstruet 
validity were confirmed for the productivity scale. Thus, it was confirmed as a valid and 
reliable seale.
Amabile et al. (1996) eonfirmed that the productivity scale had reliability and validity; they 
showed that the produetivity seale had Cronbaeh’s alpha (a=0.86), while test-retest reliability 
was 0.84 over a three-month time span, and the produetivity scale had validity in terms of 
both convergent and discriminant validity. These results were supported by Amabile and 
Conti (1999), who confirmed the reliability for the produetivity seale (6 items) and 
Cronbach’s alpha was (a=0.88). Furthermore, Politis (2005a) dropped one item from the 
productivity scale due to poor loading, thus, Cronbaeh’s alpha for productivity (5 items, 
mean= 2.94) was (a=0.71), and he supported the uni-dimensionality of the seale through CFA 
and the values of fit indices; for example, CFI, AGFI, TLI were 0.97, 0.95, and 0.96 
respectively, exceeding the recommended value of 0.90, and the values of RMSEA=0.08 and 
RMR=0.04 fell below the recommended value of 0.10 indieating an adequate model fit. On 
the other hand, negative results were obtained by Mikdashi (1999) who found, by using 
oblique rotation factor analysis, that the items of the productivity scale did not seem to show
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unitary dimensionality in the non-westem context, “Lebanon”, and therefore he dropped the 
productivity scale from KEYS instrument.
In this study, the mean score for productivity was measured, and was (2.99). It revealed that a 
high level of productivity existed in Jordanian hotels, suggesting that those hotels were 
productive hotels. These results were consistent with other arguments, for example, by Politis 
(2005a) who indieated that productivity had a mean seore (2.94) among employees in a 
service organisation in the UAE., He condueted another study, (2005b), among employees in 
manufacturing and service organisations, in whieh he revealed that productivity was 
moderately high (mean=2.88). Similarly, Ensor et al.’s (2006) found that the mean score of 
productivity among employees in the UK was (3.05).
9.3.4 Exploring Employee Service Innovation
Service Innovation Performance (SIP) was measured by using Hu et al.’s (2009) scale which 
was developed from previous scales (i.e. Scott and Brue, 1994; Matear et al., 2004) for 
measuring SIP in the hotel industry. More speeifieally, the SIP seale eonsisted of two main 
scales: the Employee Serviee Innovation Behaviour (ESIB) seale (6 items) whieh was 
originally developed by Scott and Brue (1994) as ‘individual innovative behaviour’ scale 
using a five-point Likert-type seale ranging from 1 “Not at all” to 5 “To an exceptional 
degree” at a research and development (R&D) centre in the US; and the New Service 
Development (NSD) scale (8 items) whieh was originally developed by Matear et al. (2004) 
using a five-point Likert scale ranging from 1 “Strongly disagree” to 5 “Strongly agree” at 
service organisations in New Zealand.
Contrary to previous studies, Hu et al. (2009) developed SIP, ESIB and NSD seales, in 
higher-elass hotels in a non-westem eontext, Taiwan, and they used a six-point Likert seale 
ranging from 1 “Strongly disagree” to 6 “Strongly agree”. From this, they eonfirmed that the 
SIP scale is a reliable and valid instrument for measuring service innovation performance, 
more speeifieally in the hotel industry.
9.3.4.1 Employee Service Innovation Behaviour
Employee Service Innovation Behaviour (ESIB) was measured by six items representing one 
initial dimension using a six-point seale ranging from 1 “strongly disagree” to 6 “strongly 
agree”. The results of EFA in the current study eonfirmed that the items of ESIB clearly 
formed a single factor, as these items showed high item loadings which ranged from 0.699 to
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0.835. Based on the above results, the uni-dimensionality of the ESIB seale was supported in 
this study. Moreover, the results of first run of CFA revealed that the ESIB model was not 
aeeepted, and therefore two items (Sip7, Sip 10) were dropped from the ESIB scale. The 
results of the second run of CFA indicated that fit indices CFI, IFI, NFI and TLI had values 
greater than the recommended 0.90, PCLOSE = 0.082, whereas RMSEA and Y% ^had high 
values were 0.10, 4.319 respeetively, falling within the range of the acceptable values. These 
results eonfirmed that the ESIB model had a good fit. Furthermore, the ESIB scale had an 
aceeptable reliability shown by Cronbach’s alpha being .849 and there was no need to drop 
any item to maximise the reliability of the scale, and inter-item eorrelations for the items 
ranged from 0.606 to 0.764. The ESIB scale had eontent validity and eonstruet validity. This 
scale is therefore accepted as a measure of ESIB.
Scott and Bruce (1994) confirmed the validity and reliability of the innovative behaviour 
seale, including six items, as Cronbaeh’s alpha eoeffieient was (a=0.89). These results were 
supported by Hu et al. (2009) who found that all items of ESIB were loaded strongly into one 
factor with a range of 0.65 to 0.83, and also that ESIB had a high Cronbach’s alpha 
coefficient (a=0.92) indieating a reliable and valid instrument to measure employee service 
innovation behaviour in the hotel industry. Chen et al. (2010) confirmed that Scott and 
Bruce’s scale is a reliable scale; they found that the innovative behaviour scale had a high 
Cronbach’s alpha coefficient .88. Similar results were obtained by Vinarski-Peretz et al.
(2011), who indieated a Cronbach’s alpha for this scale of (a=0.92).
The mean score for ESIB in this study was measured, and found to be (4.45). This indicated 
that employees in the sampled hotels had ESIB. These results were supported by Scott and 
Bruce’s (1994) findings by using a five-point scale; they found that R&D professionals rated 
their ESIB moderately (mean=3.20). In the hotel industry, Hu et al. (2009) found that 
employees at higher-class hotels in Taiwan showed ESIB evidenced by the mean seore of 
ESIB being (4.18).
9.3.4.2 New Service Development
New Serviee Development (NSD) was measured by eight items representing one initial 
dimension using a six-point scale ranging from 1 “Strongly disagree” to 6 “Strongly agree”. 
In this study, the results of exploratory factor analysis for items of the NSD seale indieated 
that all items were loaded on one faetor, and therefore NSD was confirmed as a one­
dimensional scale with high item loadings ranging from .759 to .837. The results of the first 
run of CFA revealed that the NSD model required some improvement due to the values of
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some fit indices being less than the recommended values, and therefore four items (Sip2, 
Sip6, Sip8, S ip ll) were deleted from the NSD scale. On the other hand, the results of the 
seeond run eonfirmed an excellent fit for the NSD model, with fit measures CFI, IFI, NFI and 
TLI having excellent values which were greater than the recommended .90, and other fit 
indices RMSEA=.020, PCLOSE=.574, X^/df= 1.132 fell perfectly within the range of 
aeceptable values. This study confirmed that the NSD seale is a reliable scale since it had 
Cronbach’s alpha of (a=0.841), and there was no need to drop any item to improve the scale’s 
reliability. For all items, the item-total correlations ranged from 0.611 to 0.753. Validity was 
confirmed for the NSD seale in terms of content validity and eonstruet validity. Thus, the 
NSD scale was confirmed as a valid and reliable scale.
Matear et al. (2004) used 17 items that were derived from previous studies to measure “new 
serviee development” representing four dimensions, namely, people, process, organisational 
support and implementation. They confirmed through exploratory factor analysis that NSD 
was measured by two dimensions, organisational support and implementation, and each 
dimension had four items. Cronbaeh’s alpha eoeffieient for NSD was (a=0.764). 
Furthermore, Hu et al. (2009) eonfirmed the uni-dimensionality of the NSD seale due to all 
items being loaded strongly into one factor with a range of 0.63 to 0.90, and they also 
confirmed the reliability of the NSD scale since it had a high Cronbach’s alpha coefficient 
(a=0.94). As a result, the NSD scale was a reliable and valid instrument to measure new 
service development in the hotel industry.
In this study, the mean score for NSD was measured and was found to be (4.33). This 
indieated that the sampled hotels had NSD. These results were consistent with Hu et al.’s
(2009) findings, suggesting that employees at higher-elass hotels in Taiwan rated NSD 
moderately as the mean score of NSD was (4.03).
9.4 EXPLORING TQM ADOPTERS IN JORDANIAN RESORT HOTELS
The results of cluster analysis, based on the implementation of the 12 CSFs of TQM and 
overall TQM within hotels, which were measured using a six-point Likert scale, indieated that 
there are two elusters of hotels namely. Tow TQM adopters’, and ‘high TQM adopters’. More 
speeifieally, the ‘low TQM adopters’ had a very low level of TQM implementation 
(mean=2.11), suggesting that TQM is not fully implemented in these hotels, whereas the ‘high 
TQM adopters’ appear to have fully implemented TQM practiees, since they had a high level 
score for TQM implementation (mean=4.84). The majority of ‘high TQM adopters’ (92%)
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were five-star international chain hotels and only one hotel was a four-star independent hotel; 
these hotels are managed by management contract. In contrast, all Tow TQM adopters’ were 
four- and five-star independent hotels and managed by either management eontraet or by their 
owners. The above results were confirmed by t-tests; these tests revealed a significant 
difference between the two groups of hotels regarding their level of TQM implementation 
(t=19.01, P=.000). In other words, TQM practices were implemented highly in ‘high TQM 
adopters’, with very limited implementations in ‘low TQM adopters’. Furthermore, both 
groups of hotels agreed that TQM’s CSFs are important, but the degree of importance was 
significantly different between them with the highest values being for ‘high TQM adopters’.
The findings of this study were supported by other arguments; for example, Arasli (2002a) 
measured TQM readiness in four- and five-star hotels in Cyprus and more speeifically the soft 
side of TQM among staff. Although he revealed that both type of hotel expressed a moderate 
level of TQM readiness, staff in four-star hotels showed substantial differences in their 
perceptions towards TQM readiness, while staff in five-star hotels were more consistent with 
their perception, as they had better organisational strengths than staff in four-star hotels. 
Similarly, another study was eonducted by Claver-Cortes et al. (2008) who measured TQM 
commitment among managers in three-to five-star hotels in Spain using a seven-point Likert 
scale. They revealed that the hotels had a high degree of TQM commitment (mean=5.62), and 
those hotels were classified into two groups based on their levels of TQM commitment, the 
two groups being “hotels with a medium TQM eommitment level” (mean=4.45), and “hotels 
with a high TQM commitment level” (mean=6.15). These groups were signifieantly different 
from each other, and hotels with a high TQM commitment were usually chain-affiliated sinee 
they own more resources to meet higher quality standards and to implement a quality system. 
These results supported and eonfirmed the findings of the eurrent study, suggesting that TQM 
practices have a high level of implementation in the hotel industry.
On the other hand, this is contrary to the findings of Arasli (2002b) who investigated the 
pereeptions and readiness of staff towards TQM implementation, mainly soft side, in three-, 
four- and five-star hotels in Cyprus. He found a difference between hotels regarding their 
staff’s TQM readiness; more speeifically, staff in four-star hotels exhibited a high level of 
TQM readiness, while staff in both three- and five-star hotels expressed a moderate level of 
TQM readiness, suggesting that three- and five-star hotels are still unfamiliar with TQM 
implementation. Similarly, Tari et al. (2010) eonfirmed that hotels can be classified into three 
clusters based on commitment to QM, and they are: Group 1 showing the highest QM 
eommitment level; Group 2 showing commitment to QM above the average; and Group 3
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showing commitment to QM is below average. They also argued that those hotels in group 1 
had a higher star rating, and were more likely to be chain-affiliated, have more rooms and 
facilities, and more resources.
As discussed earlier in the literature, the CSFs of TQM were considered to be independent 
variables, while this study’s other variables were considered to be dependents. It was 
expected that different levels of TQM practices could create different levels of dependency. 
This study indicated significant differences between the groups of TQM adopters regarding 
all the study’s variables. In terms of performance, ‘high TQM adopters’ obtain significantly 
higher scores for innovation (i.e. process innovation and product innovation), employee 
attitudes (i.e. job satisfaction, value commitment, commitment to stay, and intrinsic 
motivation), work outcomes (i.e. productivity, and creativity), and service innovation 
performance (i.e. ESIB, and NSD) than ‘low TQM adopters’. As well for work environment, 
high TQM adopters showed significantly higher levels of work environment for creativity (i.e. 
stimulants to creativity, and lack of obstacles to creativity) than low TQM adopters. A 
summary of the comparative findings for both clusters of TQM adopters is presented in 
Figure 9.1.
Figure 9.1: The Findings of Two Clusters of TQM Adopters
Resort Hotels
r 1
Cluster 1 
Low TQM Adopters
Cluster 2 
High TQM Adopters
Variable Scale Mean Variable Scale Mean
TQM Implementation 1-6 2.II TQM Implementation 1-6 4 ^ 4
Soft Factors of TQM 1-6 2.10 Soft Factors o f TQM 1-6 4 j ^
Hard Factors of TQM 1-6 2T3 Hard Factors of TQM 1-6 4.84
Product Innovation 1-5 2.44 Product Innovation 1-5 4.22
Process Innovation 1-5 2 J 8 Process Innovation 1-5 4.15
Job Satisfaction 1-7 3.97 Job Satisfaction 1-7 5 J 9
Value Commitment 1-7 3.81 Value Commitment 1-7 5.51
Commitment to stay 1-7 3 J3 Commitment to stay 1-7 4 ^ 7
Intrinsic Motivation 1-7 4.31 Intrinsic Motivation 1-7 5.60
Stimulant Factors to Creativity 1-4 223 Stimulant Factors to Creativity 1-4 3 ^ 2
Obstacle Factors to Creativity 1-4 1.88 Obstacle Factors to Creativity 1-4 1.49
Creativity 1-4 2 J 9 Creativity 1-4 3.17
Productivity 1-4 2 jf t Productivity 1-4 3.19
ESIB 1-6 3.93 ESIB 1-6 4 ^ 2
NSD 1-6 3 J # NSD 1-6 4 ^ 9
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As can be seen from Figure 9.1, a high level of TQM implementation led to high levels of 
different performance variables and work environment for creativity. For example. Tow TQM 
adopters’ had very low levels of both product innovation and process innovation, suggesting 
that organisations with a low level of TQM implementation lack innovation, while, ‘high 
TQM adopters’ had higher product innovation and process innovation, indicating that high a 
level of TQM implementation strongly creates and supports an appropriate environment for 
innovation. Regarding employee attitudes, employees in low TQM adopters showed low 
satisfaction, motivation and commitment. On the other hand, employees in ‘high TQM 
adopters’ were highly satisfied with both rewards and job environment, committed in terms of 
value and propensity to stay, and motivated in their current work.
For work environment for creativity, ‘low TQM adopters’ had low levels of stimulants to 
creativity, while ‘high TQM adopters’ had high levels of those stimulants. Low levels of 
obstacle factors to creativity were found in both TQM adopter groups, but the lowest levels of 
creativity obstacles was in ‘high TQM adopters’. These results suggest that, ‘high TQM 
adopters’ created an appropriate work environment for creativity, while ‘low TQM adopters’ 
had an insufficiently creative work environment. Furthermore, creativity and productivity 
were strong in ‘high TQM adopters’ as a result of the positive work environment for 
creativity, while ‘low TQM adopters’ had low levels of work outcomes, due to these adopters 
having a low level of work environment for creativity. Finally, although both TQM adopter 
groups had high scores for service innovation (i.e. ESIB and NSD), but the highest levels 
were in ‘high TQM adopters’ and the lowest values obtained by ‘low TQM adopters’.
From the results it can be seen that all study variables were significantly different among 
TQM adopters, more specifically, the highest levels were obtained in hotels with high TQM 
implementation and the lowest levels clearly existed in those hotels with low TQM 
implementation. Thus, this study confirmed that different levels of TQM implementation led 
to different levels of other variables such as innovation, employee attitudes, work 
environment for creativity, creativity, productivity, and service innovation performance. In 
other words, hotels with a high level of TQM implementation achieve significantly better 
work environment and performance. Thus, the findings of the current study confirmed the 
positive effects of TQM in the hotel industry.
These results were supported by Cheung (2006), who showed that the implementation of 
TQM in four-and five-star hotels in Hong Kong had a strongly significant positive 
relationship with service quality. The study found that TQM implementation in hotels had
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moderately positive effects on employees’ in-role and organisational citizenship behaviours. 
Similarly, Claver-Cortes et al. (2008) revealed that hotels with a high TQM commitment level 
had higher performance levels of, for instance, managerial factors (i.e. training, information 
and communication technologies/information systems, and environmental management), 
gross operating profit, competitive performance and stakeholders’ satisfaction. They 
supported the positive effects of TQM on performance in the hotel industry. The findings of 
this study confirmed the results of previous empirical studies (i.e. Witt and Muhlemann, 1994; 
Walsh et al., 2002; Zairi, 2002; Antony et al., 2002; Kaynak, 2003, 2006; Karia and Asaari, 
2006; Cheung, 2006; Claver-Cortes et al., 2008; Wang et al., 2011) which argued that TQM 
hotels achieved significant benefits in all aspects of hotel. Hence, TQM can be used for 
improving quality, productivity, and organisational performance.
9.5 TQM MODEL TESTING
In this study, testing TQM model involved two stages. The first stage, a multiple regression 
analysis, was conducted to examine each relationship within the TQM model separately. The 
second stage. Structural Equation Modelling (SEM) was used to test the relationships among 
variables within the TQM model holistically. Additionally, SEM was conducted for each 
cluster of hotels to investigate any difference between hotels regarding the TQM model.
9.5.1 Testing the Relationships within the TQM Model
The relationships within the TQM model were examined, firstly, by using Pearson’s 
correlation coefficient (r) to investigate whether there is a relationship between independent 
variables and dependent variables. Secondly, a multiple regression analysis was used by using 
independent variables to predict dependent variables. In this study, the results suggest that all 
CSFs of TQM, including both soft and hard factors, significantly and positively correlated 
with both dimensions of innovation (i.e. process innovation and product innovation). 
Furthermore, the findings of regression analysis revealed that TQM practices had significant 
positive relationships with both process innovation and product innovation, indicating that 
negative impacts of TQM practices on innovation were not found, hence, successful TQM 
implementation improves process innovation and product innovation. Moreover, the results 
showed that process innovation had a significant and positive effect on product innovation. 
This study also revealed that the TQM practices improve product innovation indirectly 
through process innovation. These results support the positive arguments that claim TQM 
practices can create an appropriate environment for innovation at work as discussed in the 
literature.
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9.5.1.1 Relationship between TQM and Innovation
This study confirmed strongly a significant positive relationship between TQM and process 
innovation, as well as product innovation. More specifically, the regression results revealed 
that TQM had strong positive relationships with product innovation (p = 0.888, P=.000) and 
process innovation (p = 0.875, P= .000). These findings also showed that TQM had an 
indirect significant positive relationship with product innovation mediated partially by process 
innovation (P = 0.96, P= .000). Hence, sub-hypotheses HI a, Hlb, and H lc were accepted in 
this study, and therefore hypothesis HI was supported.
These findings confirmed the positive arguments of other researchers, who suggested that 
implementing TQM in organisations creates a supportive environment and culture for 
innovation (i.e. McAdam et al., 2000; Montes et al. 2003; Prajogo and Sohal, 2003, 2006a; 
Perdomo-Ortiz et al., 2006; Hoang et al., 2006; Santos-Vijande and Alvarez-Gonzalez, 2007; 
Martinez-Costa and Martinez-Lorente, 2008; Prajogo and Hong, 2008; Hung et al., 2011). 
The previous studies revealed a significant positive relationship between TQM and 
innovation, the strongest relationship being with process innovation, followed by product 
innovation in both manufacturing and service organisations. They also confirmed that all 
dimensions of TQM are significantly and positively related to all dimensions of innovation 
performance.
Furthermore, the study’s findings were consistent with other scholars (i.e. Hoang et al., 2006; 
Perdomo-Ortiz et al., 2006; Santos-Vijande and Alvarez-Gonzalez, 2007; Abrunhosa and Sa, 
2008; Sadikoglu and Zehir, 2010) who revealed that TQM had a positive relationship with 
different forms of innovation such as the level of newness, the number of new 
products/services, innovativeness, administrative innovation, business innovation capability, 
the adoption of technological innovation, and innovation performance in manufacturing and 
service organisations.
On the other hand, the findings of this study were inconsistent with the opposite school of 
arguments (i.e. Singh and Smith, 2004; Sa and Abrunhosa, 2007; Pinho, 2008), which 
indicated that TQM had a negative relationship with innovation or that no significant 
relationship existed between TQM and innovation, they also showed that not all TQM 
principles had a significant relationship with innovation dimensions. These arguments 
claimed that TQM focused more on continuous improvement which may influence the 
availability of resources which are required for innovation, and thus, TQM tends to achieve 
performance rather than innovation. In conclusion, the current study supported and confirmed
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the positive arguments that claim TQM had a positive relationship with innovation in both 
manufacturing and service organisations as supported in the literature. For example, Turchi 
(2001) claimed that organisations under TQM implementation become more innovative, 
while Montes et al. (2003) argued that a high innovation level requires implementing quality 
programmes continuously, and therefore TQM creates a better environment for innovation 
(Martinez-Costa and Martinez-Lorente, 2008).
9.5.1.2 Relationship between Process Innovation and Product Innovation
This study supported strongly a highly significant positive relationship between process 
innovation and product innovation (P =0. 954, P=.000) in the hotel industry, suggesting that 
hypothesis H2 was accepted. In other words, innovation of new processes in hotels (i.e. 
operating procedures and service delivery) improves innovation of new products or services. 
This relationship was confirmed by previous studies (i.e. Prajogo and Sohal, 2003; Prajogo et 
al., 2004), they supported a strong positive relationship between process innovation and 
product innovation in manufacturing and service organisations.
Furthennore, Prajogo (2006) confirmed that there was no significant difference between 
manufacturing and service organisations in terms of process innovation and product 
innovation, but that the impacts of innovation and particularly process innovation on business 
performance (i.e., sales, market share and profitability) were higher in manufacturing 
organisations than service organisations, and process innovation had stronger relationships 
with business performance than product innovation and was only significant in manufacturing 
organisations. These results confirmed that manufacturing and service sectors did not exhibit 
any significant difference in forms of innovation, and the effects of product innovation on 
business performance were significant in both sectors while the effect of process innovation 
was only significant in manufacturing organisations.
The current study argued strongly that there is a significant positive relationship between 
forms of innovation, process innovation and product innovation, in the hotel industry. In 
contrast, the few empirical studies conducted in the hospitality industry to measure innovation 
were mainly focused on the degree of innovation (i.e. incremental innovation and radical 
innovation) rather than forms of innovation. This study focused on the forms of innovation 
because they are more comprehensive than the degree of innovation which is included in 
innovation forms. The study’s results were confirmed by previous studies (i.e. Koberg et al., 
2003; Martinez-Ros and Orfila-Sintes, 2009; Chang et al., 2011) showed that incremental 
innovation and radical innovation are strongly and positively interrelated in hotels.
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9.5.2 A Holistic Model of TQM
In this study, SEM was used to examine the effects among independent variables and 
dependent variables within the TQM model simultaneously, and to assess the overall 
goodness of model fit. The results of SEM of a holistic model of overall TQM supported the 
previous findings of regression analysis, indicating that TQM had a strong significant positive 
relationship with process innovation (y =.88, P<.001) that supported sub-hypothesis HI a, and 
a weak significant positive relationship with product innovation (y =.255, P <.001) which 
supported sub-hypothesis Hlb. A causal relationship between process innovation and product 
innovation (y =.73, P<.001) was also found, supporting hypothesis H2. On the other hand, the 
indirect impact of TQM on product innovation was strongly through process innovation 
(y =.642), thus, the total impact of TQM on product innovation was (y =.896). These findings 
confirmed that TQM is clearly an important management practice for creating an appropriate 
environment for innovation, in turn which leads to enhancing innovation.
9.5.2.1 TQM Model for Low TQM Adopters
The results of SEM of a holistic TQM model for low TQM adopters were different than the 
overall TQM model with regard to a relationship between TQM and product innovation. 
These findings revealed that TQM had a moderate significant positive relationship with 
process innovation (y =.415, P<.05), supporting sub-hypothesis HI a, and a non-significant 
relationship with product innovation which rejected sub-hypothesis Hlb, while TQM had a 
moderate indirect relationship with product innovation through process innovation (y =. 307, 
P<.001). It was also found that process innovation had a strong significant positive 
relationship with product innovation (y =.74, P<.001) that supported hypothesis H2. 
Consequently, these findings confirmed that the low level of TQM implementation was 
significantly associated with low process innovation directly, while low level TQM 
implementation was related to product innovation indirectly through process innovation in 
low TQM adopters. In other words, hotels with low TQM practices were not able to affect 
product innovation directly, but they impact process innovation directly and product 
innovation indirectly through process innovation.
9.5.2.2 TQM Model for High TQM Adopters
The results of SEM of a holistic TQM model for high TQM adopters were similar to the 
overall TQM model, suggesting that TQM had a highly significant positive relationship with 
process innovation (y =.638, P<.001) that supported sub-hypothesis H la, and a weak 
significant positive relationship with product innovation (y = .207, P<.001) which supported
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sub-hypothesis Hlb. A causal relationship was also found between process innovation and 
product innovation (y =.768, P<.001), supporting hypothesis H2. Furthermore, TQM had a 
moderate indirect impact on product innovation through process innovation (y =.49), and 
therefore the total impact of TQM on product innovation was (y =.678). These results 
confirmed that a high level of TQM implementation was strongly and significantly related to 
high innovation levels in high TQM adopters. In other words, hotels with high TQM practices 
were strongly able to effect both process innovation and product innovation directly, as well 
product innovation indirectly through process innovation.
9.6 CREATIVITY MODEL TESTING
Testing the creativity model in this study involved two stages. In the first stage, a multiple 
regression analysis was used to examine each relationship within the creativity model 
separately. In the second stage. Structural Equation Modelling (SEM) was conducted to test 
the relationships among variables within the creativity model holistically. Furthermore, SEM 
was conducted for each cluster of hotels to investigate any difference between hotels based on 
the creativity model.
9.6.1 Testing the Relationships within Creativity Model
The relationships were examined, firstly, by using Pearson’s correlation coefficient (r) to 
investigate whether there is a relationship between independent variables and dependent 
variables and, secondly, a multiple regression analysis was carried out using independent 
variables to predict dependent variables. The results of the linear regression analyses revealed 
that all independent variables, both stimulant factors and obstacle factors, were significantly 
related to the mediating variables “employees attitudes” (i.e. job satisfaction, intrinsic 
motivation, value commitment and commitment to stay), and had significant relationships 
with dependent variables (i.e. creativity, productivity, ESIB and NSD). It was also found that 
mediating variables were significantly associated with dependent variables, except that 
‘commitment to stay’ was not significantly related to ESIB and NSD. The study’s findings 
supported the relationships among mediating variables, with only the relationship between 
‘intrinsic motivation’ and ‘commitment to stay’ not being significant, and significant 
relationships existed among dependent variables.
On the other hand, the results of multiple regression analyses revealed that independent 
variables, including stimulant factors and obstacle factors, had indirect relationships with
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dependents through mediators. More specifically, stimulant factors had indirect positive 
relationships with all dependents (i.e. creativity, productivity, ESIB and NSD) through 
intrinsic motivation and ‘value commitment’, and job satisfaction only mediated the 
relationships between stimulants and two dependents (i.e. productivity and NSD), while 
‘commitment to stay’ was not mediated by any relationship between stimulant factors and 
dependents. On the other hand, obstacle factors had indirect negative relationships with all 
dependents through mediators (i.e. intrinsic motivation, job satisfaction and value 
commitment), only one relationship with productivity was fully mediated by ‘value 
commitment’, and ‘commitment to stay’ was not mediated by any relationship with 
dependents. Consequently, the relationships between independent(s) and dependent(s) were 
partially or fully mediated by mediators.
9.6.1.1 Relationships between Work Environment for Creativity and Employee 
Attitudes
As discussed in chapter five, the literature indicated that no study has been conducted to 
investigate the impacts of work environment for creativity on employee attitudes, and this 
study is the first study to make a link between work environment for creativity and employee 
attitudes. Due to the absence of empirical studies in this area, the researcher considered 
organisational climate to be similar to work environment for creativity. However, some 
studies focused on the level of employee attitudes within organisational climate.
The findings of this study indicate that stimulants to creativity (i.e. organisational 
encouragement, supervisory encouragement, group work support, freedom, sufficient 
resources and challenging work) had strong significant positive relationships with ‘value 
commitment’ (p =.750, P<0.01), job satisfaction (P = 743, P<0.01), and intrinsic motivation 
(P  =.660, P<0.01), whereas a weak relationship was found with ‘commitment to stay’ 
(P  =.123, P<0.05). In contrast, obstacles to creativity (i.e. organisational impediments, and 
workload pressure) had a strong significant negative relationship with ‘value commitment’ 
(p = -.506, P<0.01), a moderate negative relationships with job satisfaction (P  = -.452, 
P<0.01), and intrinsic motivation (p = -.419, P<0.01), and a negative weak relationship with 
‘commitment to stay’ (P  = -.222, P<0.01).
Most studies in the literature were conducted into the impact of organisational climate rather 
than work environment for creativity on employee attitudes. However, the findings of this 
study were consistent with other arguments (i.e. Waters et al., 1974; Lyon and Ivancevich, 
1974; Churchill et al., 1976; Batlis, 1980; Tyagi, 1982; Kline and Boyd, 1991; Griffin, 2001;
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McMurray et al., 2004; Paul and Anantharaman, 2004; Aarons and Sawitzky, 2006; Luthans 
et al., 2008; Cho and Johanson, 2008; Iqbal, 2008; Way et al., 2010) which provided 
empirical evidences that organisational climate had positive impacts on job attitudes (i.e. job 
satisfaction, intrinsic motivation, organisational commitment), they also revealed that 
significant relationships between dimensions of organisational climate and job attitudes in 
service and manufacturing organisations. These studies argued that organisational climate was 
perceived differently by employees, and they pointed out that more negative organisational 
climate was negatively related to more positive work attitudes. Their studies suggested that 
the improvements in organisational climate are likely to improve organisational commitment 
and job satisfaction.
Additionally, the study’s findings were supported with other empirical studies (i.e. Shalley et 
al., 2000; Zhou and George, 2001; Suh, 2002; Stokols et al., 2002; Dewett, 2007) which 
focused more on work environment (or organisational climate) for creativity, these studies 
argued that a work environment that complements job-required creativity had a significant 
positive effect on job attitudes. Thus, employees in work environments that complemented 
creative requirements of their job had higher job satisfaction, and that indicated more 
encouragement and support for creativity by creating creative work environment had 
significant and positive effects on job attitudes.
Overall, the previous studies confirmed that a positive organisational climate had a positive 
relationship with employee attitudes, whereas a negative organisational climate had negative 
impacts on employee attitudes. Similarly, these results were supported by the findings of 
current study, suggesting that stimulants to creativity fostered positive employee attitudes 
whereas obstacles to creativity fostered negative employee attitudes, whereas, stimulant 
factors had a moderate significant negative relationship with obstacle factors (p = -.486, 
P<0.01). In other words, stimulants to creativity decreased the level of obstacles to creativity 
positively. These results were supported by Politis (2004), who found a significant negative 
relationship between stimulant determinant for creativity and obstacle determinant for 
creativity.
9.6.1.2 Relationship between Work Environment for Creativity and Work 
Outcomes
This study confirmed strongly that stimulants to creativity (i.e. organisational encouragement, 
supervisory encouragement, group work support, freedom, sufficient resources and 
challenging work) are strongly and positively related to creativity (p=.714, P<0.01), whereas 
obstacles to creativity (i.e. organisational impediments and workload pressure) had moderate
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negative effects on creativity (P = -.397, P<0.01). These findings were in line with previous 
work (i.e. Amabile et ah, 1996; Mikdashi, 1999; Bommer and Jalajas, 2002; Suh, 2002; 
Stokols et al., 2002; Lapierre and Giroux, 2003; Politis, 2005b; Rasulzada, 2007; Wang and 
Casimir, 2007; Hon and Leung, 2011) that argued creative work environment was 
significantly and positively related to creativity, they also found that stimulants to creativity 
support creativity whereas obstacles to creativity impede creativity. These arguments based 
on the importance of organisational climate to facilitate creativity and innovation.
With regard to productivity, the study’s findings argued that stimulant factors (i.e. 
organisational encouragement, supervisory encouragement, group work support, freedom, 
sufficient resources and challenging work) had positive effects on productivity (p=.736, 
P<0.01). Contrary to stimulants, obstacle factors (i.e. organisational impediments, and 
workload pressure) are negatively related to productivity (p = -.401, P<0.01). The results of 
this study were supported by previous studies (i.e. Amabile et ah, 1996; Bommer and Jalajas, 
2002; Patterson et ah, 2004; Politis, 2005b) argued that stimulants to creativity are strongly 
and positively related to productivity, and obstacles to creativity had a negative effect on 
productivity. In other words, stimulants to creativity support productivity whereas obstacles to 
creativity impede productivity.
As expected for service innovation performance, stimulants to creativity are strongly and 
positively related to ESIB (p=.627, P<0.01), whereas obstacle factors had a significant 
negative relationship with ESIB (P = -.412, P<0.01). These results were in line with Scott and 
Bruce’s (1994) findings; they argued that supportive climate for innovation had a significant 
positive relationship with innovative behaviour. Finally, stimulants to creativity had a strong 
positive relationship with NSD (P=.733, P<0.01), and obstacles to creativity are negatively 
related to NSD (p = -.437, P<0.01). The findings in this current study were confirmed by 
results of previous studies (i.e. Bommer and Jalajas, 2002; Koberg et ah, 2003; Montes et ah, 
2003; Prajogo and Ahmed, 2006; Ruiz-Moreno et ah, 2008; Chen, 2011) that argued both 
stimulants and obstacles to creativity are highly related to innovation performance among 
employees in different organisations.
9.6.1.3 Relationships among Employee Attitudes
This study argued that, as expected, intrinsic motivation had a strong positive relationship 
with job satisfaction (p = .736, P<0.01), as well as with ‘value commitment’ (P =.743, 
P<0.01), whereas it is not significantly associated with ‘commitment to stay’. These findings 
were in line with previous studies such as Pool (1997) who found that work motivation was
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significantly and positively related to job satisfaction, while other studies (i.e. Karatepe and 
Tekinkus, 2006; Karatepe and Uludag, 2007) argued that intrinsic motivation was 
significantly and positively related to job satisfaction and affective organisational 
commitment among frontline employees.
With regard to job satisfaction, the current study has revealed that job satisfaction had a 
stronger significant positive relationship with ‘value commitment’ (P=.830, P<0.01) than with 
‘commitment to stay’ (P=.122, P<0.01). These findings were supported by previous studies 
(i.e. Griffeth et al., 2000; Bartlett, 2001; Lok and Crawford, 2001), and other studies (i.e. 
Riley et ah, 1998; Loke, 2001; Deconinck and Bachmann, 2007; Hsu, 2009) confirmed the 
positive relationship between job satisfaction and organisational commitment in general. 
Additionally, the current findings were in line with some studies focused on affective 
organisational commitment such as (Meyer et al., 2002; Karatepe and Tekinkus, 2006, He, 
2008) that argued job satisfaction had a significant positive effect on affective organisational 
commitment among employees, and that indicated high levels of job satisfaction led to high 
affective organisational commitment. Similarly, Back et al. (2011) argued that job satisfaction 
had significant positive effects on all three types of organisational commitment (i.e. affective, 
normative and continuous) among employees.
Few studies supported the findings in current study have conducted in the hotel industry, for 
example, Lam et al. (2002) argued that job satisfaction is significantly and positively related 
to organisational commitment, while other studies (i.e. Karatepe and Uludag, 2007; lun and 
Huang, 2007) revealed a significant positive relationship between job satisfaction and 
affective organisational commitment among employees. Yang (2008) revealed that 
employees’ job satisfaction was positively related to both affective organisational 
commitment and continuance organisational commitment. Thus, Yang’s findings strongly 
supported the findings of the current study. On the other hand, Gunlu et al. (2010) argued that 
job satisfaction had a significant positive relationship with both affective commitment and 
normative commitment among managers in four- and five-star hotels, another result was 
inconsistent with the current study’s findings which is job satisfaction was not significantly 
related to continuance organisational commitment. In other words, higher levels of job 
satisfaction led to higher levels of organisational commitment.
As predicted, ‘value commitment’ was found to have a positive relationship with 
‘commitment to stay’ (|3 = .207, P<0.01) in the current study. This result was in line with 
previous work (i.e. Meyer et al., 2002; Yang, 2008; Back et al., 2011), who found a positive
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relationship between affective organisational commitment and continuance organisational 
commitment among employees.
9.6.1.4 Relationships between Employee Attitudes and Work Outcomes
All variables of employee attitudes are significantly associated with creativity. More 
specifically, the strongest relationship was between ‘value commitment’ and creativity 
(P =.608, P<0.01), then job satisfaction (p =.571, P<0.01), followed by intrinsic motivation 
(p =.548, P<0.01), and the weakest relationship was between ‘commitment to stay’ and 
creativity (P  =.126, P<0.01). These findings were in line with other previous studies (i.e. 
Amabile, 1997; Suh, 2002; Pascoe et al., 2002; Forbes and Domm, 2004; Suh and Shin, 2005; 
Cooper and Jayatilaka, 2006; Jaskyte and Kisieliene, 2006; Dewett, 2007; Munoz-Doyague et 
al., 2008; Prabhu et al., 2008; Wong and Ladkin, 2008; Suh and Shin, 2008; Hon and Leung, 
2011) that argued intrinsic motivation was significantly and positively related to employee 
creativity in organisations. These results confirmed that if employees have more intrinsic 
motivation and like to take more risks, they will be more creative in their work.
The findings of current study argued that satisfied employees are more creative at their work, 
these results consistent with the findings of previous studies (i.e. Shalley et al., 2000; Pascoe 
et al., 2002; Patel, 2003) that argued high levels of job satisfaction were related to 
organisational creativity in service organisations. The previous arguments claimed that 
employees with high levels of job satisfaction, they exhibited higher creativity at their work. 
The previous studies confirmed the effects of both intrinsic motivation and job satisfaction on 
creativity, but organisational commitment was generally not covered in these studies except 
one study conducted by Zhou and George (2001), they argued that employees with high 
continuance commitment exhibited higher creativity, and that means organisational 
commitment is supportive for creativity.
With regard to productivity, all variables of employee attitudes are significantly and 
positively related more to productivity than to creativity. For example, the strongest 
relationship was between ‘value commitment’ and productivity (P  =.671, P<0.01), followed 
by job satisfaction (P  =.639, P<0.01), then intrinsic motivation (p =.614, P<0.01), and the 
weakest relationship was between ‘commitment to stay’ and productivity (p =.154, P<0.01). 
As discussed in Chapter Five, it was found from reviewing the literature that only a very 
limited number of empirical studies have been conducted into the relationship between 
employee attitudes and productivity. The current findings were in line with previous studies 
(i.e. Loke, 2001; Forbes and Domm, 2004) that argued that employee attitudes (i.e. job
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satisfaction, intrinsic motivation and organisational commitment) had positive and significant 
relationships with productivity. Although few studies were conducted in this area, it seems 
that employee attitudes had strong positive effects on productivity.
Only three variables of employee attitudes (i.e. job satisfaction, motivation and value 
commitment) are significantly associated with ESIB. More specifically, the strongest 
relationship was between ‘value commitment’ and ESIB (P =.533, P<0.01), then motivation 
(p =.522, P<0.01), and finally, job satisfaction and ESIB (P =.517, P<0.01). Contrary to 
expectations, this study found no significant relationship between ‘commitment to stay’ and 
ESIB. These results were supported regarding intrinsic motivation and affective 
organisational commitment by (i.e. Cadwallader et al., 2010; Chen et al., 2010; Vinarski- 
Peretz et al., 2011), who argued that intrinsic motivation and affective commitment were 
significantly and positively related to innovative behaviour in different organisations. They 
revealed that employees with higher levels of intrinsic motivation and affective commitment 
are more likely to have innovative behaviour. On the other hand, the relationship between job 
satisfaction and innovation behaviour, or even innovation in general, has not been researched 
empirically. This study is the first to confirm that relationship.
Finally, only three variables of employee attitudes (i.e. job satisfaction, motivation and value 
commitment) are significantly related to NSD. The strongest relationship was between job 
satisfaction and NSD (P =.634, P<0.01), followed by the relationship between ‘value 
commitment’ and NSD (p =.626, P<0.01), and the relationship between motivation and NSD 
(P =.558, P<0.01). Contrary to expectations, this study found that ‘commitment to stay’ was 
not significantly related to NSD. These results were supported regarding only organisational 
commitment by Ottenbacher and Gnoth (2005), who argued that employee commitment when 
launching a new service was significantly related to successful innovation in the hospitality 
industry. However, no empirical studies have been conducted into the relationship between 
both intrinsic motivation and job satisfaction and NSD, thus, this study is the first to confirm 
these relationships.
9.6.1.5 Relationships between Work Environment for Creativity and Work 
Outeomes mediated by Employee Attitudes
With regard to stimulants to creativity, this study argued that the relationship between 
stimulants and creativity is partially mediated by ‘value commitment’ and intrinsic 
motivation. While, the relationship between stimulants and productivity is partially mediated 
by job satisfaction, intrinsic motivation and ‘value commitment’. Furthermore, the
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relationship between stimulants and ESIB is partially mediated by intrinsic motivation and 
‘value commitment’. Finally, the relationship between stimulants and NSD is partially 
mediated by job satisfaction, intrinsic motivation and ‘value commitment’.
For obstacles to creativity, the relationship between obstacles and creativity is partially 
mediated by job satisfaction, intrinsic motivation and ‘value commitment’. The relationship 
between obstacles and productivity is partially mediated by job satisfaction and intrinsic 
motivation, while that relationship is fully mediated by ‘value commitment’. The relationship 
between obstacles and ESIB is partially mediated by job satisfaction, intrinsic motivation and 
‘value commitment’. Finally, the relationship between obstacles and NSD is partially 
mediated by job satisfaction, intrinsic motivation and ‘value commitment’.
This is the first study to investigate the role of employee attitudes as mediators in the 
relationships between work environment for creativity and work outcomes. To some degree, 
the findings of the current study were similar to and supported by those of SadiKoglu and 
Zehir (2010), who argued that employee attitudes (i.e. job satisfaction, motivation, and 
organisational commitment) partially mediate the relationship between TQM and innovation 
performance (i.e. introducing new products, services, or processes), as well as that between 
TQM and organisation performance (i.e. increasing productivity, efficiency, quality, reducing 
costs, and customer satisfaction). They also found that employee attitudes improve both 
innovation performance and organisation performance, and innovation performance improves 
organisation performance and mediates the relationship between employee attitudes and 
organisation performance.
9.6.1.6 Relationships among Work Outcomes
This study argued that creativity has a strong and positive relationship with productivity 
(p=.797, ?<0.01). This result was supported by few studies that supported a high correlation 
between creativity and productivity (i.e. Amabile, 1997; Tierney et ah, 1999; Suh, 2002). The 
current findings were in line with other studies (i.e. Heunks, 1998; Forbes and Domm, 2004; 
Politis, 2005b) that argued creativity had a significant positive relationship with productivity.
The current study found that creativity had a significant positive relationship with service 
innovation performance, more specifically, creativity is significantly and positively related 
more strongly with NSD (p =.624, ?<0.01) than with ESIB (P =.563, P<0.01). These findings 
were supported by previous studies (i.e. Forbes and Domm, 2004; Montes et al., 2003) that 
claimed a high level of employee creativity was necessary for implementing innovation.
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developing new services/products and continuously improving internal processes. 
Organisational creativity can provide new products/methods (Basadur et al., 2002; Mostafa, 
2005). While, Swann and Birke (2005) showed that creativity is considered to be a part of the 
organisational climate or culture that could enhance innovation. Empirical evidence was 
provided by other studies (i.e. Amabile, 1988; Woodman et ah, 1993; Amabile, 1997; 
Heunks, 1998; Menon, 2000; Prajogo et al., 2004; Miron et al., 2004) that confirmed the 
relationship between creativity and innovation in general rather than service innovation 
performance, they argued that creativity had a significant and positive relationship with 
innovation -product innovation and process innovation- in service and manufacturing 
organisations, and creativity positively affected innovation at the implementation stage. In 
other words, creativity fosters innovation.
With regard to productivity, this study has revealed that productivity is significantly and 
positively related to service innovation performance; more specifically, productivity had 
higher positive relationship with NSD ((3 =.653, P<0.01) than with ESIB (p =.602, P<0.01). 
These findings were in line with Forbes and Domm (2004), who claimed that high levels of 
employee productivity are required for developing new services/products and to continuously 
improve internal processes. As expected in this study, ESIB is strongly and positively related 
to NSD (p = .721, P<0.01). This result is consistent with Hu et al.’s (2009) finding that ESIB 
was significantly and positively related to NSD. In line with the previous studies and more 
specifically Hu et al.’s (2009) findings, this study found that employees showed higher 
intention to service innovation behaviour rather than NSD.
9.6.2 A Holistic Model of Creativity
In this study, SEM was used to examine the effects among independent variables and 
dependent variables within creativity model simultaneously, and to assess the overall 
goodness of model fit. The results of SEM of a holistic model of overall creativity partially 
supported the previous findings of regression analysis, indicating that a holistic model is more 
complicated than regression analysis.
As expected the results of SEM differ from the regression results; stimulant factors to 
creativity had a strong significant positive relationship with intrinsic motivation (y =.60, 
P<.001) supporting sub-hypothesis H3d, a moderate significant positive relationship with job 
satisfaction (y =.46, P<.001) which supported sub-hypothesis H3a, and a weak significant 
positive relationship with ‘value commitment’ (y =.21, P<.001) that supported sub-hypothesis
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H3b, and these results generally supported hypothesis H3. Furthermore, stimulants to 
creativity had a strong significant positive relationship with creativity (y =.62, P<.001) that 
supported sub-hypothesis H6a, moderate significant positive relationships with both NSD and 
ESIB (y =.36, P<.001), (y =.34, P<.001) respectively and these relationships supported sub­
hypotheses H6d and H6c, and finally, a weak significant positive relationship with 
productivity (y =.25, P<.001), supporting sub-hypothesis H6b. Overall these findings 
supported hypothesis H6. As expected, stimulants to creativity had a moderate significant 
negative relationship with obstacles to creativity (y = -.49, P<.001), supporting hypothesis H4.
On the other hand, obstacle factors to creativity had weak significant negative relationships 
with employee attitudes, more specifically, ‘commitment to stay’ (y = -.17, P<.05) that 
supported sub-hypothesis H5c, intrinsic motivation (y = -.13, P<.05) that supported sub­
hypothesis H5d, and ‘value commitment’ (y = -.10, P<.05) that supported sub-hypothesis 
H5b. In contrast, obstacles to creativity did not have a significant direct effect on job 
satisfaction, a finding which supported hypothesis H5. Obstacles to creativity had only one 
relationship with work outcomes, a weak significant negative relationship with ESIB (y = - 
.15, P<.05), which supported sub-hypothesis H7c, and therefore hypothesis H7 was partially 
supported.
Within employee attitudes, intrinsic motivation had a moderate significant positive 
relationship with job satisfaction (y =.44, P<.001) that supported sub-hypothesis H9a, and a 
weak significant positive relationship with ‘value commitment’ (y =.22, P<.001) which 
supported sub-hypothesis H9b, and, contrary to expectations, a weak significant negative 
relationship was found between intrinsic motivation and ‘commitment to stay’ (y = -.20, 
P<.05), supporting sub-hypothesis H9c. Job satisfaction had a moderate significant positive 
relationship with ‘value commitment’ (y =.47, P<.001) which supported sub-hypothesis H9d, 
and finally, ‘value commitment’ had a moderate significant positive relationship with 
‘commitment to stay’ (y =.27, P<.05) which supported sub-hypothesis H9f, and generally 
these findings supported hypothesis H9.
As expected, employee attitudes as mediators had relationships with work outcomes, but these 
relationship were weak; for instance, intrinsic motivation had weak significant positive 
relationships with productivity (y =.15, P<.001) which supported sub-hypothesis H8b2, and 
with creativity (y =.14, P<.05) which supported sub-hypothesis H8a2. In addition, job 
satisfaction had a weak significant positive relationship with NSD (y =.14, P<.05) that 
supported sub-hypothesis H8dl, and, an unexpected result, ‘commitment to stay’ had a weak
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significant negative relationship with ESIB (y = -.14, P<.001) that supported sub-hypothesis 
H8c4. Overall, these results partially supported hypothesis H8.
Within work outcomes, creativity had a strong significant positive relationship with 
productivity (y =.53, P<.001) that supported sub-hypothesis HlOa, whereas, productivity had 
a moderate significant positive relationship with ESIB (y =.31, P<.001) which supported sub­
hypothesis HlOd, and a weak significant positive relationship with NSD (y =.10, P<.05) that 
supported sub-hypothesis HlOe. Finally, ESIB had a moderate significant positive 
relationship with NSD (y =.40, P<.001) which supported sub-hypothesis HlOf, and these 
findings supported hypothesis HIO.
These findings confirmed that creating a work environment that fosters the stimulants and 
downplays the obstacles to creativity is important for creating an appropriate environment for 
creativity, which in turn leads to enhanced levels of employee attitudes, creativity, 
productivity and service innovation performance. Furthermore, employee attitudes had weak 
direct effects on work outcomes in general, but the indirect effects are significant by 
mediating the relationships between work environment for creativity and work outcomes. 
Furthermore, there were interesting findings suggesting that intrinsic motivation had a 
positive relationship with ‘value commitment’, but had a negative relationship with 
‘commitment to stay’. In other words, employees had commitment to the industry, but they 
are not committed to stay at their hotels. As a result, ‘commitment to stay’ had negative 
impacts on ESIB, while, job satisfaction did not show any significant effects on ‘commitment 
to stay’, suggesting that high levels of job satisfaction did not lead to ‘commitment to stay’, 
but it had positive impacts on ‘value commitment’.
9.6.2.1 Creativity Model for Low TQM Adopters
The results of SEM of the holistic creativity model for low TQM adopters were different from 
overall creativity model results with regard to the relationships among variables. More 
specifically, stimulants to creativity had a moderate significant positive relationship with 
intrinsic motivation (y =.41, P<.001) that supported sub-hypothesis H3d, and with job 
satisfaction (y =.36, P<.001) which supported sub-hypothesis H3a, and these results partially 
supported hypothesis H3. Also, stimulants to creativity had a strong significant positive 
relationship with creativity (y =.59, P<.001) that supported sub-hypothesis H6a, a moderate 
significant positive relationship with ESIB (y =.39, P<.001) which supported sub-hypothesis 
H6c, and finally, a weak significant positive relationship with productivity (y =.27, P<.05) 
that supported sub-hypothesis H6b, and overall these findings supported hypothesis H6. In
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contrast with expectations, stimulants to creativity did not show any significant effects on 
obstacles to creativity, and therefore hypothesis H4 was rejected. On the other hand, obstacle 
factors did not show any significant effects on either employee attitudes or work outcomes, 
thus, both hypotheses H5 and H7 were rejected.
Within employee attitudes, intrinsic motivation had a moderate significant positive 
relationship with job satisfaction (y =.32, P<.05) that supported sub-hypothesis H9a, and 
unexpectedly, a weak significant negative relationship with ‘commitment to stay’ (y = -.26, 
P<.05) that supported sub-hypothesis H9c. Job satisfaction had a strong significant positive 
relationship with ‘value commitment’ (y =.64, P<.001) which supported sub-hypothesis H9d, 
whereas ‘value commitment’ did not show significant effects on ‘commitment to stay’, and 
generally these findings supported hypothesis H9. Furthermore, employee attitudes as 
mediators showed weak effects on work outcomes; only ‘value commitment’ had a moderate 
significant positive relationship with NSD (y =.29, P<.001) that supported sub-hypothesis 
H8d3. These results partially supported hypothesis H8.
Within work outcomes, creativity had a strong significant positive relationship with 
productivity (y =.60, P<.001) that supported sub-hypothesis HI Da, whereas productivity did 
not show any significant effects on either ESIB or NSD. Finally, ESIB had a strong 
significant positive relationship with NSD (y =.68, P<.001) which supported sub-hypothesis 
HI Of, and these findings partially supported hypothesis HIO.
Consequently, these findings confirmed that the low level of stimulants to creativity was 
significantly related to low levels of employee attitudes and also to work outcomes directly, 
and this level of stimulants were not able to influence obstacles to creativity. Furthermore, the 
indirect impacts of stimulants to creativity on work outcomes through employee attitudes 
were weak. For example, intrinsic motivation was not strong enough to impact ‘value 
commitment’, but it still influenced ‘commitment to stay’ negatively, while high levels of job 
satisfaction did not lead employees to be more committed to stay at their hotels, but it led 
them to have value commitment. In other words, hotels with low TQM practices were not 
able to reduce obstacles to creativity and therefore the levels of both stimulants and obstacles 
were to some extent similar, and, although these obstacles existed, they did not show 
significant effects on other variables because the levels of these variables were veiy low.
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9.6.2.2 Creativity Model for High TQM Adopters
The results of SEM of the holistic creativity model for high TQM adopters were similar to the 
overall creativity model, and suggested that stimulants to creativity had a strong significant 
positive relationship with intrinsic motivation ( y  =.52, P<.001) that supported sub-hypothesis 
H3d, a moderate significant positive relationship with job satisfaction (y  =.40, P<.001) which 
supported sub-hypothesis H3a, and a weak significant positive relationship with value 
commitment (y  =.26, P<.001) that supported sub-hypothesis H3b.These results supported 
hypothesis H3 in general. Also, stimulants to creativity had a strong significant positive 
relationship with creativity (y  =.52, P<.001) that supported sub-hypothesis H6a, moderate 
significant positive relationships with both ESIB and NSD (y  =.37, P<.001), (y  =.36, P<.001) 
respectively which supported sub-hypotheses H6c and H6d, and finally, a weak significant 
positive relationship with productivity (y  =.23, P<.001) that supported sub-hypothesis H6b, 
and these findings supported hypothesis H6. As expected, stimulants to creativity had a 
moderate significant negative relationship with obstacles to creativity (y  = -.40, P<.001) that 
supported hypothesis H4. On the other hand, obstacle factors to creativity did not show any 
significant effects on employee attitudes, and therefore hypothesis H5 was rejected, whereas, 
obstacles to creativity had only one relationship with work outcomes, a weak significant 
negative relationship with ESIB (y  = -.17, P<.001) which supported sub-hypothesis H7c, and 
therefore hypothesis H7 was partially supported.
Within employee attitudes, intrinsic motivation had a moderate significant positive 
relationship with job satisfaction (y  =.44, P<.001) that supported sub-hypothesis H9a, and a 
weak significant positive relationship with ‘value commitment’ (y  =.25, P<.001) which 
supported sub-hypothesis H9b, and, unexpectedly, a weak significant negative relationship 
with ‘commitment to stay’ (y  = -.13, P<.05) that supported sub-hypothesis H9c. Job 
satisfaction had a moderate significant positive relationship with ‘value commitment’ ( y  =.43, 
P<.001) which supported sub-hypothesis H9d, whereas ‘value commitment’ did not show 
significant effects on ‘commitment to stay’, and these findings generally supported hypothesis 
H9.
As expected, employee attitudes as mediators had relationships with work outcomes, but these 
relationships were weak. More specifically, intrinsic motivation had weak significant positive 
relationships with productivity (y =.16, P<.05) which supported sub-hypothesis H8b2, and 
with creativity (y =.12, P<.05) that supported sub-hypothesis H8a2, while job satisfaction had 
a weak significant positive relationship with NSD (y =.11, P<.05) that supported sub­
hypothesis H8dl. Neither type of commitment showed a significant effect on work outcomes.
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An interesting finding in this model is that the negative effect of ‘commitment to stay’ on 
ESIB disappeared, the contrary to the findings in overall model. Consequently, these results 
partially supported hypothesis H8.
Within work outcomes, creativity had a strong significant positive relationship with 
productivity (y =.51, P<.001) that supported sub-hypothesis HlOa, while productivity had a 
moderate significant positive relationship with ESIB (y =.33, P<.001) which supported sub­
hypothesis HlOd, and a weak significant positive relationship with NSD (y =.13, P<.05) that 
supported sub-hypothesis HlOe. Finally, ESIB had a moderate significant positive 
relationship with NSD (y =.33, P<.001) which supported sub-hypothesis HlOf, and these 
findings supported hypothesis HIO.
These findings confirmed that a high level of stimulants to creativity was strongly and 
significantly related to high levels of employee attitudes and work outcomes, as well as these 
stimulants to creativity being effective factors to reduce obstacles to creativity in high TQM 
adopters. In other words, hotels with high TQM practices were strongly able to create a 
supportive work environment that fosters creativity and positive employee attitudes, which in 
turn leads to enhanced creativity, productivity and service innovation performance. In the 
high TQM adopters, the negative effects of intrinsic motivation on ‘commitment to stay’ were 
less than in low TQM adopters, and the negative impacts of ‘commitment to stay’ on ESIB 
did not exist in high TQM adopters as it had in overall TQM adopters (low and high). In 
addition, high levels of job satisfaction led to ‘value commitment’, but did not lead to 
commitment to stay. Although employee attitudes had weak direct effects on work outcomes 
in general, these attitudes significantly mediated the relationships between creativity work 
environment and work outcomes.
9.7 LINKING BETWEEN THE TQM MODEL AND THE CREATIVITY 
MODEL
The results of the TQM model suggested that the ‘high TQM adopters’ and ‘low TQM 
adopters’ were significantly different in both TQM and innovation. More specifically, ‘high 
TQM adopters’ had higher TQM implementation (mean= 4.84) which was significantly 
different from ‘low TQM adopters’ who had lower TQM implementation (mean = 2.11) 
(t= 19.01, P=.00). These findings were supported by Al-Khawaldeh (2001), who classified 
industrial organisations in Jordan into two groups based on their level of TQM 
implementation: low TQM organisations and high TQM organisations, while Kuei et al.
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(1997) suggested that the high quality-tendency groups are already in the mature stage of 
quality movement, medium quality-tendency groups are still in the transforming stage, while 
low quality-tendency groups are still in the early stage of quality movement.
Furthermore, product innovation was higher in ‘high TQM adopters’ (mean=4.22) than in 
‘low TQM adopters’ (mean =2.44) (t=13.781, P=.000), and also process innovation was 
higher in ‘high TQM adopters’ (mean=4.15) than in ‘low TQM adopters’ (mean =2.38) 
(13.483, P=.000). Consequently, ‘high TQM adopters’ and ‘low TQM adopters’ differ from 
each other significantly in terms of both process innovation and product innovation. Thus, 
comparison between the two groups of TQM adopters indicated that TQM had a significant 
and positive effect on innovation. These findings confirmed the results of previous studies 
(i.e. Prajogo and Sohal, 2003; Prajogo and Sohal, 2006a; Prajogo and Ahmed, 2006; 
Martinez-Costa and Martinez-Lorente, 2008; Sadikoglu and Zehir, 2010). The results of 
current study were in line with Pekovic and Galia (2009), who revealed that innovation 
performance was higher in organisations with top quality level than in organisations with 
medium quality level, and the lowest level of innovation was in organisations with low 
quality level.
The effects of TQM on work environment for creativity indicated that there were significant 
differences were in the values of creative work environment perceptions between ‘low TQM 
adopters’ and ‘high TQM adopters’, but the values were significantly higher in ‘high TQM 
adopters’ than in ‘low TQM adopters’. This study confirmed the differences between ‘low 
TQM adopters’ and ‘high TQM adopters’. The results of t-tests indicated that ‘high TQM 
adopters’ had high levels of stimulants to creativity (mean=3.02), whereas ‘low TQM 
adopters’ had low levels of stimulants to creativity (mean=2.23), indicating that those ‘low 
TQM adopters’ lack stimulants to creativity (t=13.13, P=.000). On the other hand, obstacles 
to creativity were low in both TQM adopters, but the highest level was in the ‘low TQM 
adopters’; ‘high TQM adopters’ rated lower on obstacles to creativity (mean=1.49), and ‘low 
TQM adopters’ reported higher obstacles to creativity (mean=1.88) (t= -9.99, P=.000). As a 
result, the ‘high TQM adopters’ and ‘low TQM adopters’ were significantly different in work 
environment for creativity. Thus, the comparison between two groups of TQM adopters 
indicated TQM had significant and positive effects on work environment for creativity.
The results of this study were consistent with the findings of previous studies (i.e. Ekvall, 
2000; Lagrosen, 2000) that revealed TQM practises stimulate creativity in a positive 
relationship, and other studies (i.e. Noe et al., 2000; Rice and Mahmoud, 2001), who argued
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that TQM implementation emphasise the creation of an environment that can encourage and 
enhance creativity and innovation, and therefore successful TQM implementation had 
positive effects on increasing creativity. The current study supported Mikdashi’s (1999) 
suggestion which is that implementing TQM is needed to create an organisational 
environment which helps to stimulate creativity.
This study confirmed that employees were more satisfied, committed and motivated in their 
current work in ‘high TQM adopters’, while employees in ‘low TQM adopters’ showed less 
motivation, satisfaction and commitment. More specifically, ‘rewards’ satisfaction was higher 
in ‘high TQM adopters’ (mean=5.36) than in ‘low TQM adopters’ (mean=4.5) (t=10.59, 
p=.000), ‘job environment’ satisfaction was higher in ‘high TQM adopters’ (mean=5.43) than 
in ‘low TQM adopters’ (mean=3.89) (t=12.51, p=.000), and overall job satisfaction was 
higher in ‘high TQM adopters’ (mean=5.39) than in ‘low TQM adopters’ (mean=3.97) 
(t=13.98, p=.000). Similarly, ‘value commitment’ was higher in ‘high TQM adopters’ 
(mean=5.51) than in ‘low TQM adopters’ (mean=3.81) (t=15.37, p=.000), ‘commitment to 
stay’ was higher in ‘high TQM adopters’ (mean=4.57) than in ‘low TQM adopters’ 
(mean=3.53) (t=6.84, p=.000), overall organisational commitment was higher in ‘high TQM 
adopters’ (mean=5.04) than in ‘low TQM adopters’ (mean=3.67) (t=14.79, p=.000), and 
intrinsic motivation was higher in ‘high TQM adopters’ (mean=5.60) than in ‘low TQM 
adopters’ (mean=4.31) (t=11.75, p=.000). Consequently, ‘high TQM adopters’ and ‘low TQM 
adopters’ differ from each other significantly in terms of job satisfaction, organisational 
commitment and intrinsic motivation. Thus, the comparison between the two groups of TQM 
adopters indicated that there were significant and positive effects of TQM on employee 
attitudes (i.e. job satisfaction, organisational commitment, and intrinsic motivation).
The current findings supported the positive relationships between TQM and employee 
attitudes which were found by many studies (i.e. Sommer and Merritt, 1994; Lam, 1995; 
Guimaraes, 1996; Ugboro and Obeng, 2000; Karla and Ahmad, 2000; Hurcombe, 2002; Boon 
et al., 2005; Karia and Asaari, 2006; Jun et al., 2006; Ooi et al., 2007, 2008) that argued 
TQM practices had positive effects on employee attitudes (i.e. intrinsic motivation, job 
satisfaction and organisational commitment) in different organisations that have implemented 
TQM, and they also confirmed the ability of TQM practices to improve employee attitudes in 
organisations. These arguments revealed that employee attitudes were higher after TQM 
implementation.
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On the other hand, the results of the current study were in contrast to Kivimaki et al.’s (1997) 
findings; they found that TQM clinics and non-TQM clinics did not differ from each other 
significantly in terms of employee attitudes (i.e. job satisfaction, work motivation and 
organisational commitment). Moreover, job satisfaction was significantly lower in the TQM 
clinic than in the non-TQM clinics, and work motivation and organisational commitment 
were lower and statistically not significant in the TQM clinics compared with the non-TQM 
clinics. Their study confinned that TQM did not have any effect on employee attitudes.
Comparing the two groups of TQM adopters regarding work outcomes, the t-tests reported 
that there were significant differences between TQM adopters in work outcomes. More 
specifically, creativity was higher in ‘high TQM adopters’ (mean=3.17) than in ‘low TQM 
adopters’ (mean=2.39) (t=11.36, p=.000), productivity was higher in ‘high TQM adopters’ 
(mean=3.19) than in ‘low TQM adopters’ (mean=2.40) (t=12.01, p=.000), ESIB was higher in 
‘high TQM adopters’ (mean=4.62) than in ‘low TQM adopters’ (mean=3.93) (t=5.61, 
p=.000), and NSD was higher in ‘high TQM adopters’ (mean=4.59) than in ‘low TQM 
adopters’ (mean=3.56) (t==8.39, p=.000). Thus, ‘high TQM adopters’ and ‘low TQM adopters’ 
differ from each other significantly in terms of creativity, productivity, ESIB and NSD. Thus, 
the comparison between the two groups indicated that TQM had significant and positive 
effects on work outcomes (i.e. creativity, productivity, ESIB and NSD). The current findings 
were in line with previous studies (i.e. Ekvall, 2000; McAdam et al., 2000; Lagrosen, 2000; 
McAdam and Keogh, 2004) that argued TQM practices stimulate creativity in a positive 
relationship, and that these practices did not hinder creativity.
Regarding productivity, the study findings supported previous studies (i.e. Golhar and 
Deshpande, 1999; Al-Khawaldeh, 2001; Chapman and Al-Khawaldeh, 2002; Hasan and Kerr, 
2003; Rahman and Bullock, 2005; Terziovski, 2006; Kumar et ah, 2009; Salaheldin, 2009; 
Jimenez-Jimenez and Martinez-Costa, 2009; Tanninen et al., 2010) which claimed that high 
levels of TQM practices led to increased productivity. More specifically, these studies 
revealed that high TQM organisations had higher productivity and higher productivity growth 
rates than low TQM organisations. They revealed that TQM practices had a significant 
positive impact on productivity improvement, especially when implementing the practices of 
TQM simultaneously in different organisations, and therefore successful implementation of 
TQM positively affected productivity. In other words, TQM practices lead to higher 
productivity.
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Regarding both dimensions of service innovation performance (i.e. ESIB and NSD), it was 
found that all studies were conducted to investigate the effects of TQM practices on 
innovation rather than on innovation service performance in particular. As discussed earlier, 
TQM practices had significant positive relationships with innovation. The current findings 
supported the previous studies (i.e. Raymond et al., 1998; McAdam and Keogh, 2004; Hoang 
et ah, 2006; Pekovic and Galia, 2009; Salaheldin, 2009; SadiKoglu and Zehir, 2010) which 
claimed that high levels of TQM practices led to high levels of innovation, they also argued 
that successful TQM implementation was necessary to achieve innovation such as the level of 
newness, new product development, and the number of new products/services in 
manufacturing and service organisations. Consequently, innovation performance was higher 
in organisations with high TQM level than organisations with low TQM level.
A summary, the previous results confirmed that different TQM implementations led to 
different levels of work environment for creativity, which in turn lead to higher employee 
attitudes (i.e. job satisfaction, intrinsic motivation, value commitment and commitment to 
stay), and higher work outcomes (i.e. creativity, productivity and service innovation 
performance including ESIB and NSD). In addition, TQM practices had strong positive 
effects on both process innovation and product innovation, and the indirect effects on product 
innovation through process innovation.
9.8 CONCLUSIONS
Regarding the TQM model, this study supported and confirmed the positive arguments that 
claim that TQM has a positive relationship with innovation (i.e. process innovation, and 
product innovation), and it strongly supported a highly significant positive relationship 
between process innovation and product innovation, and showed that process innovation 
mediated partially the relationship between TQM and product innovation. These findings 
confirmed that TQM is a very important management practice for creating an appropriate 
environment for innovation, which in turn leads to enhanced innovation.
The results of cluster analysis of participating hotels based on their TQM implementation 
indicated that there are two clusters of hotels namely. Tow TQM adopters’, and ‘high TQM 
adopters’. This study confirmed the differences between these two groups of TQM adopters. 
A holistic TQM model showed differences between TQM adopters. For example, hotels with 
low TQM practices were not able to affect product innovation directly, but these practices 
impact process innovation directly and product innovation indirectly through process
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innovation, while hotels with high TQM practices were strongly able to influence both 
process innovation and product innovation directly, as well as product innovation indirectly 
through process innovation.
In the creativity model, the findings of this study indicated that stimulants to creativity had 
positive relationships with employee attitudes. In contrast, obstacles to creativity had negative 
relationships with employee attitudes. Furthermore, stimulants to creativity had positive 
relationships with creativity, productivity and service innovation performance, whereas 
obstacles to creativity had negative relationships with creativity, productivity and service 
innovation performance. Furthermore, employee attitudes were positively related to creativity, 
productivity and service innovation performance. Thus, employee attitudes mediated the 
relationships between work environment for creativity and work outcomes. Among dependent 
variables, creativity was positively related to productivity and service innovation performance 
(ESIB and NSD), and productivity was positively associated with service innovation 
performance (ESIB and NSD), and finally, ESIB was positively related to NSD. Thus, the 
study findings confirmed that creating a work environment that fosters the stimulants and 
downplays the obstacles to creativity is important for creating an appropriate environment for 
creativity, which in turn leads to enhanced levels of employee attitudes, creativity, 
productivity and service innovation.
This study confirmed that different levels of TQM implementation led to different levels of 
other variables such as innovation, employee attitudes, work environment for creativity, 
creativity, productivity and service innovation performance. Furthermore, ‘high TQM 
adopters’ showed significantly higher work environment for creativity than ‘low TQM 
adopters’. Thus, a holistic creativity model showed differences among TQM adopters. More 
specifically, for ‘low TQM adopters’, low level of stimulants to creativity was significantly 
and directly related to low levels of employee attitudes and work outcomes, and this level of 
stimulants were not able to influence obstacles to creativity, and also the indirect impacts 
through employee attitudes were weak. In other words, hotels with low TQM practices were 
not able to reduce obstacles to creativity and therefore the levels of both stimulants and 
obstacles to some extent were similar, and although these obstacles existed they did not show 
significant effects on other variables because the levels of these variables were very low. On 
the other hand, among ‘high TQM adopters’, a high level of stimulants to creativity was 
strongly and significantly related to high levels of employee attitudes and work outcomes, and 
also these stimulants to creativity were effective factors in reducing obstacles to creativity. In 
other words, hotels with high TQM practices were strongly able to create a work environment
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for creativity that fosters creativity, and positive employee attitudes, which in turn lead to 
enhanced creativity, productivity and service innovation. Although employee attitudes had 
weak direct effects on work outcomes in general, these attitudes significantly mediated the 
relationships between work environment for creativity and work outcomes.
In summary of the effects of TQM on work environment for creativity, it is indicated that the 
differences in the values of work environment for creativity perceptions between Tow TQM 
adopters’ and ‘high TQM adopters’ were significant, and the values were significantly higher 
in ‘high TQM adopters’ than in ‘low TQM adopters’. In other words, hotels with a high level 
of TQM implementation achieve significantly better work environment for creativity, 
employee attitudes, and performances, in terms of creativity, productivity, service innovation 
performance and innovation, than hotels with a low level of TQM implementation. The 
findings of the current study confirmed the positive effects of TQM in the hotel industry. 
Finally, different TQM implementations led to different levels of work environment for 
creativity, which in turn lead to better employee attitudes, and higher creativity, increased 
productivity, and enhanced service innovation performance including employee service 
innovation behaviour and new service development. In addition, TQM practices have positive 
impacts on innovation in terms of both process innovation and product innovation.
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CHAPTER TEN 
CONCLUSION
10.1 INTRODUCTION
The purpose of this chapter is to present the final conclusions of the study’ findings, and how these 
findings meet the study’s objectives and answer its questions. This chapter highlights the main 
contributions of the study in terms of both theoretical contributions and practical implications. It also 
discusses the limitations that emerged while conducting this study, and suggests some directions for 
further research. A summary of the findings emerging from the two data analysis chapters. Chapter 
Seven and Chapter Eight, is presented in section 10.2. Then, section 10.3 discusses the aim and 
objectives of study and how they are met. The theoretical and practical contributions of the study are 
presented in section 10.4. The next section 10.5 discusses the study’s limitations, and directions for 
future research are suggested in section 10.6. Finally, this chapter concludes with highlighting a 
summary of this study in section 10.7.
10.2 SUMMARY OF THE STUDY’S FINDINGS
There is a view that TQM practices and innovation are more related to the manufacturing context than 
to the service context, and that those practices are not prevalent in service industries and, more 
specifically, the hotel industry. This research has provided evidence that TQM practices are well used 
in the hotel industry in Jordan, and that, based on managers’ perceptions, they have a strong link to 
both process innovation and product innovation and so highlights the importance of implementing 
TQM practices in the hotel industry. These findings were in line with previous researches (i.e. Prajogo 
and Sohal, 2003, 2006a; Martinez-Costa and Martinez-Lorente, 2008; Prajogo and Hong, 2008; Hung 
et al., 2011) which revealed a significant positive relationship between TQM and innovation -process 
and product innovation -  in both manufacturing and service organisations. This research has also 
shown that TQM practices affect product innovation indirectly through process innovation, due to the 
latter’s mediating effect. In other words, innovation in new processes in hotels leads to innovation in 
new products or services. These results support the positive arguments (i.e. McAdam et al., 2000; 
Montes et al. 2003; Prajogo and Sohal, 2003; Perdomo-Ortiz et al., 2006; Hoang et al., 2006; Santos- 
Vijande and Alvarez-Gonzalez, 2007; Martinez-Costa and Martinez-Lorente, 2008) which claim that 
TQM practices can create a positive environment for innovation at work. TQM therefore becomes an 
important management practice for creating an appropriate environment for innovation and hence 
enhanced competitiveness. This study also confirmed the positive relationship between process 
innovation and product innovation, that supported by Prajogo and Sohal (2003), Prajogo et al. (2004).
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The research has been able to classify resort hotels in Jordan into two groups, based on their level of 
adoption of TQM practices, namely. Tow TQM adopters’ and ‘high TQM adopters’, with these 
groups having significantly different approaches to TQM. This classification was supported by Al- 
Khawaldeh (2001), who classified industrial organisations in Jordan into two groups based on their 
level of TQM implementation: low TQM organisations and high TQM organisations, by other 
arguments from the hotel industry (Arasli, 2002a, 2002b; Claver-Cortes et ah, 2008) which classified 
hotels into groups based on their TQM commitment. These two groups not only show different levels 
of TQM adoption but also show different levels of innovation and, through the SEM analysis, 
different relationships between the variables in the proposed TQM model. More specifically, the ‘low 
TQM adopters’ were only able to effect product innovation indirectly through process innovation, 
while the ‘high TQM adopters’ were strongly able to influence both process innovation and product 
innovation directly, as well as product innovation indirectly through process innovation.
Looking at creativity, the research tested a proposed creativity model, based on employees’ 
perceptions of a work environment for creativity, which suggests that both stimulants and obstacles to 
creativity in the working environment have direct and indirect impacts on work outcomes (i.e. 
creativity, productivity, ESIB and NSD). This research has provided evidence that stimulants to 
creativity in the work environment had positive impacts on work outcomes, and that, as expected, 
obstacles to creativity had a negative effect (i.e. Scott and Bruce, 1994; Amabile et al., 1996; 
Mikdashi, 1999; Bommer and Jalajas, 2002; Politis, 2005b; Rasulzada, 2007; Coveney, 2008).It was 
argued that work environment for creativity affects work outcomes indirectly through employee 
attitudes (i.e. job satisfaction, motivation, value commitment and commitment to stay), and these 
employee attitudes partially or fully mediated the relationships between the work environment for 
creativity and work outcomes.
This research has also revealed strong relationships among the variables of employee attitudes, these 
findings were supported by previous studies (i.e. Pool, 1997; Griffeth et al., 2000; Bartlett, 2001; Lok 
and Crawford, 2001; Loke, 2001; Meyer et ah, 2002; Lam et al., 2002; Karatepe and Tekinkus, 2006; 
Karatepe and Uludag, 2007; fun and Huang, 2007; Karatepe and Uludag, 2007; Deconinck and 
Bachmann, 2007; He, 2008; Yang, 2008; Hsu, 2009; Gunlu et al.,2010; Back et al., 2011), as well as 
among the variables of work outcomes as supported by previous work (i.e. Amabile, 1997; Heunks, 
1998; Tierney et al., 1999; Bharadwaj and Menon, 2000; Suh, 2002, Montes et ah, 2003; Forbes and 
Domm, 2004; Prajogo et al., 2004; Miron et al., 2004; Swann and Birke, 2005; Politis, 2005b; Hu et 
al., 2009). These findings support the positive arguments which claim that work environment for 
creativity can stimulate creativity, innovation and productivity at work. Work environment for 
creativity therefore becomes an important organisational work environment for stimulating creativity
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and hence enhanced innovation and productivity. Furthermore, this research was the first one to 
confirm that work environment for creativity positively enhanced employee attitudes.
The findings of SEM analysis showed different results compared to those discussed in the last 
paragraph which were achieved by regression analysis. For example, stimulants to creativity in the 
work environment showed as strong factors since they keep their positive impact on both employee 
attitudes and work outcomes, while obstacles to creativity were negatively influenced by stimulants to 
creativity, and that reduced their negative impact on employee attitudes, and the only variable of work 
outcomes that they impact is ESIB. As expected, this research argued that motivated employees will 
be more satisfied and committed at their work, and that being satisfied leads employees to be more 
committed at work, and finally, committed employees at work had enhanced commitment to stay in 
their work. An unexpected finding in this research was that motivated employees are less committed 
to stay at their current hotels and they are looking to leave if they get better offers fi*om other hotels. 
In other words, those employees have commitment to the industry, ‘industrial commitment’, rather 
than commitment to their current hotels. Furthermore, this research suggested that being motivated 
enhanced employees’ creativity and productivity, and being satisfied enhanced employees’ 
contributions in NSD, whereas being committed to the current hotels reduced their ESIB. It was also 
argued that creativity enhanced productivity, productivity improved both ESIB and NSD, and finally, 
ESIB increased NSD. These results revealed the importance of creativity stimulating ESIB and NSD 
indirectly through productivity.
The sampled hotels in this study were classified into two groups as discussed earlier, namely, ‘low 
TQM adopters’ and ‘high TQM adopters’. These groups showed significantly different work 
environments for creativity, and hence various levels of both employee attitudes and work outcomes, 
including organisational creativity. The results of SEM analysis explored how the two groups have 
different relationships between the variables in the proposed creativity model. More specifically, the 
‘low TQM adopters’ had low levels of stimulants to creativity which were not able to influence 
obstacles to creativity and NSD, while they were able to impact work outcomes (i.e. creativity, 
productivity and ESIB). The impact of those stimulants on work outcomes (i.e. NSD) was indirect and 
was only through ‘value commitment’. Creativity was able to improve productivity, ESIB was able to 
enhance NSD, while both creativity and productivity were not able to influence either ESIB or NSD. 
In other words, hotels with low TQM practices were not able to reduce obstacles to creativity, 
although these obstacles existed but did not show significant effects on other variables. On the other 
hand, ‘high TQM adopters’ had high levels of stimulants to creativity which were strongly able to 
influence employee attitudes and work outcomes, and these stimulants were able to reduce obstacles 
to creativity. The relationships between the variables in the proposed creativity model for ‘high TQM 
adopters’ were similar to those relationships for the whole sample, except obstacles were not able to
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impact employee attitudes negatively, and ‘commitment to stay’ did not have a negative impact on 
ESIB. In addition, work environment for creativity was able to influence work outcomes indirectly 
through employee attitudes. In other words, hotels with high TQM practices were strongly able to 
create a work environment for creativity, hence enhancing employee attitudes, creativity, productivity 
and service innovation.
This research argued that different levels of TQM practices create different work environments for 
creativity, and that leads to different levels of organisational creativity. More specifically, the effects 
of TQM practices on work environment for creativity showed significant differences between ‘low 
TQM adopters’ and ‘high TQM adopters’. The study’s findings suggested that ‘high TQM adopters’ 
showed much better work environment for creativity and therefore higher impact of TQM practices 
on work environment for creativity than those for low TQM adopters. This research has provided 
evidence that high TQM implementations led to high levels of work environment for creativity, 
which in turn lead to better employee attitudes, higher creativity, increasing productivity, enhancing 
service innovation performance (ESIB and NSD), and higher innovation (process innovation and 
product innovation). In other words, hotels with a high level of TQM implementation achieved a 
better work environment for creativity, positive employee attitudes and higher performance in terms 
of creativity, productivity, service innovation performance and innovation.
Consequently, this research argued that different levels of TQM practices led to different levels of the 
other variables being studied, such as employee attitudes, work environment for creativity, creativity, 
productivity, service innovation performance and innovation. The study’s findings revealed that 
successful TQM implementation creates a work environment that fosters the stimulants to creativity 
and downplays the obstacles to creativity, hence creating an appropriate environment for creativity. 
Finally, the previous results showed that TQM practices create an appropriate working environment 
for organisational creativity in the hotel industry, as well as showing the positive effects of TQM in 
the hotel industry.
10.3 OBJECTIVES OF THE STUDY
This study aims to explore the effect of TQM implementation on organisational creativity in the hotel 
industry. More specifically, the study objectives are:
1. To identify the CSFs of TQM implementation, as well as the level of TQM implementation, 
in Jordanian resort hotels.
2. To explore the appropriate working environment for organisational creativity, and to 
investigate organisational creativity in Jordanian resort hotels.
3. To investigate through a review of previous research the link between TQM implementation 
and an appropriate working environment for creativity.
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4. To investigate and analyse the relationship between TQM and organisational creativity in 
Jordanian resort hotels.
5. To explore the role of employee attitudes in mediating the relationship between work 
environment for creativity and organisational creativity.
6. To provide recommendations to managers of Jordanian resort hotels in order to improve the 
implementation of TQM and stimulate organisational creativity.
In order to meet the study’s objectives, it was necessary to answer the following questions:
1. What are the CSFs o f TQM implementation in the hotel industry? Is there any difference in the
importance o f the CSFs?
This study was the first one that used 12 CSFs for measuring TQM implementation in the hotel 
industry; these CSFs were collected from various TQM instruments (i.e. Saraph et al., 1989; Flynn et 
al., 1994; Ahire et al., 1996; Zhang et al., 2000; Claver et al., 2003). The findings of the current study 
showed that the 12 CSFs of TQM (i.e. top management commitment, leadership support, the role of 
quality department, supplier quality management, quality data and reporting, product/service design, 
employee management, process management, education and training, continuous improvement, 
customer focus and quality planning) were moderately implemented in Jordanian hotels. These results 
were supported by previous research such as Saraph et al. (1989), Flynn et al. (1994), Ahire et al. 
(1996), Zhang et al. (2000) and Claver et al. (2003), who confirmed that the previous CSFs of TQM 
were implemented. Cheung (2006) partially supported the current study’s findings, by showing that 
TQM is implemented in the hotel industry through four CSFs, namely, top management commitment, 
continuous improvement, customer focus and employee involvement.
Although this study’s findings indicated that all the CSFs of TQM were implemented in the sampled 
hotels, these CSFs showed different scores; for example, the highest five CSFs were ‘customer focus’ 
(mean=4.41), followed by ‘quality planning’ (mean=4.36), ‘product/service design’ (mean=4.25), 
‘leadership support’ (mean=4.24), ‘education and training’ and ‘continuous improvement’ 
(mean=4.20), while the lowest CSFs were ‘quality data and reporting’ (mean=3.98), ‘supplier 
relationship’ and ‘quality department’ (mean=4.08). In other words, hotels implemented ‘customer 
focus’ at the highest level due to this factor being considered the core of work in the hotel industry, in 
order to meet customer’s needs and expectations. That required these hotels to focus on quality 
planning to enhance quality of service through improving service design, and that was supported by 
leadership, and this continuous improvement of service quality required educated employees, acquired 
by providing them with education and training. On the other hand, the sampled hotels had low levels 
of implementation for quality data and reporting since quality departments do not exist in the hotel 
industry, and these hotels did not consider supplier quality management, and the involvement of 
suppliers in improving service quality, to be important in their work.
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This study asked managers to rate the degree to which the CSFs of TQM are important for their 
hotels. The findings displayed that hotels rated all the CSFs of TQM important from the managers’ 
perspective, but the level of importance was different from one factor to another. For example, the 
most important CSFs were ‘education and training’ (mean=5.09), then ‘customer focus’ (mean=5.08), 
‘employee management’ (mean=5.05), followed by ‘continuous improvement’ (mean=5.00). The 
moderately important factors were ‘leadership support’ (mean=4.82), ‘process management’ and 
‘quality planning’ (mean=4.80), ‘top management commitment’ (mean=4.75), and ‘product/service 
design’ (mean=4.73), while, the least important factors were ‘quality data and reporting’ 
(mean=4.63), ‘supplier relationship’ (mean=4.58), and ‘the role of quality department’ (mean=4.53). 
The rank of importance of CSFs of TQM was similar to their levels of implementation. Hotels 
reported that employees have to get education and training about quality management as the first stage 
before being involved in TQM implementation, then focus on customer’s needs and expectations by 
seeking for continuous improvement of service, while the least important factors were the same less 
implemented CSFs of TQM in hotels. The most important CSFs of TQM were considered to be an 
arrangement or preparation for TQM implementation, then the moderately important CSFs of TQM 
(i.e. leadership support, process management, quality planning, top management commitment and 
product/service design) were considered to be the process of TQM implementation, and finally, the 
least important factors had less importance for hotels due to the nature of the hotel industry. These 
findings have provided evidence that the nature of the hotel industry is more related to some specific 
CSFs of TQM (i.e. customer focus, education and training, quality planning, continuous 
improvement, product/service design, employee management, leadership support, process 
management and top management commitment) rather than other CSFs (i.e. quality data and 
reporting, supplier relationship, and the role of quality department).
2. What are the differences among resort hotels with respect to their TQM implementation?
The findings of the current study suggested that TQM practices (mean=4.19) were moderately 
implemented in the hotel industry, but there was a wide range of the level of TQM implementation 
across the 17 sampled hotels which indicated that those hotels could be divided into subgroups based 
on the different levels of TQM implementation. So, this study classified Jordanian resort hotels into 
two groups, based on their level of adoption of TQM practices, namely, ‘low TQM adopters’ with a 
low level of TQM implementation (mean =2.11), and ‘high TQM adopters’ with a high level of TQM 
implementation (mean =4.84). It was also found that the two groups of hotels were strongly different 
from each other in terms of the 12 CSFs of TQM. For instance, the highest difference was in 
‘customer focus’ (mean difference=3.09), followed by ‘top management commitment’ and ‘quality 
planning’ (mean difference = 2.97), then ‘continuous improvement’ (mean difference =2.87), while, 
the lowest difference was in ‘supplier relationship’ (mean difference =2.32), followed by ‘quality data
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and reporting’ (mean difference = 2.49). These findings showed that the differences between hotels 
regarding TQM reflect the real levels of TQM implementation in these hotels.
This study was able to confirm, regarding the different levels of TQM implementation among 
Jordanian resort hotels, that the majority of ‘high TQM adopters’ were five-star international chain 
hotels, managed by management contract, while low TQM adopters were four- and five- star 
independent hotels, either managed by management contract or owner managed. This is because 
international chain hotels in Jordan follow specific quality standards through planning for quality, 
providing education and training for employees, allocating sufficient resources, introducing the latest 
quality programmes, improving quality continuously, and finally, implementing quality management 
practices at a high level, to meet customer’s needs and expectations. On the other hand, independent 
hotels in Jordan, unfortunately, still follow traditional management in managing their operations 
which is lacking any sense of quality and improvement, and they prefer to keep work going as it is 
without any improvement or change, ignoring customer’s needs and expectations. These hotels 
consider quality to be an extra cost, which is unnecessary for them to pursue, and that leads to a very 
low level of implementation of quality management practices. The current study suggested that TQM 
practices are strongly implemented in chain-affiliated hotels. These findings were supported by Arasli 
(2002a, 2002b) who distinguished between hotels based on their level of TQM readiness, Claver- 
Cortes et al. (2008) who revealed that there was a high degree of TQM commitment in three- to five- 
star hotels in Spain, and those hotels were usually chain-affiliated and own more resources to meet 
quality standards and to implement quality practices.
3. What is the appropriate working environment fo r  organisational creativity in the hotel industry?
In this study, work environment for creativity in the hotel industry was measured from two aspects: 
stimulants to creativity (i.e. organisational support, supervisory support, work group support, 
challenging work, freedom and sufficient resources), and obstacles to creativity (i.e. organisational 
impediments and workload pressure). In other words, a work environment could be supportive or 
obstructive for creativity, according to the level of stimulants to creativity as well as the level of 
obstacles to creativity. The findings of the current study revealed that Jordanian resort hotels had a 
high level of stimulants to creativity (mean=2.82) which includes six factors: work group support, 
which had the highest mean score (mean=2.87), then supervisory support (mean=2.84), followed by 
challenging work (mean=2.83), freedom (mean=2.82), sufficient resources (mean=2.81), and finally, 
the lowest mean score was for organisational support (mean=2.73). These hotels had a low level of 
obstacles to creativity (mean=1.59), which includes two factors: organisational impediments, which 
had the highest mean score (mean=1.60), followed by workload pressure (mean=1.58).
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The previous results argued that Jordanian resort hotels created an appropriate working environment 
for creativity by fostering the stimulants and downplaying the obstacles to creativity. More 
specifically, hotels have a supportive working environment through encouraging work groups to 
support and help each other with new ideas, supporting of employees’ contributions by their 
supervisors, giving employees a sense that they are working on challenging and important work, 
allowing employees to decide what work to do and how to do it, allocating sufficient resources (e.g. 
funds, materials, facilities and information) for employees to apply new ideas, and finally, rewarding 
and recognising employees for their creative work by organisational support. These hotels downplay 
the obstacles to creativity so that they are less obstructive for creativity by avoiding organisational 
impediments that hinder creativity (e.g. internal political problems, destructive internal competition 
and harsh criticism of new ideas), and reducing workload pressure (e.g. time pressure, distractions 
from creativity and unrealistic work expectations) on employees enabling them to be more creative at 
their work. This study confirmed that the working environment in the hotel industry is an appropriate 
environment for creativity due to stimulants to creativity being higher than obstacles to creativity.
4. What is the link between TQM and work environment fo r  creativity in the hotel industry? 
Establishing a research design using traditional analysis techniques such as regression analysis or 
even the SEM technique to test the link between TQM adoption and perceptions of the creative work 
environment directly is not possible. This research therefore used two samples, one based on 
managers’ perceptions to explore TQM adoption and the second based on employees’ perceptions of 
their creative working environment. It was then possible to use cluster analysis to classify the hotels 
into two groups based on their TQM implementation, and then make comparisons between these 
groups regarding their creative working environment. As discussed earlier, the study’s findings 
identified two groups of hotels based on their TQM implementation, namely. Tow TQM adopters’ 
and ‘high TQM adopters’.
Comparing these two groups of TQM adopters indicated that there are significant differences between 
TQM adopters in terms of creative work environment. More specifically, stimulants to creativity 
(mean=3.02) were higher in ‘high TQM adopters’ than in ‘low TQM adopters’ which had 
(mean=2.39). Although obstacles to creativity were low in both TQM adopters, ‘high TQM adopters’ 
had lower obstacles to creativity (mean=1.49), and ‘low TQM adopters’ had higher obstacles to 
creativity (mean=1.88). The ‘high TQM adopters’ had a strongly supportive work environment for 
creativity, whereas ‘low TQM adopters’ showed obstructive work environment for creativity. This 
study argued that different levels TQM implementation lead to different creative working 
environments. The researcher concluded that TQM implementation has a positive impact on creative 
work environment.
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5. What is the relationship between TQM and organisational creativity in the hotel industry? 
Comparing between the two groups of hotels - Tow TQM adopters’ and ‘high TQM adopters’-in term 
of organisational creativity. The results indicated that there are significant differences between TQM 
adopters regarding organisational creativity. More specifically, organisational creativity (mean=3.17) 
was higher in ‘high TQM adopters’ than in ‘low TQM adopters’ which had (mean=2.23). As 
discussed earlier, the ‘high TQM adopters’ had a strongly supportive work environment for creativity, 
leading to higher creativity, whereas ‘low TQM adopters’ showed obstructive work environment for 
creativity and therefore lower creativity. This study argued that different levels TQM implementation 
lead to different levels of organisational creativity. In other words, ‘high TQM adopters’ can be 
considered creative hotels, while ‘low TQM adopters’ can be considered uncreative or traditional 
hotels. The researcher concluded that TQM implementation has a positive impact on organisational 
creativity.
6. What is the role o f employee attitudes in mediating the relationship between a work environment 
fo r  creativity and organisational creativity in the hotel industry?
The study’s findings argued that employee attitudes (i.e. intrinsic motivation and value commitment) 
partially mediated the relationship between stimulants to creativity and creativity, and also that the 
relationship between obstacles to creativity and creativity is partially mediated by employee attitudes 
(i.e. job satisfaction, intrinsic motivation and value commitment). Furthermore, a high or positive 
work environment for creativity leads to high levels of employee attitudes (i.e. job satisfaction, 
intrinsic motivation, value commitment and commitment to stay) and vice versa. More specifically, in 
hotels with a high level of stimulants to creativity (mean=3.02) and lower obstacles to creativity 
(mean=1.49), employees had higher levels of job attitudes such as intrinsic motivation (mean=5.6), 
job satisfaction (mean=5.39), value commitment (mean=5.51), and commitment to stay (mean=4.57). 
On the other hand, in hotels with a low level of stimulants to creativity (mean=2.23) and high 
obstacles to creativity (mean=1.88), employees had lower levels of their job attitudes such as intrinsic 
motivation (mean=4.31), job satisfaction (mean=3.97), value commitment (mean=3.81), and 
commitment to stay (mean=3.53). Consequently, a work environment for creativity positively 
encourages employees to find motivation and satisfaction in their work, and commitment to their 
hotels. These employee attitudes play an important role in enhancing creativity in the hotel industry.
10.4 CONTRIBUTIONS OF THE STUDY
As discussed earlier in Chapter Five, the majority of studies in both TQM and organisational 
creativity were conducted in western or developed contexts, and therefore the current study’s scales 
were from those contexts. Although, this study was conducted in a different context -non-western and
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developing- that had different language as well as culture. This differentiation could impede the 
applicability of this type of research in a developing country. However, this study provided strong 
evidence that the study’s scales can be used in different contexts which reflects no differences 
between western and non-western contexts. Additionally, the majority of resort hotels in this study 
were international hotel chain and that reflects the international context of this study. Hence, the 
findings of this study were similar to the findings of previous studies conducted in western and 
developed contexts, and that indicated this study is international study which can be used in any 
context. The study’s findings provide several major theoretical contributions, as well as practical 
implications for practitioners and managers in the hotel industry.
10.4.1 Theoretical Contributions
This study added important theoretical contributions to the current literature related to TQM, 
organisational creativity and innovation. The first contribution of this study is in the area of scale 
development and testing.
• A TQM adoption scale was developed based on the amalgamation of previous scales (i.e. 
Saraph et al., 1989; Flynn et al., 1994; Ahire et al., 1996; Zhang et al., 2000; Claver et al., 
2003). It consists of 12 factors, namely: top management commitment, leadership support, the 
role of quality department, supplier relationship, quality data and reporting, product/service 
design, employee management, process management, education and training, continuous 
improvement, customer focus and quality planning. The validity and reliability of the new 
TQM scale was confirmed for use in the hotel industry and potentially also in other industry 
sectors.
• This study confirmed that the innovation scale, first developed by Prajogo and Sohal (2003), 
consisting of two dimensions (product innovation and process innovation), is a valid and 
reliable scale for use in the hotel industry.
• The research also explored the use of the KEYS instrument, initially developed by Amabile et 
al. (1996). Once again this instrument was confirmed as a valid and reliable scale to measure 
the work environment for creativity and aspects of creativity and productivity. The work 
environment for creativity scale had two groups of factors: environmental stimulants to 
creativity (including six dimensions: freedom, sufficient resources, organisational 
encouragement, challenging work, work group supports and supervisory encouragement) and 
environmental obstacles to creativity (including two dimensions: organisational impediments 
and workload pressure). The outcomes of work environment for creativity are creativity arid 
productivity.
• The intrinsic motivation scale, developed by Warr et al.’s (1979), was confirmed as a valid 
and reliable scale for use in the hotel industry.
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•  This study confirmed that a job satisfaction scale with nine items had two dimensions instead 
of the single dimension suggested by Hsu (2009), namely ‘rewards’, and ‘job environment’. 
The validity and reliability of the job satisfaction scale was confirmed in this study for the 
hotel industry.
• The organisational commitment scale, developed by Porter et al. (1974), also showed two 
dimensions instead of the single dimension confirmed by Porter et al., namely ‘value 
commitment’ or ‘affective commitment’, and ‘commitment to stay’ or ‘continuous 
commitment’.
• Finally, the Service Innovation Performance (SIP) scale, consists of two scales: the Employee 
Service Innovation Behaviour (ESIB) scale was originally developed by Scott and Brue 
(1994), and the New Service Development (NSD) scale was originally developed by Matear 
et al. (2004). This study confirmed that the SIP scale is a valid and reliable scale for use in the 
hotel industry.
The second contribution of this study is in building two theoretically based and empirically tested 
comprehensive research models.
• The first model, the TQM model, confirmed the positive impact of TQM implementation on 
both product innovation and process innovation directly, as well as the indirect effect of TQM 
on product innovation through process innovation. This model supported the positive 
arguments regarding the relationship between TQM and innovation performance as discussed 
in the literature. It also found a causal relationship between process innovation and product 
innovation. Furthermore, this study found different TQM models for each group of TQM 
adopters; for example, TQM in ‘low TQM adopters’ was not able to affect product innovation 
directly, but it impacts process innovation directly and product innovation indirectly through 
process innovation, while TQM in ‘high TQM adopters’ was strongly able to affect both 
process innovation and product innovation directly, as well as product innovation indirectly 
through process innovation. This study confirmed that TQM is a very important management 
practice for enhancing innovation.
• The second model, the creativity model, supported the positive impact of stimulants to 
creativity on work outcomes (i.e. creativity, productivity, ESIB and NSD) directly and 
indirectly through employee attitudes (i.e. intrinsic motivation, job satisfaction, value 
commitment and commitment to stay), while obstacles to creativity had a negative impact on 
work outcomes directly and indirectly through employee attitudes. Causal relationships were 
also found between employee attitudes and work outcomes. This model confirmed that an 
appropriate work environment for creativity enhances work outcomes. The current study 
found different creativity models for each group of TQM adopters; for example, stimulants to 
creativity in hotels with low TQM practices impact work outcomes as well as employee
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attitudes, and they were not able to reduce obstacles to creativity, which in turn were not able 
to impact on work outcomes or even employee attitudes, since these variables were very low. 
On the other hand, stimulants to creativity in hotels with high TQM practices were strongly 
able to create an appropriate work environment that fosters creativity, which in turn leads to 
enhanced employee attitudes and work outcomes, and these stimulants to creativity were able 
to reduce obstacles to creativity, and therefore obstacles impeded only ESIB. This study 
argued that a supportive working environment for creativity is an essential environment for 
better employee attitudes and enhancing work outcomes. Furthermore, the holistic creativity 
model showed unexpected relationships among variables, for example, intrinsic motivation 
having a negative relationship with commitment to stay, while commitment to stay had a 
negative relationship with ESIB, and many relationships in the creativity model disappeared 
due to the simultaneous effects of variables on each other.
The third contribution is to highlight the key findings of this study.
• It revealed that all the CSFs of TQM practice are significantly and positively related to both 
product innovation and process innovation. Hence, this study argued that TQM 
implementation had a significant positive relationship with innovation, and process 
innovation had a positive effect on product innovation.
• This study provided evidence that stimulants to creativity had significant positive effects on 
work outcomes (i.e. creativity, productivity, ESIB and NSD), while obstacles to creativity had 
significant negative impact on work outcomes.
• The findings confirmed the positive effects of stimulants to creativity on employee attitudes 
(i.e. intrinsic motivation, job satisfaction, value commitment and commitment to stay), while 
obstacles to creativity had negative effects on those employees attitudes. The relationships 
between work environment for creativity and work outcomes were partially or fully mediated 
by employee attitudes.
• The current study confirmed that creativity had positive relationships with productivity and 
service innovation performance (i.e. ESIB, NSD), productivity had positive effects on service 
innovation performance, and finally, ESIB had a positive relationship with NSD.
The fourth contribution of this study is in classifying hotels into groups, based on their level of TQM 
practices, namely: ‘high TQM adopters’ with a high level of TQM implementation, and ‘low TQM 
adopters’ with a low level of TQM implementation. More specifically, this study confirmed that the 
two groups of TQM adopters were significantly different in terms of all the study’s variables.
• The ‘high TQM adopters’ had high levels of innovation and stimulants to creativity, and low 
level of obstacles to creativity. This study also confirmed that employees in these hotels were
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more satisfied and motivated in their current work, and committed to their hotels, and hence 
work outcomes (i.e. creativity, productivity, ESIB, NSD) were higher.
• The Tow TQM adopters’ had low levels of innovation and stimulants to creativity, and 
moderate level of obstacles to creativity, while employees in these hotels showed less intrinsic 
motivation, job satisfaction and commitment, and ultimately, low levels of work outcomes in 
these hotels.
The fifth contribution is that new knowledge has been added by this study in terms of TQM, 
innovation, work environment for creativity and organisational creativity. This study established the 
CSFs of TQM implementation in the hotel industry, while most previous empirical studies have 
focused on TQM implementation in manufacturing and service industries rather than in the hotel 
industry. The findings of this study identified 12 CSFs of TQM implementation in hotels, which 
indicates that hotels are considered a workable context for TQM implementation. Thus, researchers 
will be able to use the TQM scale to develop quality management theory. These findings negate the 
notion that, since innovation requires the adoption of new technologies, it is more related to 
manufacturing industry than to service industry. Thus, the current study’s results were supported by 
Prajogo’s (2006) findings that both process and product innovation exist in service organisations. This 
study also confirmed that the hotel work environment is an appropriate environment for stimulating 
creativity, and that process innovation and product innovation are both well established in the hotel 
industry.
Some studies give negative arguments supporting a negative relationship between TQM and 
innovation, and these arguments suggest that TQM creates more disadvantages for innovation than 
advantages, because, it is argued, some aspects of TQM could hinder innovation and creativity due to 
the enforcement of formalisation or standardisation, a position which assumes that TQM implies more 
bureaucracy. This study’s findings, however, supported the positive arguments that claim that TQM 
practices can create an appropriate environment for innovation at work. This study provided strong 
evidence that a high level of TQM implementation led to high innovation, while low TQM adopters 
had low innovation. No negative impact of TQM practices on innovation was found, hence, successful 
TQM implementation can improve innovation. The current study was the first one to make a link 
between the TQM model and the creativity model, and the findings revealed the positive impact of 
TQM implementation on work environment for creativity, as well as on organisational creativity in 
the hotel industry. Hence, TQM theory can be linked with innovation and, more specifically, with 
creativity theory.
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10.4.2 Practical Implications
The findings of this study provide several practical implications for practitioners and managers in the 
hotel industry. Regarding TQM practices, the CSFs of TQM implementation, including both soft 
factors and hard factors, showed an important role in impacting other variables positively. Managers 
can use the TQM instrument developed in this study to assess the level of TQM practices in their 
hotels and to identify problem areas that should be improved, as well as to classify their hotels based 
on TQM implementation as confirmed in this study.
The results showing a positive relationship between TQM and innovation indicated that successful 
TQM implementation enhances innovation, and more specifically, TQM practices improve product 
innovation indirectly through process innovation. In other words, innovations in processes in hotels 
improve the innovation of products or services. Thus, hotels have to improve process innovation such 
as operations and service delivery in order to obtain new services/products. This study provided 
strong evidence that a high level of TQM implementation led to high innovation, while low TQM 
adopters had low innovation. Thus, the positive relationship between TQM practices and innovation 
could encourage practitioners and managers to enhance the level of TQM implementation in order to 
improve innovation. This study showed the importance of a positive work environment for creativity 
(or stimulants to creativity) in improving work outcomes (i.e. creativity, productivity, ESIB and NSD) 
as well as in reducing negative work environment for creativity (or obstacles to creativity). Therefore, 
hotels can promote a work environment for creativity by fostering stimulants to creativity (i.e. 
organisational support, supervisory support, work group support, challenging work, freedom and 
sufficient resources) and downplaying obstacles to creativity (i.e. organisational impediments and 
workload pressure). Also, a positive work environment for creativity will influence employees to be 
more motivated and satisfied at work, and committed to their hotels.
This study showed the importance of employee attitudes since they had a positive impact on work 
outcomes (i.e. creativity, productivity, ESIB and NSD), and therefore managers have to find some 
ways to improve employee attitudes regarding job satisfaction, intrinsic motivation and organisational 
commitment in order to enhance work outcomes. Furthermore, managers can improve service 
innovation performance by fostering a work environment for creativity directly and indirectly through 
creativity and productivity. Managers can implement TQM as an important management practice for 
creating an appropriate working environment for creativity and innovation, which leads in turn to a 
better work environment for creativity, higher employee attitudes, enhancing creativity, increasing 
productivity, enhancing service innovation performance (ESIB and NSD) and promoting innovation.
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10.5 LIMITATIONS OF THE STUDY
This study is subject to several limitations, such as the general limitation of the shortage of relevant 
studies in TQM, creativity and innovation in the hospitality industry in general and in Jordanian hotels 
in particular. Other limitations are related to the research, such as instrument design, sampling 
technique, data collection and generalisation. The questionnaires in this study were adapted from a 
western context, and since western culture is different from Arab culture that may restrict the 
applicability of the questionnaires to Jordanian resort hotels. More specifically, the TQM scales were 
adapted from a manufacturing context, as most TQM scales have previously been applied in the 
manufacturing industry; the researcher modified the statements of these TQM scales to be more 
understandable and applicable in the hotel industry, but these modifications could influence the 
participants’ perspectives towards the TQM statements. As the questionnaires were in English, while 
the context of study used another language, Arabic, the researcher translated and back-translated them 
from English to Arabic. The translations of words from one language to another could lose some 
meaning because the right meaning is very difficult to obtain by translation. As a result, the 
participants’ responses in this study may be influenced by translation from English to Arabic. 
Therefore, these adapted questionnaires still need more attention when applied to a different culture 
and especially when using them in the Arabic version.
Regarding data collection, gaining physical access to Jordanian resort hotels was a major challenge 
for the researcher regarding distributing the study questionnaires to participants since resort hotels 
believe that the study topic is sensitive to them, that decreased the level of their cooperation with the 
researcher to obtain a representative sample in an unbiased way in order to get reliable and valid 
findings. Furthermore, all resort hotels refused to allow the researcher to distribute questionnaires 
directly to participants during work hours. The researcher was required to give HR managers blank 
questionnaires, and then collect returned questionnaires from HR managers after a few days since the 
resort hotels are geographically dispersed in the middle and south of Jordan. Additionally, sample 
errors could have occurred because data collection was conducted through HR managers rather than 
by the researcher contacting employees and their managers directly. Furthermore, the HR managers 
were responsible for distributing questionnaires to participants, and collecting returned questionnaires, 
and if they did not distribute the questionnaires to all participants, that could lead to sampling bias or 
non-response errors during data collection.
The sample size in this study was small, especially the managers sample, because the hotels imposed 
restrictions and only allowed the researcher to distribute a limited number of questionnaires. The 
researcher was able to distribute 800 questionnaires, including 170 TQM questionnaires to managers
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and 630 creativity questionnaires to employees, in a research population of 4,349 employees in 17 
four- and five-star resort hotels in Jordan. In the end, the researcher obtained 104 usable TQM 
questionnaires with a response rate of 62.3%, and 332 usable creativity questionnaires with a response 
rate of 53.9 %.
In the sample of managers, data were collected about the level of TQM practices and innovation based 
on their own perceptions, so some respondents from the same hotel might have different perceptions, 
although a detailed cluster analysis did not reveal this to be significant. As 35 per cent of the 
respondents were first-level managers, it is possible that this level of manager might not have 
evaluated correctly the current levels of TQM practices and innovation. Due to the sample of 
managers being small (104), it was impossible to conduct exploratory factor analysis for the 12 TQM 
scales (71 items) together, while in the sample of employees, the KEYS instrument was adapted from 
the American context to measure work environment for creativity, and in this study it was found that 
KEYS is factorilly complex in the non-western context, and some factors have different meanings to 
Arabs than to Americans. Thus, KEYS could have different construct validity in different cultures. 
This study aimed to explore the impact of TQM implementation on organisational creativity, but the 
challenging point is that TQM implementation was measured from the viewpoint of managers, while 
organisational creativity was measured from the viewpoint of employees.
10.6 DIRECTIONS FOR FUTURE RESEARCH
This study aims to explore the effect of TQM implementation on organisational creativity. The 
implementation of TQM was measured based on managers’ perspectives, while organisational 
creativity was measured based on employees’ perspectives, so that this study used different units of 
analysis. Further studies could be conducted by measuring both TQM implementation and 
organisational creativity from the same sample based on either managers’ perspectives or employees’ 
perspectives. This would help more in exploring the relationships between TQM implementation and 
organisational creativity. Other studies could test the relationships between TQM and work 
environment for creativity, and work outcomes (i.e. productivity and service innovation performance) 
based on managers’ perspectives. Another study could be conducted to measure work environment for 
creativity based on managers’ perspectives.
A further study could measure the level of TQM implementation in the same hotels based on 
employees’ perspectives in order to confirm the classification of hotels in term of TQM 
implementation. Another study could be conducted on the mediating relationships between TQM and 
innovation measures, more specifically to test whether organisational creativity can be a mediator in 
these relationships. Further research could examine the role of employee attitudes as mediators in the
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relationships between TQM practices and work outcomes. This study used cross-sectional survey 
methodology, and therefore a longitudinal study could prove fruitful for future research, especially in 
exploring the impact of TQM practices on performance over time.
Furthermore, job satisfaction was measured as one dimension, but the researcher found that job 
satisfaction needs to be measured through different facets and not one item for each facet. Future 
research could be conducted to measure job satisfaction multidimensionality through facets such as 
pay, promotion, work conditions, nature of work, co-worker, communication, operating procedures, 
fringe benefits, contingent rewards and supervision. Similarly, organisational commitment was 
assumed to be measured as one dimension, but the findings argued that organisational commitment 
has two dimensions, affective and continuance, indicating that organisational commitment is still a 
confused concept and needs more research in the hotel industry. This study focused only on intrinsic 
motivation as a motivator to creativity, so further research could be conducted to test extrinsic 
motivation as a motivator to creativity among employees in hotels.
10.7 SUMMARY
This research has explored the positive impact of the CSFs necessary for TQM implementation on 
organisational creativity in the hotel industry. Since there is a shortage of this kind of research in the 
hospitality industry and in developing countries such as Jordan, this study can be seen as an important 
study especially for the Jordanian hotel industry. The importance of this study was shown through 
measuring the levels of TQM implementation in Jordanian resort hotels, and then classifying these 
hotels based on their TQM implementation into two groups, namely. Tow TQM adopters’ and ‘high 
TQM adopters’. The research showed that in those hotels considered as ‘high TQM adopters’ there 
are positive and supportive work environments that stimulate creativity and innovation. The research 
confirmed that these hotels had more positive work environments for creativity, higher creativity, 
higher innovation, better productivity and better employee attitudes.
The research highlights the importance of implementing TQM practices in the hotel industry by 
revealing the positive impact of TQM practices on all the study’s key variables. The findings clearly 
showed that implementing successful TQM practices can help hotels to create an appropriate work 
environment for stimulating creativity and enhancing innovation.
Although both the TQM and innovation concepts were originally developed in the manufacturing 
context, this study has confirmed that both TQM and innovation are evident in the resort hotel 
industry in Jordan and are providing positive benefits in these hotels.
TQM is more than quality ... TQM is an innovative management practice
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Appendix 1: Manager’s TQM Questionnaire
UNIVERSITY OF
SURREY
Academic Research Questionnaire
Dear Manager,
As part of my PhD research in hospitality management at the University of Surrey, UK, I 
am conducting a pilot study on quality management practices in four and five-star hotels. 
This questionnaire is organised to fulfil the objectives of the research which are exploring the 
necessary factors for successful quality management as well indicating the level of quality 
management practices and its performance.
The questionnaire is in four parts. The first part will explore your perception of quality 
management at your hotel. The second part will investigate your perception of quality 
management performance. The third part will explore your perception of a list of factors that 
are identified in the literature as important for successful quality management. The fourth part 
will ask you some questions related to your personal profile and hotel characteristics.
Please complete this questionnaire based on your personal opinion. There are no right or 
wrong answers. When, you have completed the questionnaire, please send back to me. The 
results will be presented in general without reference to any individual respondents. As a 
reward for participating in this study, you may request a summary of the results from the 
study on completion in October 2011. You may want to use these results to provide some 
advice and guidance about quality management in your hotel.
Thank you for your cooperation for participating in this questionnaire,
Mukhles Al-Ababneh
PhD Researcher in Hospitality Management
School of Management
University of Surrey
GU2 7XH, United Kingdom
E-mail: m.al-ababneh@surrey.ac.uk
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Part I: The Practices of Quality Management
The following statements are related to the quality management practices based on a 
comprehensiye reyiew o f the quality management literature. Please, indicate the leyel of 
practices in your hotel o f each o f the following statements. For each statement please select 
one appropriate answer from the scale: l=N ot at all, 2= Very little extent, 3= Little extent, 
4=Moderate extent, 5=Large extent, 6= Very large extent, if  not applicable at your hotel
No. Item 1
Not 
at all
2 3 4 5 6
Very
large
extent
N/A
1 This hotel strives to establish long-term relationships 
with suppliers.
2 Top-level managers in our hotel view quality as being 
more important than cost.
3 This hotel encourages employees to participate in 
education and training.
4 A quality department is visible in our hotel.
5 This hotel reviews the thoroughness o f new 
product/service design before the product/service is 
served to customers.
6 Cost of quality data is available in our hotel.
7 This hotel uses acceptance sampling to accept/reject 
work.
8 Managers in our hotel are aware o f the results of 
customer satisfaction surveys.
9 Line employees in our hotel check the quality o f their 
own work.
1 0 Managers in our hotel actively communicate a quality 
commitment to the employees.
11 The senior management of this hotel sets objectives for 
managers.
1 2 Quality programme in our hotel aims to save time and 
cost in all internal processes.
13 Our suppliers are actively involved in our new 
product/service development process.
14 Top-level managers in our hotel view quality as being 
more important than meeting production schedules.
15 Resources are available for employee education and 
training in our hotel.
16 Quality department in our hotel has access to 
departmental management.
17 This hotel allows coordination among departments that 
are related to the product/service development process.
18 Quality data (i.e., error rates, defect rates, scrap, 
defects, etc.) are available in our hotel.
19 This hotel has an amount of preventative equipment 
maintenance.
2 0 Customer complaints in our hotel are given to 
managers regularly.
2 1 This hotel encourages line employees to fix problems 
they find.
2 2 This hotel encourages employees to help implement 
changes at work.
23 The management o f this hotel sets objectives for all 
employees.
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No. Item 1
Not 
at all
2 3 4 5 6
Very
large
extent
N/A
24 This hotel reinforces continuous improvement of ali its 
products, services and processes.
25 This hotel considers quality as the number one criterion 
in selecting suppliers.
26 Top-level management in our hotel evaluates hotel 
performance heavily dependent on quality.
27 Most employees in our hotel are trained on how to use 
quality management practices.
28 Quality department in our hotel is independent.
29 The quality of new product/services in this hotel is 
emphasised in relation to cost or schedule objectives.
30 Quality data in our hotel are always up to date.
31 Inspection, review, or checking of work in our hotel is 
automated.
32 This hotel actively seeks ways to improve our primary 
product/service in order to achieve greater customer 
satisfaction.
33 This hotel often uses cross-functional teams.
34 Managers and supervisors in our hotel allow 
employees to make their own decisions.
35 The management of this hotel communicates its 
strategy and objectives to all employees.
36 This hotel uses specific organisational structures (i.e., 
quality committees, work teams) to support quality 
improvement.
37 This hotel relies on a small number of high quality 
suppliers.
38 Top-level managers in our hotel allocate adequate 
resources for improving quality.
39 Quality awareness education in our hotel is given to 
employees.
40 This hotel supports coordination between the quality 
department and other departments.
41 This hotel has clear product/service specifications and 
procedures.
42 This hotel uses quality data (i.e., cost of quality, 
defects, errors, scrap, etc.) as tools to manage quality.
43 This hotel carries out incoming inspection, review, or 
checking.
44 This hotel has been customer focused for the past two 
years.
45 This hotel evaluates all employees’ suggestions.
46 Managers and supervisors in our hotel motivate their 
employees and help them perform at a high level in 
their tasks.
47 This hotel evaluates results by comparing them with 
planned results in order to make improvements.
48 This hotel identifies areas for improvement.
49 This hotel has clear quality goals identified by top- 
level managers.
50 This hotel introduces specific work-skills training to all 
employees.
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No. Item 1
Not 
at all
2 3 4 5 6
Very
large
extent
N/A
51 Quality department in our hotel is effective in 
improving quality.
52 This hotel considers implementation in the process of 
product/service design.
53 Quality data in our hotel are available to hourly 
employees.
54 This hotel carries out in-process inspection, review, or 
checking.
55 Line employees in our hotel are given the resources 
necessary to correct quality problems they find.
56 Top-level managers in our hotel often discuss the 
importance o f quality at hotel-wide meetings.
57 Quality data in our hotel are available to managers and 
supervisors.
58 This hotel carries out final inspection, review, or 
checking.
59 Technical assistance is available to line employees in 
our hotel to help them solve quality problems.
60 This hotel uses quality data to evaluate supervisor and 
managerial performance.
61 The production schedule/work distribution in our hotel 
is stable.
62 This hotel implements employees’ suggestions.
63 This hotel regards employees as valuable and long­
term resources worthy of receiving education and 
training throughout their career.
64 This hotel uses automation in its processes.
65 This hotel measures and recognises employees’ 
performance in order to support quality programmes.
66 This hotel emphasises quality by sales, customer 
service, marketing, and public relations (PR) personnel.
67 This hotel displays quality data, control charts, etc., at 
employees’ work stations.
68 This hotel introduces process design as “fool-proof’ 
and minimizes the chances of employees’ errors.
69 A problem solving network is available in our hotel to 
line employees in solving quality related problems.
70 Information management in our hotel aims to support 
quality management.
71 This hotel has clear instructions of work or process to 
employees.
Part II: Quality Management Performance
The following statements are related to quality management performance at your hotel. For 
each statement please select one appropriate answer from the scale: 1= Worst in industry, 
2=Below average, 3= Average, 4=^ Above average, 5 = Best in industry.
No. Item 1
W orst in 
Industry
2 3 4 5
Best in 
industry
1 The level o f newness o f our new products/services.
2 The competitiveness o f our technology.
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No. Item 1
W orst in 
industry
2 3 4 5
Best in 
industry
3 The innovation of our technology in new product/service 
development.
4 The updated-ness of our technology in hotel’s processes.
5 The speed of our new product/service development.
6 The speed of our adoption of the latest technological 
innovations in hotel’s processes.
7 The number of our new products/services introduced to the 
market.
8 The rate of our change in processes, techniques and 
technology.
9 The number of our new products/services that is first-to- 
market.
Part III: Factors of Quality Management
In this part, I am trying to determine your perception o f the necessary factors for successful 
quality management practices in your hotel. Please select one appropriate answer in response 
to each o f  the following questions.
a : Is there a quality department or quality committee at your hotel? Yes I I No
□Q2: Has your hotel implemented a formal quality programme? Not applicable
I  I  Between 2 to 5 years ago 
*Please state here quality programme(s): ...
I I Less than two years ago
I I More than 5 years ago
Q3: Please rate the following factors as to their level o f importance to the successful quality 
management practices in your hotel. For each factor please select one appropriate answer 
from the scale: 1= Not at all important, 2=Unimportant, 3 = 0 f  little importance, 
4=Moderately important, SMmportant, 6^Very important.
No. Factor 1
Not at all 
important
2 3 4 5 6
Very
important
1 Top management commitment
2 Leadership support
3 The role of quality department
4 Supplier quality management
5 Quality data and reporting
6 Product/ service design
7 Employees management
8 Process management
9 Education and training
10 Continuous improvement (Cl)
11 Customer focus
12 Quality planning
-449-
M Al-Ababneh Appendices
Part IV: Personal Profile and Hotel Characteristics
This part will ask you a few questions about yourself and your hotel. Please choose one most 
appropriate answer.
A. Personal Profile
1. Gender:
Cl MaleAge:
I I 25 years or less j j
I I 46-55 years
3. Nationality: Specify..
□
I I Female 
26-35 years j | 36-45 years
56 years or more
4. F ighest education qualification obtained:
Less than secondary education j j Secondary education
I I Undergraduate degree j j Postgraduate degree
5. How long have you been working at your hotel? 
I I 1 year or less
I I 5-7 years □
2-4 years 
8 years or more
6. What is your position level at your hotel?
I I First-line manager j j Middle manager j j Top manager
B. Hotel Characteristics
7. What is the name of your hotel? Specify..........................................................
8. The classification of your hotel? 
Four stars
9. Hotel Affiliation?
I I National chain
□
International chain
Five stars
I I Independent
10. Hotel management?
I I Owner managed j j Management contract j j Franchise
11. How many rooms in your hotel? Specify..............................................................
12. How many employees in your hotel? Specify.
‘Many thanks for your cooperation in completing this questionnaire’
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Appendix 2: Hotel’s Invitation Letter
J UNMVFRSITY OI
SURREY
Mukhies Al-Ababneh 
PhD R esearcher
Faculty of Management and Law 
School of Management 
University of Surrey 
GU2 7XH, UK
m.al-ababneh@surrey.ac.uk
www.surrey.ac.uk
Dear General Manager,
I am a lecturer in Hotel Management at the Faculty o f Archaeology, Tourism and Hotel 
Management, Al-Hussein Bin Talal University, Jordan. Currently, 1 am doing PhD in 
Hospitality Management at the University o f Surrey in England. My research is exploring the 
effect o f quality management implementation on organisational creativity in the hotel 
industry. In this, 1 am focusing on Jordanian four and five-star resort hotels. In this research, 1 
am required to collect some primary data pertaining to the role o f quality management on 
organisational creativity, as well innovation and productivity in the Jordanian hotel industry. 
As Dead Sea, Petra and Aqaba are main tourist destinations for resort hotels in Jordan, they 
are the ideal places to collect data. Hence, 1 am inviting your hotel to participate in this study.
1 am aware that the privacy o f hotel is your prime concern. 1 would not conduct the 
distribution without your consent and your permission. 1 will therefore be extremely grateful 
if  1 could have a permission to visit your hotel and distribute questionnaires to managers and 
employees in your hotel. 1 can assure you that the data collected from your hotel are 
important and will be treated confidentially. The data will only be used for academic purpose 
in my research. The results will be presented in general without reference to any individual 
respondents or even hotel’s name. As a reward for participating in this study, you may 
request a summary o f the results from the study on completion in October 2011. Your hotel 
may want to use these results to provide some advice and guidance about quality 
management and organisational creativity.
I’m looking forward to your informing me o f a positive decision to participate as soon as 
possible. 1 will really appreciate it if  you could inform me about your permission via email or 
personal contact.
For further questions please do not hesitate to contact me:
Yours sincerely,
Mukliles Al-Ababneh 
PhD Researcher-Hospitality Management 
Supervised by Prof. Andrew Lockwood 
School o f Management, University o f Surrey, UK.
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Appendix 3: Supervisor’s Support Letter
UNIVERSl'H' OF
SURREY
P rofessor Andrew Lockwood 
Forte P rofessor of M anagem ent
A ssociate Dean Learning and 
Teaching
Faculty of Management and Law 
And
Head of the Division of Hospitality
and Tourism
School of Management
a.iockwood@surrey.ac.uk
www.surrey.ac.uk
TO WHOM IT MAY CONCERN 
Mr Mukhies Al-Ababneh
I w ould like to ask  for your help in supporting the data  collection being conducted by the ab o ve  
nam ed  student as part o f his P hD  research.
T h e  topic of his research is -  looking a t the link betw een quality m a n a g e m e n t and creativity in 
Jordanian resort hotels - I am  sure you will ag ree , a  very interesting one and one that has a  
particular re levance to hotels in your area .
I would like to reassure you that an y  inform ation that you provide will be treated  in the strictest 
confidence and only used for the purposes o f acad em ic  research. T h e  n am es of the hotels  
used in the survey will not be identifiable in the final report.
M ay  I th ank you in ad van ce  for your help with the research  and helping M ukh ies to co m plete  
his studies successfully.
Y ours faithfully,
A n d rew  Lockwood
Forte Professor o f Hospitality M an ag em en t  
A ssociate D ean  Learning and T each ing  
Faculty o f M an ag em en t and Law  
H ead  o f Division o f Hospitality and Tourism  
School o f M an ag em en t
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Appendix 4: Sponsor’s Support Letter in Arabie Language
dill fum
. . . . .  .AL-HUSSEIN BIN TALAL U N im S IT Y  /
d':   . .
O ffice o f  the P resident \ \  . y  /  uuL e
Réf. : •— .........
Date :—.........  — ......... -.......... .....  ......... ................<i;:dS£.AlA..S?. : èîjLili
J -------------- aSfl 4 ^  (> — a2
m  4 ulra Auau
j  j j j - a L a  (_xalâ_* .iJuuiil t e l ( J Z > U a  ( j j
Â jL tküY l ^ j j p i  LÉ Ü jj t l ^ U a J ^  j  (_£J.WI A*.aL=k ^  o j \ s \  (j.A ju aâÛ
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J'isit the University site on the web at: http://www.ahu.edu.io 
Our e-mail address : uhn@ÿo.com.jo
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Appendix 6: The Results of Rotated Exploratory Factor Analysis (TQM Scales)
N. Item Component
2 3 4 5 6 7 8
1 Q20 .798 i
2 Q46 .785
3 Q24 .775
4 Q43 .772
5 Q44 .769
6 Q47 .750
7 Q21 .731
8 Q32 .729
9 Q35 .727
10 Q26 _ 7 1 8 a .
11 Q49 .717
12 Q54 .706
13 Q45 .695 .438
14 Q23 .687
15 Q19 .686
16 Q48 .683
17 Q66 .677 .474
18 Q58 .670
19 Q36 .663 .429
20 Q22 .662 .406
21 Q50 .661 .441
22 QIO .655
23 Q17 .643 .423
24 Q55 .632 .417
25 Q25 .630
26 Q41 .630
27 Q56 .622
28 Q64 .617 .422
29 Q63 .614
30 Q52 .614
31 Q65 .603 .441
32 Q71 .588 .407 .428
33 Q12 .554
34 Q59 .548 .536
35 Q57 .508 .488 .448
36 03 8 .505 ;
37 061 .497 .409 .409
38 04 2 .494
39 0 9 .426
40 0 1 6 .721
41 0 1 8 .690
42 0 14 .666
43 Q15 .426 .626
44 Q51 .454 .621
45 0 4 0 .603
46 053 .589
47 07 0 .425 .525 .419
48 031 .513
49 0 3 9 .470 .463
50 06 7 .483 .615
51 0 6 9 .579 .580
52 06 0 .477 .563
53 06 2 .538 .542
54 Q34 .526
55 0 4 .431 r V .4 3 9  . .404
56 Q8 .411 .673
57 Q3 .613
58 O il .538 .578
59 Q5 .574
60 Ql .497
61 0 37 .640
62 033 .411 .607
63 Q68 .414 .462
64 0 6 .740
65 0 2 8 .673
66 0 7 .500 .578
67 013 .456 .503 .426
68 027 .472 .439
69 0 2 9 .649
70 0 3 0 .407 .584
71 0 2 .721
Eigenvalue Value 21.118 8.610 6.382 5.484 4.673 4.176 3.656 2.837
% o f Variance 29.744 12.127 8.989 7.723 6.581 5.882 5.149 3.996
% o f cumulative 29.744 41.870 50.859 58.582 65.163 71.045 76.195 80.190
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Appendix 7: The Results of Reliability Analysis for TQM Scales
TQM  Scales N  o f Items Cronbach's
Alpha
Item-total
Correlation
Cronbach's 
Alpha if  Item  
Deleted
FI. Top M anagement Commitm ent 5 .932
Q14.Top-leveI managers in our hotel view quality as being more important than 
meeting production schedules.
,716
.935
Q26.Top-level management in our hotel evaluates hotel performance heavily 
dependent on quality.
.872
Q38.Top-level managers in our hotel allocate adequate resources for improving 
quality.
,794
Q49. This hotel has clear quality goals identified by top-level managers. ,849
Q56.Top-level managers in our hotel often discuss the importance o f  quality at 
hotel-wide meetings.
,876
F2. Leadership Support 4 .927
QIO. Managers in our hotel actively communicate a quality commitment to the 
employees.
,834
Q22.This hotel encourages employees to help implement changes at work. .859
Q34. Managers and supervisors in our hotel allow employees to make their own 
decisions.
.764
Q46.Managers and supervisors in our hotel motivate their employees and help 
them perfonn at a high level in their tasks.
.866
F3. Qualify Departm ent 4 .916
Q4. A quality department is visible in our hotel. ,777
Q16.Quality department in our hotel has aecess to departmental management. ,756
Q40. This hotel supports eoordination between the quality department and other 
departments.
.859
Q51. Quality department in our hotel is effective in improving quality. .849
F4. Supplier Relationship 4 .805
Q l. This hotel strives to establish long-tenn relationships with suppliers. ,547
Q13. Our suppliers are actively involved in our new product/service development 
process.
,655
Q25. This hotel considers quality as the number one criterion in selecting 
suppliers.
,676
Q37. This hotel relies on a small number o f  high quality suppliers. ,616
F5. Quality Data & Reporting 6 .914
QI8. Quality data (i.e., error rates, defect rates, scrap, defects, etc.) are available in 
our hotel.
.693
Q30. Quality data in our hotel are always up to date. .779
Q42. This hotel uses quality data (i.e., eost o f quality, defects, errors, scrap, etc.) as 
tools to manage quality.
.746
Q53. Quality data in our hotel are available to hourly employees. ,808
Q57. Quality data in our hotel are available to managers and supervisors. .834
Q67. This hotel displays quality data, control charts, etc., at employees’ work 
stations.
.699
F6. Product/Service Design 6 .943
Q5. This hotel reviews the thoroughness o f  new product/service design before the 
product/serviee is served to customers.
.806
Q17.This hotel allows coordination among departments that are related to the 
product/service development process.
.808
Q29. The quality o f  new product/services in this hotel is emphasised in relation to 
cost or schedule objectives.
,761
Q41.This hotel has clear product/service specifications and procedures. ,894
Q52. This hotel considers implementation in the process o f  product/service design. .876
Q66.This hotel emphasises quality by sales, customer service, marketing, and 
public relations (PR) personnel.
.826
F7. Employee M anagement 6 .953
Q9. Line employees in our hotel check the quality o f  their own work. ,767 ,954
Q21. This hotel encourages line employees to fix problems they find. .866
Q45.This hotel evaluates all employees’ suggestions. .856
Q55. Line employees in our hotel are given the resources neeessary to correct 
quality problems they find.
.849
Q59.Teclmical assistance is available to line employees in our hotel to help them 
solve quality problems.
.889
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TQM  Scales N of Items Cronbach's
Alpha
Item-total
Correlation
Cronbach's 
Alpha i f  Item  
Deleted
Q69. A problem solving network is available in our hotel to line employees in 
solving quality related problems.
.898
F8. Process M anagement 10 .957
Q7.Tlhs hotel uses acceptance sampling to accept/reject work. .660 .958
Q19.This hotel has an amount o f  preventative equipment maintenance. .848
Q31. Inspection, review, or checking o f  work in our hotel is automated. .713
Q43. This hotel carries out incoming inspection, review, or checking. .841
Q54. This hotel carries out in-process inspection, review, or checking. .845
Q58.Tliis hotel carries out final inspection, review, or cheeking. .886
Q61.The production schedule/work distribution in our hotel is stable. .856
Q64. This hotel uses automation in its processes. .851
Q68.This hotel introduces process design as “fool-proof’ and minimizes the 
chanees o f  employees’ errors.
.756
Q71.This hotel has clear instructions o f  work or process to employees. .862
F9. Education & Training 5 .922
Q3.Tliis hotel eneourages employees to participate in education and training. .799
QIS.Resources are available for employee education and training in our hotel. .786
Q39. Quality awareness education in our hotel is given to employees. .750
Q50. This hotel introduces specific work-skills training to all employees. .844
Q63. This hotel regards employees as valuable and long-term resources worthy o f  
receiving education and training throughout their career.
.818
FIO. Continuous Im provement 5 .938
Q I2. Quality programme in our hotel aims to save time and cost in all internal 
processes.
.827
Q24.This hotel reinforces continuous improvement o f  all its products, services and 
processes.
.879
Q36. This hotel uses specific organisational structures (i.e., quality committees, 
work teams) to support quality improvement.
.819
Q48. This hotel identifies areas for improvement. .845
Q70. Information management in our hotel aims to support quality management. .803
FI 1. Custom er Focus 4 .933
Q8. Managers in our hotel are aware o f  the results o f customer satisfaction 
surveys.
.743
.943
Q20. Customer complaints in our hotel are given to managers regularly. .886
Q32. This hotel aetively seeks ways to improve our primary product/service in 
order to achieve greater customer satisfaction.
.902
Q44. This hotel has been customer focused for the past two years. .846
F12. Quality Planning 4 .948
Q l l .  The senior management o f  this hotel sets objectives for managers. .823
Q23. The management o f  this hotel sets objectives for all employees. .911
Q35.The management o f  this hotel communicates its strategy and objectives to all 
employees.
.892
Q47. This hotel evaluates results by comparing them with planned results in order 
to make improvements.
.876
Overall Soft Factors o f TQM  Scales Reliability 42 .986
Overall Hard Factors of TQM Scales Reliability 21 .980
Overall TQM  Scales Reliability 63 .991
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Appendix 8-A: Histogram and Q-Q Plot Charts (TQM)
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Appendix 8-B: Histogram and Q-Q Plot Charts (Product Innovation)
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Appendix 8-C: Histogram and Q-Q Plot Charts (Process Innovation)
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Appendix 9: Transcription of Full Interviews
Interview Questions
Ql: What do you think about quality from your own perspective or your hotel 
perspectives i f  different?
Q2: Is there a specific department fo r quality or quality committee or even team for  
quality in your hotel?
Q2: What is the importance o f quality in your hotel, and is your hotel looks to 
quality from one aspect or from different aspects?
Q4: What are the main applications for quality in your hotel in terms o f content 
and programmes, i f  quality is not applied what are the main reasons behind 
that?
Q5: Are your hotel management satisfied with the current applications o f quality?
Q6: Is your hotel interested in the results o f quality applications, and what are the 
most important o f those results?
Q7: Is your hotel considered quality as an extra cost which is unnecessary?
Q8: What are your hotel future ambitions about other quality applications in the short 
term as well the long term?
Interview (1)
Interviewee: Human Resource Manager 
Hotel: (3)
Date of Interview: 23-08-2010 
Interview Code: (HRM1-H3)
• 01: For me, quality means specific standards and specification, and for the hotel, we have the
same definition.
• 02: Training department in our hotel follows quality.
• O^' Quality is very important from different aspects in terms of customers, work itself,
management, and employees.
• 0 ^ ’ Quality is applying in our hotel through job training, lectures, accepting creativity and
following up programmes. Regarding to the implemented quality programmes, we conduct 
Guest Satisfaction Survey (GSS) monthly. Employee Status Panel Software (ESPS) for 
employees attendance through viewing the current status of our workforce every six 
months, and employees feedback are available for all through suggestions boxes.
• 05: Yes, our management are satisfied with the current status.
• 06: Yes, and some of these results are: improving customer services, enhancing customer
satisfaction, and increasing occupancy rate.
• 07: Of course, no, quality is important in our work
• 08: Each stage will create the need for different plan.
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Interview (2)
Interviewee: Human Resource Manager 
Hotel: (2)
Date of Interview: 23-08-2010 
Interview Code: (HRM2- H2)
V  J
• 01: For me, quality means meeting our chain standards. For the hotel, it refers to the quality of
produets and services.
• 02: There is a team for quality presided by HR manager.
• 03: Yes, quality is important from different aspects such as services, employees, work
environment and customers.
• 04: Yes, quality is applied in all departments such as reception, F& B service, and
housekeeping. We applied different programmes such as: ISO 20,000 Standard promotes 
an integrated process approach to deliver managed service in order to meet customers’ 
requirements; Hazard Analysis and Critical Control Points (HACCP) programme is a 
systematic preventive approach to food safety, which is used at all stages of food 
production. Finally, Environmental management system (EMS) is an environmental 
programme for developing, implementing and maintaining policy for environmental 
protection.
• 05: To a large extent, they are satisfied.
• 06: We follow quality applications through internal investigation included one investigator
from each department check quality once or twice a year, as well external investigation 
from chain they send quality investigator to ensure hotel quality. The results of quality 
are: improving the hotel image, improving overall services, enhancing customers’ 
satisfaction and their loyalty, and increasing occupancy rate and profits.
• 07: No, quality is a necessary application.
• 08: We are looking for the best quality applications.
/"
Interview (3)
Interviewee: Human Resource Manager & Quality Manager 
Hotel: (1)
Date of Interview: 23-08-2010 
Intei-view Code: (HR&QM3-H1)
V
01: Quality refers to comparing between bad and good based on standards. Quality is quality 
for me or for hotel.
02: We have a quality committee or a specific department for quality presided by HR manager 
and included a number of members as general manager, departmental managers, and
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quality ambassadors from employees. This committee supposed to have a meeting once or 
twice a month to discuss any problems and the reasons behind these problems, at the end 
of meeting we suggest action plan.
• 03: It is the most important thing in our work, and we look to quality from different aspects
such as quality of employee, quality of furniture, quality of work environment, quality of 
food and quality of service.
• 04: Quality is applied in all departments through different quality programmes such as: Hazard
Analysis and Critical Control Points (HACCP), ISO 20,000, ISO 22,000 is an international 
standard specifies the requirements for a food safety management system. Environmental 
management system (EMS), and training programmes for quality employees.
• 05: We are satisfied because what have been done till today are higher than our expectations.
• 06: Our hotel is interested in the results of quality applications. Audit for checking quality
conducting through four ways are: internal investigator from the hotel itself, external 
investigator from the chain, cooperation with some specialised companies in quality, and 
hidden guest. Some of the quality results are: improving customer services, enhancing 
customers’ satisfaction and their loyalty, and increasing occupancy rate and market share.
• 07: No, quality is a basic.
• 08: Follow up anything is new that will renew and develop our services.
Interview (4)
Interviewee: Human Resource Manager 
Hotel: (6)
Date of Interview: 24-08-2010 
Interview Code: (HRM4-H6)
• 01: For me, quality means applying agreed standards among hotels. For the hotel, the same
definition but application is different.
• 02: No quality department or even committee is existed, each department follows its quality,
but there are not any standards in this hotel to follow them.
• 03: Quality is important and it is a basis for any hotel success, but in our hotel most employees
ignorant the meaning of quality because training department is not existed.
• 04: Maybe 60% of quality practices are applied in all departments, and the main reasons for
not applying quality are: employees have not knowledge or even background about 
quality, and top managements are not concerning with quality and customers complaints.
• 05: Our top management are satisfied because nothing to apply.
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• 06: If this hotel applying any type of quality application, the problem is no one can follow that
application.
• 07: Yes, quality is an extra cost.
• 08: Now, this hotel pays a little attention to quality, and maybe in the future they will focus
more on quality.
Interview (5)
Interviewee: Front Office Manager 
Hotel: (4)
Date of Interview: 24-08-2010 
Interview Code: (FOM5-H4)
01: For me, quality means providing the best always. For the hotel, the same definition.
02: There is not a specific department for quality, but we work as one team included general 
manager to provide quality, and every two weeks we have a quality meeting for all 
departments.
03: Quality is important for hotel from service, food and beverage, cleanliness, and providing 
sufficient information when helping customers, and quality of employees in terms of 
their dealing with customers and among them, and employees’ appearance.
04: Quality is applied by following internal standards; these standards have been built based 
on managers’ experiences from international hotels, personal relationships, and full 
training programmes.
05: Approximately 80%, top management is satisfied about the current application, we still 
looking to apply other quality standards and training programmes.
06: This hotel is interested in the results of quality applications, for example, one of our 
procedures is through customer survey, and customers can assess services, employees’ 
performance, quality, rooms’ environment and location, and hotel perfomiance in 
general. Based on customers’ assessments, a meeting will be held to suggest solutions 
for providing the best. On the other hand, employees will be encouraged through 
training and improving their experiences and salaries in order to increase job 
satisfaction and to decrease turnover. Additionally, there is a suggestions box to receive 
their complaints and ideas. The results of quality such as: enhancing customers’ loyalty, 
and increasing occupancy rate and profits.
07: No, quality is important and basic.
08: We are looking to improve our quality service to be four-star plus hotel.
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Interview (6)
Interviewee: Human Resource Manager 
Hotel: (5)
Date of Interview: 24-08-2010 
Interview Code: (HRM6-H5)
• 01: For me, quality means a secret for success. For the hotel, quality is one objective of the
hotels objectives and priorities. Our strategy in general that customer satisfaction is first 
and high quality is second. This hotel considered customers as the first in front area, 
whereas employees are the first in the back area.
• 02: Yes, we have quality committee which is followed sales & marketing manager in the main
chain, and departmental managers follow quality programmes.
• 03: Quality is important, and it is considered number one in our hotel. From different aspects
such as service, and employee which is a basis.
• 04: Yes, it is applied. Quality programmes are: Guest Satisfaction Survey (GSS) conducting
monthly and that followed by meeting included top management and all departmental 
managers to discusses the results and provide solutions for any problem. Associate 
Opinion Survey (AOS) for enhancing workplace performance. Annual Employee Survey 
(AES), and chain standards.
• 05: We are satisfied, but we are looking for the best quality application.
• 06: The hotel is interested in quality, each departmental director comparing quality for services
with previous years, if any of services its quality go down, and then manager discusses that 
with his/her employees to find the problems and that followed by suggesting solutions. 
For example, GSS meeting will be held monthly included top managements and 
departments managers for providing solutions. Furthermore, top management assesses 
employees’ suggestions that have been received from suggestions box, and then 
management sends a thanks letter to all participants.
• 07: No, it is a needful applieation.
• 08: This hotel is looking to apply ISO programmes, IT programme for quality. Quality
programmes, open door policy.
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Interview (7)
Interviewee: Training Manager 
Hotel: (9)
Date of Interview: 25-08-2010 
Interview Code: (TM7-H9)V __________ _______________
* 01: Quality is everything that considered as a basis for hotel operations from providing 
products and services, and supporting services.
► 02: Training department follows quality and standards.
► 03: Quality is impartment and from all aspects, for example, employees quality speech and 
their behaviours.
► 04: Some quality programmes are applied in this hotel, for example. Quality Assurance (QA), 
Quality Assurance & Control (QAC), Internal Audit, monthly Audit (Quality Standards for 
people attitudes and skills), and Guest Feedback through survey and e-mail.
► 05: At the meantime, we are not satisfied, but we are looking for better.
► 06: Yes, the most important result is customer satisfaction.
' 07: No, there is no work without quality.
• OS: We are looking to be number one in the world and especially in quality.
Interview (8)
Interviewee: Human Resource Manager 
Hotel: (7)
Date of Interview: 25-08-2010 
Interview Code: (HRM8-H7)
01: Quality means providing the best service to meet customer requirements.
02: We have a team for quality presided by HR manager, and there is a meeting once monthly. 
03: It is important in all aspects of services (i.e., eustomer service).
04: Our hotel applied quality included Hazard Analysis and Critical Control Points (HACCP), 
and HR programmes for controlling quality.
05: No, because we are looking for the best.
06: This hotel follows quality results, and the most important results are customers’ 
satisfaction and their loyalty.
07: No, it is necessary application.
OS: We are looking for the best in improving our services and applying quality programmes.
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Interview (9)
Interviewee: Human Resource Manager 
Hotel: (11)
Date o f Interview: 25-08-2010 
. Interview Code: (HRM9-H11)
• 01: Our work based on quality, and we cannot work without quality.
• 02: A quality team presided by general manager, and a monthly meeting for quality.
• 03: Quality is important and it is a basis in our work in this hotel and customer loyalty.
• 04: We are applying different quality programmes to meet hotel and departments requirements,
for instance, ISO 22,000, Hazard Analysis and Critical Control Points (HACCP), and 
Green Key is a programme of Foundation of Environmental Education for environmental 
protection. Guest Feedback, and Employees’ Survey.
• 05: Yes, we are satisfied, regarding to quality service because we are number one in Jordan
and number three in the Middle East.
• 06: Yes, the most important results are customers’ loyalty and especially when we obtain
quality certificate, increasing occupancy rate, and increasing work.
• 07: No, quality is important for us.
• OS: We are looking to obtain a blue flag in the quality of beach.
' N
Interview (10)
Interviewee: Human Resource Manager & Training Manager 
Hotel: (8)
Date of Interview: 26-08-2010 
Interview Code: (HR&TM10-H8)
01: Quality is everything and standards, hotel provides services and thus quality is a basic 
thing.
02: Training manager follow quality in all departments, and each departmental manager has a 
responsibility for quality.
03: It is important from different aspects such as customer, food and beverage, and quality 
employees included training, skills and experiences.
04: We applied Guest Satisfaction Survey (GSS), and suggestions box for employees.
05: Top management is satisfied with quality applications.
06: Yes, the most important results of quality practices are enhancing hotel reputation and thus 
customers’ loyalty, increasing income (occupancy rate), and enhancing employees loyalty.
07: No, quality is necessary for training, improving employees and feedback.
OS: We are looking for applying HACCP, ISO programmes, and Green Key.
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Interview (11)
Interviewee: General Manager 
Hotel: (10)
Date of Interview: 26-08-2010 
Interview Code: (GMll-HlO)
01: Quality is a basic thing in work included reception, room service, F & B service and 
overall service.
02: No specific committee, or team, or department for quality, but General Manager in this 
hotel follows quality.
03: Quality is important from different aspects such as services, customers, and employees.
04: In this hotel, we do not have any speeific applications for quality.
05: We are looking for the best, but to some extent we are satisfied.
06: Yes, we do action plan to follow quality. The benefits of quality applications are: 
continuous customers, competitive advantage and increasing income.
07: Of course, quality is not an extra cost.
08: We are looking to have a quality committee or at least to hire one expert in quality.
Interviewee: Front Office Manager 
Hotel: (17)
Date of Interview: 26-08-2010 
Interview Code: (FOM12-H17)
Interview (12)
01: Quality means a lot for us, and providing the best to customers for all aspects of services.
02: We have a quality committee presided by general manager and this committee held a 
weekly meeting for quality.
03: This hotel looks to quality as an important concept in all aspects in our work.
04: Yes, it is applied, for example, ISO 20,000, Quality Control (QC), and other computer and 
network programmes.
05: Our top management is satisfied with the cuiTent applieations for quality.
06: Yes we do, and we think the main results of quality implementation are customer 
satisfaction and profitability.
07: No, quality is the main principle in our work.
08: We are looking for applying the latest quality programmes.
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Appendix 10: The Results of SEM for Overall TQM Model 
Maximum Likelihood Estimates
Regression Weights: (Group number 1 - Default model)
Estimate S.E. C.R. P Label
Process Innovation <— TQM Level .616 .033 18.485 ***
Product Innovation <—Process Innovation .732 .058 12.615  ^^  "i.
Hard Factors <— TQM Level 1.000
Soft Factors <— TQM Level .966 .019 51.289 ***
Product Innovation <— TQM Level .179 .041 4.387 ***
Standardized Regression Weights: (Group number 1 - Default model)
Estimate
Process Innovation <— TQM Level .880
Product Innovation <— Process Innovation .730
Hard Factors <— TQM Level .999
Soft Factors <— TQM Level .985
Product Innovation <— TQM Level .255
Variances: (Group number 1 - Default model)
Estimate S.E. C.R. P Label
TQM Level 1.814 .254 7.149  ^"K "K
rl .201 .029 7.016 •i» ^
r2 .068 .009 7.158 4* "K
el .004 .015 .231 .817
e2 .050 .016 3.139 .002
Squared Multiple Correlations: (Group number 1 - Default model)
Estimate
Process Innovation .774
Soft Factors .971
Hard Factors .998
Product Innovation .924
Matrices (Group number 1 - Default model)
Implied (for all variables) Covariances (Group number 1 - Default model)
TQM Level ProcessInnovation Soft Factors
Hard
Factors
Product
Innovation
TQM Level 1.814
Process Innovation 1.117 .889
Soft Factors 1.752 1.079 1.742
Hard Factors 1.814 1.117 1.752 1.818
Product Innovation 1.142 .850 1.102 1.142 .894
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Implied (for ail variables) Correlations (Group number 1 - Default model)
TQM Level Process Soft Innovation Factors
Hard
Factors
Product
Innovation
TQM Level 1.000
Process Innovation .880 1.000
Soft Factors .985 .867 1.000
Hard Factors .999 .879 .984 1.000
Product Innovation .896 .954 .883 .896 1.000
Implied Covariances (Group number 1 - Default model)
Process Innovation Soft Factors Hard Factors Product Innovation
Process Innovation .889
Soft Factors 1.079 1.742
Hard Factors 1.117 1.752 1.818
Product Innovation .850 1.102 1.142 .894
Implied Correlations (Group number 1 - Default model)
Process Innovation Soft Factors Hard Factors Product Innovation
Process Innovation 1.000
Soft Factors .867 1.000
Hard Factors .879 .984 1.000
Product Innovation .954 .883 .896 1.000
Model Fit Summary 
CMIN
Model NPAR CMIN DF P CMIN/DF
Default model 9 .765 1 .382 .765
Saturated model 10 .000 0
Independence model 4 776.834 6 .000 129.472
RMR, GFI
Model RMR GFI AGFI PGFI
Default model 
Saturated model 
Independence model
.001
.000
.934
.996
1.000
.286
.963
-.190
.100
.172
Baseline Comparisons
Model NFI Delta 1
RFI
rhol
IFI
Delta2
TLI
rho2 GFI
Default model 
Saturated model 
Independence model
.999
1.000
.000
.994
.000
1.000
1.000
.000
1.002
.000
1.000
1.000
.000
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Parsimony-Adjusted Measures
Model PRATIO PNFI PCFl
Default model .167 .167 .167
Saturated model .000 .000 .000
Independence model 1.000 .000 .000
NCP
Model NCP LO 90 HI 90
Default model .000 .000 6.332
Saturated model .000 .000 .000
Independence model 770.834 682.978 866.081
FMIN
Model FMIN FO LO 90 HI 90
Default model .007 .000 .000 .061
Saturated model .000 .000 .000 .000
Independence model 7.542 7.484 6.631 8.409
RMSEA
Model RMSEA LO 90 HI 90 PCLOSE
Default model .000 .000 .248 .440
Independence model 1.117 1.051 1.184 .000
AIC
Model AIC BCC BIC CAIC
Default model 18.765 19.684 42.565 51.565
Saturated model 20.000 21.020 46.444 56.444
Independence model 784.834 785.242 795.411 799.411
ECVI
Model ECVI LO 90 HI 90 MECVl
Default model .182 .184 .246 .191
Saturated model .194 .194 .194 .204
Independence model 7.620 6.767 8.544 7.624
HOELTER
Model HOELTER HOELTER .05 .01
Default model 
Independence model
518 893 
2 3
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Appendix 11: The Results of SEM for High TQM Adopters’ TQM Model 
Maximum Likelihood Estimates
Regression Weights: (Group number 1 - Default model)
Estimate S.E. C.R. P Label
Process Innovation <— TQM Level .514 .073 7.023 ***
Product Innovation <— Process Innovation .725 .057 12.746 ***
Hard Factors <— TQM Level 1.000
Soft Factors <— TQM Level .823 .048 17.270 ***
Product Innovation <— TQM Level .158 .046 3.400 ^
Standardized Regression Weights: (Group number 1 - Default model)
Estimate
Process Innovation <— TQM Level 
Product Innovation <— Process Innovation 
Hard Factors <— TQM Level 
Soft Factors <— TQM Level 
Product Innovation <— TQM Level
.638
.768
1.011
.933
.207
Variances: (Group number 1 - Default model)
Estimate S.E. C.R. P Label
TQM Level .564 .091 6.178 ***
rl .217 .035 6.180 ***
r2 .054 .009 6.261 ***
el -.012 .023 -.533 .594
e2 .057 .018 3.140 .002
Squared Multiple Correlations: (Group number 1 - Default model)
Estimate
Process Innovation 
Soft Factors 
Hard Factors 
Product Innovation
.407
.870
1.022
.835
Matrices (Group number 1 - Default model)
Implied (for all variables) Covariances (Group number I - Default model)
TQM Level ProcessInnovation Soft Factors
Hard
Factors
Product
Innovation
TQM Level .564
Process Innovation .290 .366
Soft Factors .464 .239 .439
Hard Factors .564 .290 .464 .552
Product Innovation .299 .311 .246 .299 .327
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Implied (for ai! variables) Correlations (Group number 1 - Default model)
TQM Level ProcessInnovation Soft Factors Hard Factors , 2 ^ 1
TQM Level 1.000
Process Innovation .638 1.000
Soft Factors .933 .595 1.000
Hard Factors 1.011 .645 .943 1.000
Product Innovation .697 .900 .650 .704 1.000
Implied Covariances (Group number 1 - Default model)
Process Innovation Soft Factors Hard Factors Product Innovation
Process Innovation .366
Soft Factors .239 .439
Hard Factors .290 .464 .552
Product Innovation .311 .246 .299 .327
Implied Correlations (Group number 1 - Default model)
Process Innovation Soft Factors Hard Factors Product Innovation
Process Innovation 1.000
Soft Factors .595 1.000
Hard Factors .645 .943 1.000
Product Innovation .900 .650 .704 1.000
Model Fit Summary 
CMIN
Model NPAR CMIN DF P CMIN/DF
Default model 9 .402 1 .526 .402
Saturated model 10 .000 0
Independence model 4 355.715 6 .000 59.286
RMR, GFI
Model RMR GFI AGFl PGFl
Default model .001 .997 .974 .100
Saturated model .000 1.000
Independence model .246 .370 -.050 .222
Baseline Comparisons
Model NFl Delta 1
RFl
rhol
IFl
Delta2
TLl
rho2 CFl
Default model .999 .993 1.002 1.010 1.000
Saturated model 1.000 1.000 1.000
Independence model .000 .000 .000 .000 .000
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Parsimony-Adjusted Measures
Model PRATIO PNFI PCFl
Default model .167 .166 .167
Saturated model .000 .000 .000
Independence model 1.000 .000 .000
NCP
Model NCP LO 90 HI 90
Default model .000 .000 5.113
Saturated model .000 .000 .000
Independence model 349.715 291.590 415.251
FMIN
Model FMIN FO LO 90 HI 90
Default model .005 .000 .000 .066
Saturated model .000 .000 .000 .000
Independence model 4.560 4.484 3.738 5.324
RMSEA
Model RMSEA LO 90 HI 90 PCLOSE
Default model .000 .000 .256 .565
Independence model .864 .789 .942 .000
Aie
Model AIC BCC BIC CAIC
Default model 18.402 19.635 39.728 48.728
Saturated model 20.000 21.370 43.694 53.694
Independence model 363.715 364.263 373.193 377.193
ECVI
Model ECVI LO 90 HI 90 MECVl
Default model .236 .244 .309 .252
Saturated model .256 .256 .256 .274
Independence model 4.663 3.918 5.503 4.670
HOELTER
Model HOELTER HOELTER .05 .01
Default model 
Independence model
745 1286 
3 4
-476
M. Al-Ababneh Appendices
Appendix 12: The Results of SEM for Low TQM Adopters’ TQM Model
Maximum Likelihood Estimates
Regression Weights: (Group number 1 - Default model)
Estimate S.E. C.R. P Label
Process Innovation <— TQM Level 
Product Innovation <— Process Innovation 
Hard Factors <— TQM Level 
Soft Factors <— TQM Level
.364 .185 1.971 .049 
.925 .172 5.393 *** 
1.000
.742 .176 4.203 ***
Standardized Regression Weights: (Group number 1 - Default model)
Estimate
Process Innovation <— TQM Level 
Product Innovation <— Process Innovation 
Hard Factors <— TQM Level 
Soft Factors <— TQM Level
.415
.740
1.038
.875
Variances: (Group number 1 - Default model)
Estimate S.E. C.R. P Label
TQM Level .222 .076 2.921 .003
rl .141 .041 3.423 "K ^  "K
r2 .120 .035 3.464 ***
El -.016 .048 -.336 .737
E2 .037 .028 1.322 .186
Squared Multiple Correlations: (Group number 1 - Default model)
Estimate
Process Innovation 
Soft Factors 
Hard Factors 
Product Innovation
.172
.765
1.078
.548
Matrices (Group number 1 - Default model)
Implied (for all variables) Covariances (Group number 1 - Default model)
TQM Level ProcessInnovation
Soft
Factors
Hard
Factors
Product
Innovation
TQM Level .222
Process Innovation .081 .171
Soft Factors .165 .060 .159
Hard Factors .222 .081 .165 .206
Product Innovation .075 .158 .055 .075 .266
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Implied (for all variables) Correlations (Group number 1 - Default model)
TQM Level ProcessInnovation
Soft
Factors
Hard
Factors
Product
Innovation
TQM Level 1.000
Process Innovation .415 1.000
Soft Factors .875 .363 1.000
Hard Factors 1.038 .431 .908 1.000
Product Innovation .307 .740 .269 .319 I.OOO
Implied Covariances (Group number 1 - Default model)
Process Innovation Soft Factors Hard Factors Product Innovation
Process Innovation .171
Soft Factors .060 .159
Hard Factors .081 .165 .206
Product Innovation .158 .055 .075 .266
Implied Correlations (Group number 1 - Default model)
Process Innovation Soft Factors Hard Factors Product Innovation
Process Innovation 1.000
Soft Factors .363 1.000
Hard Factors .431 .908 1.000
Product Innovation .740 .269 .319 1.000
Model Fit Summary 
CMIN
Model NPAR CMIN DF P CMIN/DF
Default model 8 2.557 2 .278 1.278
Saturated model 10 .000 0
Independence model 4 68.512 6 .000 11.419
RMR, GFI
Model RMR GFI AGFI PGFI
Default model 
Saturated model 
Independence model
.018
.000
.092
.952
1.000
.484
.760
.139
.190
.290
Baseline Comparisons
Model NFI Delta I
RFI
rhol
IFI
Delta2
TLI
rho2 CFI
Default model 
Saturated model 
Independence model
.963
1.000
.000
.888
.000
.992
1.000
.000
.973
.000
.991
1.000
.000
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Parsimony-Adjusted Measures
Model PRATIO PNFI PCFl
Default model .333 .321 .330
Saturated model .000 .000 .000
Independence model I.OOO .000 .000
NCP
Model NCP LO 90 HI 90
Default model .557 .000 9.061
Saturated model .000 .000 .000
Independence model 62.512 39.513 92.965
FMIN
Model FMIN FO LO 90 HI 90
Default model .107 .023 .000 .378
Saturated model .000 .000 .000 .000
Independence model 2.855 2.605 1.646 3.874
RMSEA
Model RMSEA LO 90 HI 90 PCLOSE
Default model .108 .000 .434 .300
Independence model .659 .524 .803 .000
Aie
Model AIC BCC BIC CAIC
Default model 18.557 22.767 28.308 36.308
Saturated model 20.000 25.263 32.189 42.189
Independence model 76.512 78.617 81.388 85.388
ECVI
Model ECVI LO 90 HI 90 MECVl
Default model .773 .750 1.128 .949
Saturated model .833 .833 .833 1.053
Independence model 3.188 2.230 4.457 3.276
HOELTER
Model HOELTER HOELTER .05 .01
Default model 
Independence model
57 87 
5 6
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Appendix 13: Employee’s Creativity Questionnaire
UNIVERSITY OF
SURREY
Academic Research Questionnaire
Dear Employee,
As part of my PhD research in Hospitality Management at the University of Surrey, UK, I 
am conducting a pilot study on employees’ perceptions towards their work environment in 
four and five-star hotels. This questionnaire is organised to fulfil the objectives of the 
research which are investigating employees attitudes and identifying climate for creativity 
work environment.
The questionnaire consists of five parts. The first part will investigate your feelings about 
your work in the hotel. The second part will explore your perception of your work 
environment. The third part will investigate your perceptions of your work area. The fourth 
part will explore your perceptions of service innovation at your hotel. The fifth part will ask 
you some questions related to your personal profile and hotel characteristics.
Please complete this questionnaire based on your personal opinion. There are no right or 
wrong answers. When, you have completed the questionnaire, please send back to me. The 
results will be presented in general without reference to any individual respondents. As a 
reward for participating in this study, you may request a summary of the results from the 
study on completion in October 2011. Your hotel may want to use these results to provide 
some advice and guidance about employees’ attitudes and work outcomes.
Thank you for your cooperation for participating in this questionnaire, 
Mukhles Al-Ababneh
PhD Researcher in Hospitality Management
School of Management
University of Surrey
GU2 7XH, United Kingdom
E-mail: m.al-ababneh@sun'ey.ac.uk
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Part I: Work
The following statements are related to your feelings about your work in this hotel. For each 
statement please select one appropriate answer from the scale ranging from 1= Strongly 
disagree, 2=Moderately disagree, 3=Slightly disagree, 4= Neutral, 5= Slightly agree, 
6=Moderately agree, to 7= Strongly agree.
No. Item 1
Strongly
disagree
2 3 4 5 6 7
Strongly
agree
1 I am willing to provide great efforts 
beyond that normally expected in order to 
help this hotel be successful.
2 I feel satisfied with my chances for salary 
increases in this hotel.
3 I recommend this hotel to my friends as a 
great hotel to work for.
4 I feel a sense o f personal satisfaction when 
I do my job well in this hotel.
5 I feel very little loyalty to this hotel.
6 Employees who do well their jobs stand a 
fair chance of being promoted.
7 I would accept almost any type of job 
assignment in order to keep working for 
this hotel.
8 My opinion of myself goes down when I 
do my job badly.
9 1 find that my values and the hotel's values 
are very similar.
10 My supervisor is quite competent in doing 
his/her job
11 1 am proud to tell others that I am part o f 
this hotel.
12 1 take pride in doing my job as well as 1 
can.
13 1 could just as well be working for a 
different hotel as long as the type of work 
was similar.
14 The benefits I receive are as good as most 
other hotels offer.
15 This hotel really inspires the best in me in 
the way of job performance.
16 1 feel unhappy when my work is not up to 
my usual standard.
17 I leave this hotel due to very little change 
in my present circumstances.
18 When I do a good job, I receive the 
recognition for it that I should receive.
19 1 am extremely glad 1 chose this hotel to 
work for over others at the time I joined 
this hotel.
20 I like to look back on the day's work with 
a sense of a job well done.
21 There is not much to be gained by sticking 
with this hotel indefinitely.
22 Many o f our hotel’s rules and procedures 
make doing a good job simple.
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No. Item 1
Strongly
disagree
2 3 4 5 6 7
Strongly
agree
23 Often, I find it difficult to agree with this 
hotel’s policies on important matters 
relating to its employees.
24 1 try to think of ways of doing my job 
effectively.
25 1 really care about the fate o f this hotel.
26 I enjoy my co-workers in this hotel.
27 For me, this is the best o f all hotels for 
which to work.
28 I like doing the things I do at work.
29 My decision to work for this hotel was a 
definite mistake on my part.
30 Communications seem good within this 
hotel.
Part II: Work Environment
The following statements are related to your work environment in this hotel. For each 
statement please select one appropriate answer from the scale: 1= Never, 2= Sometimes, 
3=Qften, 4=Always.
No. Item 1
Never
2 3 4
Always
1 In this hotel, there is a lively and active flow of ideas.
2 My supervisor clearly sets overall goals for me.
3 My co-workers and I make a good team.
4 I have the freedom to decide how I am going to carry out my 
tasks.
5 The facilities I need for my work are readily available to me.
6 1 feel that 1 am working on important tasks.
7 This hotel is strictly controlled by upper management.
8 1 have too much work to do in too little time.
9 Overall, employees in this hotel have a shared “vision” of 
where we are going and what we are trying to do.
10 My supervisor has poor interpersonal skills.
11 There is a feeling o f trust among employees I work with most 
closely.
12 1 feel considerable pressure to meet someone else’s 
specifications in how I do my work.
13 Generally I can get the resources I need for my work.
14 The tasks in my work are challenging.
15 There is much emphasis in this hotel on doing things the way 
we have always done them.
16 I have sufficient time to do my tasks.
17 New ideas are encouraged in this hotel.
18 My supervisor serves as a good work model.
19 Within my work group, we challenge each other’s ideas in a 
constructive way.
20 I do not have the freedom to decide what tasks I am going to 
do.
21 The budget for my tasks is generally adequate. j
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No. Item 1
Never
2 3 4
Always
22 The tasks in my work bring out the best in me.
23 Employees in this hotel are very concerned about protecting 
their territory.
24 There are too many distractions from the tasks of work in this 
hotel.
25 This hotel evaluates performance fairly.
26 My supervisor’s expectations for my tasks are unclear.
27 Employees in my work group are open to new ideas.
28 In my daily work environment I feel a sense of control over 
my own work and my own ideas.
29 I can get all the data I need to carry out my tasks 
successfully.
30 This hotel has an urgent need for successful completion of 
the work I am now doing.
31 There is destructive competition within this hotel.
32 There are unrealistic expectations for what employees can 
achieve in this hotel.
33 In this hotel top management expects that employees will do 
creative work.
34 My supervisor plans poorly.
35 There are many political problems in this hotel.
36 Employees are recognised for creative work in this hotel.
37 My supervisor supports my work group within the hotel.
38 Procedures and structures are too formal in this hotel.
39 There is an open atmosphere in this hotel.
40 My supervisor does not communicate well with my work 
group.
41 In my work group, employees are willing to help each other.
42 Employees are quite concerned about negative criticism of 
their work in this hotel.
43 Ideas are judged fairly in this hotel.
44 There is a good blend of skills in my work group.
45 Employees in this hotel feel pressure to produce anything 
acceptable, even if quality is lacking.
46 This hotel accepts failure, if the effort on the tasks was good.
47 1 get constructive feedback about my work.
48 1 have trouble getting the materials I need to do my work.
49 Employees are encouraged to solve problems creatively in 
this hotel.
50 My supervisor shows confidence in my work group.
51 Top management does not want to take risks in this hotel.
52 Employees are rewarded for creative work in this hotel.
53 Employees in my work group are committed to our work.
54 Employees are too critical of new ideas in this hotel.
55 Employees in this hotel can express unusual ideas without 
the fear of being called stupid.
56 My supervisor values individual contributions to tasks.
57 I feel challenged by the work I am currently doing.
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No. Item 1
Never
2 3 4
Always
58 This hotel has a good mechanism for encouraging and 
developing creative ideas.
59 My supervisor is open to new ideas.
60 Other areas of the hotel hinder my tasks.
61 Employees are encouraged to take risks in this hotel.
62 There is free and open communication within my work 
group.
63 The information I need for my work is easily obtainable.
64 Destructive criticism is a problem in this hotel.
65 I feel a sense of time pressure in my work.
66 1 feel that top management is enthusiastic about my tasks.
Part III: Work Area
The following statements are related to your work area. For each statement please select one
appro]3riate answer from the scale: 1= Never, 2= Sometimes, 3=0ften, 4=Always.
No. Item 1
Never
2 3 4
Always
1 My area of this hotel is innovative.
2 Overall, this hotel is effective.
3 My area of this hotel is creative.
4 My area o f this hotel is productive.
5 Overall, my current work environment is conducive to my 
own creativity.
6 My area of this hotel is effective.
7 A great deal o f creativity is demanded for in my daily work.
8 Overall, this hotel is productive.
9 Overall, my current work environment is conducive to the 
creativity of my work group.
10 Overall, this hotel is efficient.
11 1 believe that 1 am currently very creative in my work.
12 My area of this hotel is efficient.
Part IV: Innovative Environment
Please indicate your feelings about how ‘innovative’ your hotel is. For each statement please 
select one appropriate answer from the scale ranging from 1= Strongly disagree, 
2=Moderately disagree, 3=Slightly disagree, 4= Slightly agree, 5=Moderately agree, to 6= 
Strongly agree.
No. Item 1
Strongly
disagree
2 3 4 5 6
Strongly
agree
1 At work, I seek new service techniques and 
methods.
2 This hotel provides a suitable environment for 
developing new services.
3 At work, 1 sometimes come up with innovative and 
creative ideas.
4 All departments and units in this hotel interact well 
to develop new business.
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No. Item 1
Strongly
disagree
2 3 4 5 6
Strongly
agree
5 At work, I sometimes propose my creative ideas 
and try to convince others.
6 When developing and executing new service, 
managers and front-line service personnel 
collaborate closely.
7 At work, I try to secure the funding and resources 
needed to implement innovations.
8 This hotel will offer incentives or promotions to 
members involved in the development o f new 
business upon the success o f their work.
9 Our team is professional in developing new 
services or new products.
10 At work, I provide a suitable plan and workable 
process for developing new ideas.
11 This hotel will dedicate some resources to 
developing new services.
12 The new services developed by our team are 
effective with respect to timing, resources and 
process.
13 Overall, 1 consider myself a creative member of my 
team.
14 The hotel’s current manpower is sufficient for the 
new services that have to be developed.
Part V: Personal Profile
This part will ask you a few questions about yourself. Please choose one most appropriate 
answer.
1. Gender:
I I Male
2. Age:
I I 25 years or less
I I 46-55 years
3. Nationality: Specify....,
□ Female
□□
26-35 years | | 36-45 years
56 years or more
4. Social Status:
Single I 1 Married□
5□□
□ □ Divoreed □ Widow(er)
Tighest education qualification obtained: 
Less than secondary education
Undergraduate degree 
6. What is the name of your hotel? Specify.
□□
Secondary education 
Postgraduate degree
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7. What is your position at your hotel? Specify.
8. What is your Department?
I I Front Office & Housekeeping | | Food and Beverage
I I Finance & Sales and Marketing | | Personnel and Training
I I Engineering & Maintenance | | Other (specify).............
9. How long have you been working at your hotel?
I I 1 year or less | | 2-4 years | | 5-7 years | | 8 years or more
10. How much is your monthly salary at your hotel in Jordanian Dinar (JD)?
JD 300 - 449I I Less than JD 300
I  I  JD 450 - 600 More than JD 600
‘Many thanks for your cooperation in completing this questionnaire’
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Appendix 14-A: Correlation Matrix (Organisational Commitment)
Att1 Att3 Att5 Att7 Att9 A ttll Att13 Att15 Att17 Att19 Att21 Att23 Att25 Att27 Att29
Att1 1.000
Att3 .635 1.000
AttS .160 .189 1.000
Att7 .464 .531 .111 1.000
Att9 .470 .550 .108 .551 I.OOOj
Att11 .559 .635 .187 .545 .623 1.000
Att13 -.035 .004 .201 .016 -.051 -.039 1.000
Att15 .446 .546 .210 .475 .536 .601 -.076 1.000
Att17 .005 .073 .355 .085 .000 .080 .448 .051 1.000
Att19 .581 .614 .211 .588 .553 .690 -.024 .665 -.005 1.000
Att21 .038 .139 .301 .132 .187 .128 .313 .072 .498 .114 1.000
Att23 .099 .176 .318 .114 .177 .178 .355 .174 .398 .154 .561 1.000
Att25 .390 .427 .083 .385 .478 .514 .032 .455 -.078 .504 .101 .111 1.000
Att27 .457 .556 .227 .497 .491 .605 -.026 .618 .062 .655 .148 .215 .639 1.000
Att29 .209 .165 .365 .210 .199 .275 .135 .150 .303 .290 .376 .428 .138 .228 1.000
Appendix 14-B: Correlation Matrix (Job Satisfaction)
Att2 Atte AttIO Att14 Att18 Att22 Att26 Att28 Att30
Att2 1.000
Atte .545 1.000
AttIO .372 .499 1.000
Att14 .445 .555 .466 1.000
Att18 .462 .577 .404 .505 1.000
Att22 .338 .347 .357 .427 .504 1.000
Att26 .355 .437 .436 .469 .532 .518 1.000
Att28 .229 .302 .384 .364 .409 .499 .631 1.000
AttSO .304 .358 .393 .430 .474 .529 .516 .551 1.000
Appendix 14-C: Correlation Matrix (Intrinsic Motivation)
Att4 Att8 Att12 Attie Att20 Att24
Att4 1.000
Att8 .302 1.000
Att12 .583 .326 1.000
Attie .307 .295 .383 1.000
Att20 .325 .225 .433 .344 1.000
Att24 .447 .248 .514 .503 .545 1.000
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Appendix 14-E: Correlation Matrix (Creativity)
Cr1 Cr2 Cr3 Cr4 Cr5 Cr6
Cr1 1.000
Cr2 .434 1.000
Cr3 .419 .544 1.000
Cr4 .247 .483 .541 1.000
Cr5 .325 .511 .475 .566 1.000
Cr6 .304 .517 .467 .505 .540 1.000
Appendix 14-F: Correlation Matrix (Productivity)
Pri Pr2 Pr3 Pr4 Pr5 Pr6
Pri 1.000
Pr2 .519 1.000
Pr3 .519 .537 1.000
Pr4 .478 .524 .577 1.000
Pr5 .479 .428 .522 .537 1.000
Pr6 .524 .415 .586 .479 .511 1.000
Appendix 14-G: Correlation Matrix (ESIB)
Sipi Sip3 Sip5 Sip7 SiplO Sipi 3
Sipi 1.000
Sip3 .678 1.000
Sip5 .573 .672 1.000
Sip7 .306 .440 .519 1.000
SiplO .419 .507 .537 .546 1.000
Sip13 .464 .537 .570 .512 .556 1.000
Appendix 14-H: Correlation Matrix (NSD)
Sip2 Sip4 Sip6 Sip8 Sip9 S ip ll Sip12 Sip14
Sip2 1.000
Sip4 .753 1.000
Sip6 .646 .655 1.000
Sip8 .609 .628 .665 1.000
Sip9 .515 .527 .540 .611 1.000
S ip ll .592 .584 .575 .630 .689 1.000
Sip12 .479 .565 .607 .592 .636 .632 1.000
Sip14 .470 .494 .539 .634 .543 .555 .657 1.000
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Appendix 15: The Results of Rotated Exploratory Factor Analysis (Work Environment
N.
Item
C omponent
1 W ï 2 \ 3 :4 , . . 5 6  ^ 7 :; 8 . 9 10 11 12
1 C43 .724
2 C44 .715
3 C58 .713
4 C63 .706
5 C49 .686
6 C l .685
7 €62 .681
8 € 47 .667
9 €3 9 662
10 €57 .648
11 €56 .645
12 €41 .633
13 €59 .632
14 €53 .618
15 €2 .618
16 €66 .603
17 €3 .601
18 € 9 .601
19 €52 .600
20 €3 6 .590
21 €25 .584
22 €33 .583
23 €2 9 .570 .435
24 €17 .568
25 €37 .565 .508
26 €13 .560 .458
27 €3 0 .559 .420
28 €22 .535
29 €1 9 .534 .437
30 €27 .527 .412
31 €21 .523 .486
32 €11 .513 .483
33 €5 .508 .491
34 €50 .499
35 €55 .494 .479
36 €2 0 .490 .441
37 €18 .478
38 €26 .725
39 €12 .708
40 €40 .701
41 €10 .662
42 €48 .618
43 €34 .605
44 €23 .661
45 € 7 .651
46 € 8 .561
47 €15 .520
48 €54 .509
49 € 6 .498 .598
50 € 4 .489 .590
51 €14 .442 .444
52 €64 .688
53 €65 .592
54 €35 .485
55 €42
56 €28 .422 610
57 €1 6
58 €60 .715
59 €38 .522
60 €32 .436
61 €46 .635
62 €61 .461 .580
63 €31 .700
64 €24 .610
65 €51 .597
66 €45 .519
Eigenvalue 15.126 3.415 3.048 2.890 2.071 2.048 2.003 1.788 1.749 1.729 1.575 1.317
% o f  Variance 22.918 5.175 4.619 4.379 3.138 3.103 3.035 2.709 2.651 2.619 2.386 1.995
C um ulative % 22.918 28.093 32.711 37.091 40.229 43.332 46.366 49.075 51.726 54.345 56.731 58.726
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Appendix 16: Reliability Analysis Results for Work Environment or Creativity Scales
Creativity Work Environment Scale N of
items
Cronbaeh's
Alpha
Item-Total
Correlation
Cronbaeh's 
Alpha if Item 
Deleted
Stimulant Factors Scale
1. Organisational Encouragement 9 .897
Cl. In this hotel, there is a lively and active flow of ideas. .654
C9. Overall, employees in this hotel have a shared “vision” of where we 
are going and what we are trying to do.
.639
C17. New ideas are encouraged in this hotel. .670
C33. In this hotel top management expects that employees will do creative 
work. .629
C36. Employees are recognised for creative work in this hotel. .683
C43. Ideas are judged fairly in this hotel. .730
C49. Employees are encouraged to solve problems creatively in this hotel. .637
C58. This hotel has a good mechanism for encouraging and developing 
creative ideas. .670
C66.1 feel that top management is enthusiastic about my tasks. .640
2. Supervisory Encouragement 6 .821
C2. My supervisor clearly sets overall goals for me. .632
CIS. My supervisor serves as a good work model. .600
C47.1 get constructive feedback about my work. .551
C50. My supervisor shows confidence in my work group. .580
C56. My supervisor values individual contributions to tasks. .584
C59. My supervisor is open to new ideas. .579
3. Work Group Support 7 .859
C3. My co-workers and I make a good team. .615
C ll. There is a feeling of trust among employees I work with most closely. .613
C19. Within my work group, we challenge each other’s ideas in a 
constructive way. .607
C41. In my work group, employees are willing to help each other. .642
C44. There is a good blend of skills in my work group. .628
C53. Employees in my work group are committed to our work. .625
C62. There is free and open communication within my work group. .642
4. Freedom 2 .876
C4.1 have the freedom to decide how I am going to carry out my tasks. .781
C20.1 do not have the freedom to decide what tasks I am going to do (R). .781
5. Sufficient Resources 4 .772
C13. Generally I can get the resources I need for my work. .603
C21. The budget for my tasks is generally adequate. .585
C29.1 can get all the data I need to carry out my tasks successfully. .590
C63. The information I need for my work is easily obtainable. .520
6. Challenging Work 4 .727
€ 6 .1 feel that I am working on important tasks. .497
C22. The tasks in my work bring out the best in me. .517
C30. This hotel has an urgent need for successful completion of the work I 
am now doing. .522
C57.1 feel challenged by the work I am currently doing. .531
Overall Stimulant Factors Scale Reliability 32 .964
Obstaele Factors Scale
1. Organisational Impediments 7 .727
Cl. This hotel is strictly controlled by upper management. .447
CIS. There is much emphasis in this hotel on doing things the way we have 
always done them. .452
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C23. Employees in this hotel are very coneemed about protecting their 
territory. .483
C42. Employees are quite concerned about negative criticism of their work 
in this hotel. .418
C54. Employees are too critical of new ideas in this hotel. .446
C51. Top management does not want to take risks in this hotel. .400
C35. There are many political problems in this hotel. .421
2. Workload Pressure 5 .612
C8.1 have too much work to do in too little time. .353
C16.1 have sufficient time to do my tasks (R). .391
C24. There are too many distractions from the tasks of work in this hotel. .396
C32. There are unrealistic expectations for what employees can achieve in 
this hotel. .363
C65.1 feel a sense of time pressure in my work. .328
Overall Obstacle Factors Scale Reliability 12 .806
Overall Creativity Work Environment Scale Reliability 44 .927
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Appendix 17-A: Histogram and Q-Q Plot Charts (Job Satisfaction Scale)
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2. Job Environment
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3. Overall Job Satisfaction
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Appendix 17-B: Histogram and Q-Q Plot Charts (Organisational Commitment Scale)
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2. Commitment to stay
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3. Overall Organisational Commitment
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Appendix 17-C: Histogram and Q-Q Plot Charts (Intrinsic Motivation Scale)
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Appendix 17-D: Histogram and Q-Q Plot Charts (W ork Environment for Creativity 
Scales)
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2. Obstacle Factors to Creativity
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Appendix 17-E: Histogram and Q-Q Plot Charts (Creativity Scale)
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Appendix 17-F: Histogram and Q-Q Plot Charts (Productivity Scale)
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A ppendix 17-G: H istogram  and  Q-Q P lot C h arts  (ESIB Scale)
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Appendix 17-H: Histogram and Q-Q Plot Charts (NSD Scale)
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Appendix 18: The Results of SEM for Overall Creativity Model
Maximum Likelihood Estimates
Regression Weights: (Group number 1 - Default model)
Estimate S.E. C.R. P Label
Obstacle Factors <— Stimulant Factors -.293 .029 -10.118 îfî îfî
Intrinsic Motivation <— Stimulant Factors 1.070 .084 12.775 ***
Intrinsic Motivation <— Obstacle Factors -.384 .139 -2.766 .006
Job Satisfaction <— Intrinsic Motivation .424 .042 10.195 ***
Job Satisfaction <— Stimulant Factors .795 .075 10.647 ***
Creativity <— Stimulant Factors .688 .056 12.311 ***
Value Commitment <— Stimulant Factors .414 .085 4.876 ***
Value Commitment <— Job Satisfaction .528 .052 10.143 ***
Value Commitment <— Intrinsic Motivation .237 .046 5.210 ***
Value Commitment <— Obstacle Factors -J29 .102 -3.227 .001
Creativity <— Intrinsic Motivation .084 .031 2.700 .007
Productivity <— Intrinsic Motivation .093 .024 3.855 ***
Productivity <— Creativity .520 .042 12.328 ***
Productivity <— Stimulant Factors .275 .052 5.307 ***
Commitment to stay <— Intrinsic Motivation -.249 .098 -2.553 .011
Commitment to stay <— Obstacle Factors -.622 .221 -2.809 .005
Commitment to stay <— Value Commitment .304 .092 3.287 .001
ESIB <— Productivity .508 .097 5.228 ***
ESIB <— Stimulant Factors .603 .111 5.428 ***
ESIB <— Obstacle Factors -.445 .137 -3.256 .001
ESIB <— SOC -.109 .033 -3.307 ***
NSD <— ESIB .414 .044 9.360 ***
NSD <— Job Satisfaction .142 .051 2.814 .005
NSD <— Stimulant Factors .570 .108 5.264 ***
NSD <— Productivity .172 .084 2.048 .041
Standardized Regression Weights: (Group number 1 - Default model)
Estimate
Obstacle Factors <— Stimulant Factors -.486
Intrinsic Motivation <— Stimulant Factors .597
Intrinsic Motivation <— Obstacle Factors -.129
Job Satisfaction <— Intrinsic Motivation .436
Job Satisfaction <— Stimulant Factors .455
Creativity <— Stimulant Factors .624
Value Commitment <— Stimulant Factors .211
Value Commitment <— Job Satisfaction .470
Value Commitment <— Intrinsic Motivation .217
Value Commitment <— Obstacle Factors -.101
Creativity <— Intrinsic Motivation .137
Productivity <— Intrinsic Motivation .155
Productivity <— Creativity .531
Productivity <— Stimulant Factors .254
Commitment to stay <— Intrinsic Motivation -.203
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Estimate
Commitment to stay <— Obstacle Factors -.170
Commitment to stay <— Value Commitment .271
ESIB <— Productivity .311
ESIB <— Stimulant Factors .342
ESIB <— Obstacle Factors -.152
ESIB <— Commitment to stay -.136
NSD < - -  ESIB J98
NSD <— Job Satisfaction .135
NSD <— Stimulant Factors .310
NSD <— Productivity .101
Variances: (Group number 1 - Default model)
Estimate S.E. C.R. P Label
Stimulant Factors .338 .026 12.865
rS .094 .007 12.865 ***
r3 .601 .047 12.865 ***
r6 352 .027 12.865 ***
rl .197 .015 12.865 ***
r9 .316 .025 12.865 ***
r2 .116 .009 12.865 ***
rl 1.513 .118 12.865 ***
v4 .565 .044 12.865 ***
v5 386 .030 12.865 ***
Squared Multiple Correlations: (Group number 1 - Default model)
Estimate
Obstacle Factors .236
Intrinsic Motivation .448
Job Satisfaction .659
Value Commitment .758
Creativity .520
SOC .078
Productivity .705
ESIB .465
NSD .662
Matrices (Group number 1 - Default model)
Implied (for all variables) Covariances (Group number 1 - Default model)
StimFs. ObstFs. IntMot JobSat ValueC Crea. StayC. Prod. ESIB NSD
StimFs. .338
ObstPs. -.099 .123
IntMot .400 -.154 1.088
JobSat .439 -.144 .780 1.032
VauleC .500 -.194 .886 .959 1.303
Crea. .266 -.081 .367 .367 .418 .411
StayC .114 -.097 .094 .187 .296 .086 1.640
Prod. .269 -.084 .402 .384 .437 .321 .085 .395
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StimFs. ObstFs. IntMot JobSat ValueC Crea. StayC. Prod. ESIB NSD
ESIB .372 -.147 .504 .504 .577 .351 - 024 .391 1.056
NSD .456 -.152 .617 .671 .735 .404 .096 .438 .788 1.142
Implied (for ali variables) C orrelations (G roup num ber 1 - D efault model)
StimFs. ObstFs. IntMot JobSat ValueC Crea. StayC. Prod. ESIB NSD
StimFs. 1.000
ObstFs. -.486 1.000
IntMot .660 -.419 1.000
JobSat .743 -.404 .736 1.000
ValueC. .752 -.484 .744 .827 1.000
Crea. .714 -.360 .548 .564 .571 1.000
StayC. .153 -.217 .070 .144 .203 .105 1.000
Prod. .736 -.380 .614 .602 .610 .797 .105 1.000
ESIB .623 -.406 .470 .482 .492 .532 -.019 .605 1.000
NSD .733 -.406 .553 .618 .603 .590 .070 .651 .718 1.000
Im plied Covariances (G roup num ber 1 - D efault model)
StimFs. ObstFs. IntMot JobSat ValueC Crea. StayC. Prod. ESIB NSD
StimFs. .338
ObstFs. -.099 .123
IntMot .400 -.154 1.088
JobSat .439 -.144 .780 1.032
ValueC. .500 -.194 .886 .959 1.303
Crea. .266 -.081 .367 .367 .418 .411
StayC. .114 -.097 .094 .187 .296 .086 1.640
Prod. .269 -.084 .402 .384 .437 .321 .085 .395
ESIB .372 -.147 .504 .504 .577 .351 -.024 .391 1.056
NSD .456 -.152 .617 .671 .735 .404 .096 .438 .788 1.142
Im plied C orrelations (G roup num ber 1 - D efault model)
StimFs. ObstFs. IntMot JobSat ValueC Crea. StayC. Prod. ESIB NSD
StimFs. 1.000
ObstFs. -.486 1.000
IntMot .660 -.419 1.000
JobSat .743 -.404 .736 1.000
ValueC. .752 -.484 .744 .827 1.000
Crea. .714 -.360 .548 .564 .571 1.000
StayC. .153 -.217 .070 .144 .203 .105 1.000
Prod. .736 -.380 .614 .602 .610 .797 .105 1.000
ESIB .623 -.406 .470 .482 .492 .532 -.019 .605 1.000
NSD .733 -.406 .553 .618 .603 .590 .070 .651 .718 1.000
M odel F it Sum m ary 
CM IN
Model NPAR CMIN DP P CMIN/DF
Default model 35 27.556 20 .120 1.378
Saturated model 55 .000 0
Independence model 10 2383.405 45 .000 52.965
509
M Al-Ababneh Appendices
RMR, GFI
Model RMR GFI AGFI PGFI
Default model 
Saturated model 
Independence model
.019
.000
.396
.984
1.000
.265
.955
.102
358
.217
Baseline Comparisons
Model NFI Delta 1
RFI
rhol
IFI
Delta2
TLI
rho2 CFI
Default model 
Saturated model 
Independence model
.988
1.000
.000
.974
.000
.997
1.000
.000
.993
.000
.997 
1.000 
.000
Parsimony-Adjusted Measures
Model PRATIO PNFI PCFI
Default model .444 .439 .443
Saturated model .000 .000 .000
Independence model 1.000 .000 .000
NCP
Model NCP LO 90 HI 90
Default model 7.556 .000 25.486
Saturated model .000 .000 .000
Independence model 2338.405 2182.178 2501.971
FMIN
Model FMIN FO LO 90 HI 90
Default model .083 .023 .000 .077
Saturated model .000 .000 .000 .000
Independence model 7.201 7.065 6.593 7.559
RMSEA
Model RMSEA LO 90 HI 90 PCLOSE
Default model .034 .000 .062 .805
Independence model .396 .383 .410 .000
A ie
Model AlC BCG BIG GAIG
Default model 97.556 99.962 230.736 265.736
Saturated model 110.000 113.781 319.282 374.282
Independence model 2403.405 2404.093 2441.457 2451.457
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ECVI
Model ECVI LO 90 HI 90 MECVl
Default model .295 .272 .349 .302
Saturated model 332 332 332 .344
Independence model 7.261 6.789 7.755 7.263
HOELTER
Model HOELTER HOELTER .05 .01
Default model 
Independence model
378 452 
9 10
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Appendix 19: The results of SEM for High TQM Adopters’ Creativity Model
Maximum Likelihood Estimates
Regression Weights: (Group number 1 - Default model)
Estimate S.E. C.R. P Label
Intrinsic Motivation <— Stimulant Factors .985 .102 9.653 ***
Creativity <— Stimulant Factors .607 .070 8.652 ***
Creativity <— Intrinsic Motivation .077 .037 2.060 .039
Productivity <— Intrinsic Motivation .094 .030 3.172 .002
Productivity <— Creativity .490 .050 9.778 ***
Productivity <— Stimulant Factors .256 .063 4.065 ***
Obstacle Factors <— Stimulant Factors -.259 .038 -6.790 ***
ESIB <— Productivity .627 .108 5.776 ***
Job Satisfaction <— Intrinsic Motivation .384 .044 8.764 ***
ESIB <— Stimulant Factors .782 .129 6.055 ***
Job Satisfaction <— Stimulant Factors .660 .082 8.017 ***
ESIB <—Obstacle Factors -.542 .162 -3.347 ***
NSD <—ESIB .312 .052 5.970 ***
NSD <— Job Satisfaction .135 .065 2.075 .038
NSD <— Stimulant Factors .739 .128 5.762 ***
Value Commitment <— Stimulant Factors .464 .090 5.135 ***
Value Commitment <— Job Satisfaction .473 .062 7.594 ***
Value Commitment <—Intrinsic Motivation .238 .049 4.864 ***
Commitment to stay <— Intrinsic Motivation -.183 .088 -2.077 .038
NSD <— Productivity .237 .097 2.441 .015
Standardized Regression Weights: (Group number 1 - Default model)
Estimate
Intrinsic Motivation <— Stimulant Factors .524
Creativity <— Stimulant Factors .521
Creativity <— Intrinsic Motivation .124
Productivity <— Intrinsic Motivation .157
Productivity <— Creativity .508
Productivity <— Stimulant Factors 328
Obstacle Factors <— Stimulant Factors -.397
ESIB <— Productivity .330
Job Satisfaction <— Intrinsic Motivation .442
ESIB <— Stimulant Factors .366
Job Satisfaction <— Stimulant Factors .404
ESIB <— Obstacle Factors -.166
NSD <-- ESIB .325
NSD <— Job Satisfaction .107
NSD <— Stimulant Factors .361
Value Commitment <— Stimulant Factors .256
Value Commitment <— Job Satisfaction .426
Value Commitment <— Intrinsic Motivation .247
Commitment to stay <— Intrinsic Motivation -.131
NSD <— Productivity .130
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Variances: (Group number 1 - Default model)
Estimate S.E. C.R. P Label
Stimulant Factors .236 .021 11.091 ***
r3 .605 .055 11.091 ***
rl .208 .019 11.091 ***
r2 .128 .012 11.091 ***
r8 .085 .008 11.091 ***
r4 .547 .049 11.091 ***
r6 .286 .026 11.091 ***
r5 .384 .035 11.091
r7 1.585 .143 11.091 ***
r9 .273 .025 11.091 ***
Squared Multiple Correlations: (Group number 1 - Default model)
Estimate
Intrinsic Motivation .275
Creativity .354
Obstacle Factors .158
Productivity .571
Job Satisfaction .546
ESIB .492
Value Commitment .649
Commitment to Stay .017
NSD .612
Matrices (Group number 1 - Default model)
Implied (for all variables) Covariances (Group number 1 - Default model)
StimFs IntMot Crea. ObstFs Prod. JobSat ESIB ValueC. StayC. NSD
StimFs. .236
IntMot .233 .834
Crea. .161 .205 .321
ObstFs. -.061 -.060 -.042 .101
Prod. .162 .239 .218 -.042 .299
JobSat .245 .474 .185 -.064 .198 .630
ESIB .319 .364 .286 -.129 .337 .351 1.077
ValueC. .281 .531 .211 -.073 .226 .525 .401 .778
StayC. -.042 -.152 -.038 .011 -.044 -.087 -.067 -.097 1.613
NSD .346 .406 .285 -.104 .322 .423 .699 .457 -.074 .991
Implied (for all variables) Correlations (Group number 1 - Default model)
StimFs IntMot Crea ObstFs. Prod. JobSat ESIB ValueC StayC NSD
StimFs. 1.000
IntMot .524 1.000
Crea. .586 .397 1.000
ObstFs. -.397 -.208 -.233 1.000
Prod. .607 .478 .704 -.241 1.000
JobSat .636 .654 .412 -.253 .457 1.000
ESIB .633 .384 .485 -.391 .593 .426 1.000
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StimFs IntMot Crea ObstFs. Prod. JobSat ESIB ValueC StayC NSD
ValueC .656 .659 .423 -.261 .468 .750 .438 1.000
StayC -.069 -.131 -.052 .027 -.063 -.086 -.050 -.087 1.000
NSD .714 .447 .505 -.329 .591 .535 .677 .520 -.059 1.000
Implied Covariances (Group number 1 - Default model)
StimFs. IntMot Crea. ObstFs Prod. JobSat ESIB ValueC StayC NSD
StimFs .236
IntMot .834
Crea. .161 .205 .321
ObstFs -.061 -.060 -.042 .101
Prod. .162 .239 .218 -.042 .299
JobSat .245 .474 .185 -.064 .198 .630
ESIB .319 .364 .286 -.129 .337 .351 1.077
ValueC .281 .531 .211 -.073 .226 .525 .401 .778
StayC -.042 -.152 -.038 .011 -.044 -.087 -.067 -.097 1.613
NSD .346 .406 .285 -.104 .322 .423 .699 .457 -.074 .991
Implied Correlations (Group number 1 - Default model)
StimFs IntMot Crea. ObstFs Prod. JobSat ESIB ValueC StayC NSD
StimFs 1.000
IntMot .524 1.000
Crea. .586 .397 1.000
ObstFs -.397 -.208 -.233 1.000
Prod .607 .478 .704 -.241 1.000
JobSat .636 .654 .412 -.253 .457 1.000
ESIB .633 .384 .485 -.391 .593 .426 1.000
ValueC .656 .659 .423 -.261 .468 .750 .438 1.000
StayC -.069 -.131 -.052 .027 -.063 -.086 -.050 -.087 1.000
NSD .714 .447 .505 -.329 .591 .535 .677 .520 -.059 1.000
Model Fit Summary 
CMIN
Model NPAR CMIN DF P CMIN/DF
Default model 30 38.520 25 .041 1.541
Saturated model 55 .000 0
Independence model 10 1332.931 45 .000 29.621
RMR, GFI
Model RMR GFI AGFI PGFI
Default model .034 .970 .935 .441
Saturated model .000 1.000
Independence model .265 .330 .182 .270
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Baseline Comparisons
Model NFI Delta 1
RFI
rhol
IFl
Delta2
TLI
rho2 CFI
Default model 
Saturated model 
Independence model
.971
1.000
.000
.948
.000
.990
1.000
.000
.981
.000
.990
1.000
.000
Parsimony-Adjusted Measures
Model PRATIO PNFI PCFI
Default model 
Saturated model 
Independence model
.556
.000
1.000
.540
.000
.000
.550
.000
.000
NCP
Model NCP LO 90 HI 90
Default model 
Saturated model 
Independence model
13.520
.000
1287.931
.579 34.386 
.000 .000 
1172.499 1410.753
FMIN
Model FMIN FO LO 90 HI 90
Default model 
Saturated model 
Independence model
.157
.000
5.418
.055
.000
5.235
.002
.000
4.766
.140
.000
5.735
RMSEA
Model RMSEA LO 90 HI 90 PCLOSE
Default model .047 .010 .075 .539
Independence model .341 .325 .357 .000
A ie
Model AlC BCC BIC CAIC
Default model 98.520 101.329 203.802 233.802
Saturated model 110.000 115.149 303.016 358.016
Independence model 1352.931 1353.867 1388.025 1398.025
ECVI
Model ECVI LO 90 HI 90 MECVl
Default model .400 .348 .485 .412
Saturated model .447 .447 .447 .468
Independence model 5.500 5.030 5.999 5.504
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HOELTER
Model HOELTER HOELTER .05 .01
Default model 
Independence model
241 284 
12 13
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Appendix 20: The Results of SEM for Low TQM Adopters’ Creativity Model
Maximum Likelihood Estimates
Regression Weights: (Group number 1 - Default model)
Estimate S.E. C.R. P Label
Intrinsic Motivation <— Stimulant Factors .735 .176 4.170 ***
Job Satisfaction <— Intrinsic Motivation .355 .109 3.265 .001
Job Satisfaction <— Stimulant Factors .710 .193 3.680 ***
Creativity <— Stimulant Factors .655 .097 6.754 ***
ESIB <— Stimulant Factors .730 .187 3.905 ***
Value Commitment <— Job Satisfaction .648 .085 7.632 ***
Productivity <— Creativity .575 .080 7.180 ***
NSD <— ESIB .748 .078 9.654 ***
Productivity <— Stimulant Factors .281 .088 3.172 .002
Commitment to stay<— Intrinsic Motivation -.333 .135 -2.471 .013
NSD <— Value Commitment .298 .073 4.102 ***
Standardized Regression Weights: (Group number 1 - Default model)
Estimate
Intrinsic Motivation <— Stimulant Factors .414
Job Satisfaction <— Intrinsic Motivation .321
Job Satisfaction <— Stimulant Factors .361
Creativity <— Stimulant Factors .593
ESIB <— Stimulant Factors .392
Value Commitment <— Job Satisfaction .640
Productivity <— Creativity .600
NSD <— ESIB .678
Productivity <— Stimulant Factors .265
Commitment to stay<— Intrinsic Motivation -.260
NSD <— Value Commitment .288
Variances: (Group number 1 - Default model)
Estimate S.E. C.R. P Label
Stimulant Factors .182 .028 6.481 ***
r3 .474 .073 6.481 ***
r6 .471 .073 6.481 ***
rl .143 .022 6.481 ***
r4 .534 .082 6.481 sjc ^  ^
r9 .425 .066 6.481 ***
r2 .077 .012 6.481 ***
r5 .314 .048 6.481 ***
rl .873 .135 6.481 ***
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Squared Multiple Corrélations: (Group number 1 - Default model)
Estimate
Intrinsic Motivation .171
Job Satisfaction .329
Value Commitment .409
ESIB .154
Creativity .352
Commitment to Stay .068
NSD .592
Productivity .620
Matrices (Group number 1 - Default model)
Implied (for all variables) Covariances (Group number 1 - Default model)
StimFs. IntMot JobSat ValueC. ESIB Creativity StayC. NSD Productivity
StimFs. .182
IntMot .134 .573
JobSat .176 .298 .702
ValueC. .114 .193 .455 .720
ESIB .133 .098 .129 .084 .631
Creativity .119 .087 .115 .075 .087 .221
StayC. -.044 -.191 -.099 -.064 -.032 -.029 .936
NSD .133 .130 .232 .277 .497 .087 -.043 .768
Productivity .119 .088 .116 .075 .087 .161 -.029 .088 .203
Implied (for all variables) Correlations (Group number 1 - Default model)
StimFs. IntMot JobSat ValueC. ESIB Creativity StayC. NSD Productivity
StimFs. 1.000
IntMot .414 1.000
JobSat .494 .470 1.000
ValueC. .316 .301 .640 1.000
ESIB .392 .162 .194 .124 1.000
Creativity .593 .246 .293 .188 .233 1.000
StayC. -.108 -.260 -.122 -.078 -.042 -.064 1.000
NSD .357 .197 .316 .372 .714 .212 -.051 1.000
Productivity .621 .257 .307 .196 .244 .758 -.067 .222 1.000
Implied Covariances (Group number 1 - Default model)
StimFs. IntMot JobSat ValueC. ESIB Creativity StayC. NSD Productivity
StimFs. .182
IntMot .134 .573
JobSat .176 .298 .702
ValueC. .114 .193 .455 .720
ESIB .133 .098 .129 .084 .631
Creativity .119 .087 .115 .075 .087 .221
StayC. -.044 -.191 -.099 -.064 -.032 -.029 .936
NSD .133 .130 .232 .277 .497 .087 -.043 .768
Productivity .119 .088 .116 .075 .087 .161 -.029 .088 .203
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Implied Correlations (Group number 1 - Default model)
StimFs. IntMot JobSat ValueC. ESIB Creativity StayC. NSD Productivity
StimFs. 1.000
IntMot .414 1.000
JobSat .494 .470 1.000
ValueC. .316 .301 .640 1.000
ESIB .392 .162 .194 .124 1.000
Creativity .593 .246 .293 .188 .233 1.000
StayC. -.108 -.260 -.122 -.078 -.042 -.064 1.000
NSD .357 .197 .316 .372 .714 .212 -.051 1.000
Productivity .621 .257 .307 .196 .244 .758 -.067 .222 1.000
Model Fit Summary 
CMIN
Model NPAR CMIN DF P CMIN/DF
Default model 20 39.663 25 .032 1.587
Saturated model 45 .000 0
Independence model 9 350.242 36 .000 9.729
RMR, GFI
Model RMR GFI AGFI PGFI
Default model 
Saturated model 
Independence model
.056
.000
.183
.905
1.000
.433
.830
.291
.503
.346
Baseline Comparisons
Model NFI Delta 1
RFI
rhol
IFI
Delta2
TLI
rho2 CFI
Default model 
Saturated model 
Independence model
.887
1.000
.000
.837
.000
.955
1.000
.000
.933
.000
.953
1.000
.000
Parsimony-Adjusted Measures
Model PRATIO PNFI PCFI
Default model .694 .616 .662
Saturated model .000 .000 .000
Independence model 1.000 .000 .000
NCP
Model NCP LO 90 HI 90
Default model 14.663 1.349 35.882
Saturated model .000 .000 .000
Independence model 314.242 257.964 377.983
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FMIN
Model FMIN FO LO 90 HI 90
Default model .472 .175 .016 .427
Saturated model .000 .000 .000 .000
Independence model 4.170 3.741 3.071 4.500
RMSEA
Model RMSEA LO 90 HI 90 PCLOSE
Default model .084 .025 .131 .134
Independence model .322 .292 .354 .000
Aie
Model AIC BCC BIC CAIC
Default model 79.663 85.069 128.516 148.516
Saturated model 90.000 102.162 199.919 244.919
Independence model 368.242 370.674 390.226 399.226
ECVI
Model ECVI LO 90 HI 90 MECVl
Default model .948 .790 1.201 1.013
Saturated model 1.071 1.071 1.071 1.216
Independence model 4.384 3.714 5.143 4.413
HOELTER
Model HOELTER HOELTER .05 .01
Default model 
Independence model
80 94 
13 15
520
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